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MICHAEL JACOBSEN

Understandably, not
everybody embraces
change. People like the
way things have always
been done.

Pardon the Disruption
Team dealers need to lead, follow or get the heck out of the way.

A

little more than a decade
ago my oldest son graduated high school and went off
to college in Massachusetts.
It was the biggest change in my close
family to that point and it drastically
changed all of our lives. I didn’t like
it, yet that move turned out to be
the best thing that ever happened
to all of us. When my other two kids
later went off to college in threeyear intervals, we realized that
change can, indeed, be good.
Other than that time, I have always
embraced and looked forward to
change, both professionally – where
I have switched jobs a number of

times, taking signiﬁcant risks each
time – and personally. Most of the
time this change – although rarely
easy – has been for the better.
Understandably, not everybody
embraces change. They like the
way things have always been done.
Well, as the old saying goes, they
can lead, follow or get the heck
out of the way. Those that don’t
embrace change are going to be
run over, no matter how well they
did in the good old days.
In team sports change is
everywhere you look.
UÊ/ iÀi½ÃÊ>Ê`ÃÀÕ«ÌiÀÊÊ/iÝ>ÃÊ
putting together a true national

network of team dealers. Whether
you like the space we devote to
them in this issue or not, you have
to admit there are big changes
coming out of BSN Sports and
everyone needs to know what is
going on inside the company as it
changes the game.
UÊ/ iÀiÊ>ÀiÊÌiV }ÞÊV«>iÃÊ
changing the way team products are
ordered, shipped and paid for.
UÊÊiÜ]ÊÞÕ}ÊÜÀÊvÀViÊÃÊvÀV}Ê
older team dealers to change
the way they look at hiring and
managing staff.
UÊ-V>Êi`>Ê >ÃÊV >}i`ÊÌ iÊÜ>ÞÊ
we communicate.
UÊ/ iÀiÊÃÊ>Ê}ÀÜ}ÊÕ`iÀÃÌ>`}Ê
that team dealers can do well by
doing good.
UÊ`ÊÌ iÀiÊÃÊ>Êwi`ÊvÊÌ Õ} ÌÊ}>ing acceptance that there is a life/
work balance that needs to be found
among team dealers used to working
70 hours a week to get ahead.
These vast changes in the way we
look at and go about our business in
2015 have resulted in a team sports
business unrecognizable to the way
business was conducted even a few
short years ago. Most would agree
that these changes have been for the
better, although many – us included
-- still lament the loss of the personal

touch in team sports. Relationships
are still the bedrock of the team
business, but technology, new business tools and the Internet are building an even stronger business on top
of that foundation.
The special section –– which we
initially called “Pardon the Disruption” until we woke up in a sweat
thinking about a phone call from
Michael Wilbon, Tony Kornheiser
or the suits at ESPN –– that begins
on page 41 takes a look at many of
the game-changing ideas that have
altered the look of the team business
in 2015. These changes promise to
make the team sports landscape
even more unrecognizable in the
vÕÌÕÀi°Ê`ÊÌ >ÌÊÃÊ>Ê}`ÊÌ }°Ê
Please read these far-ranging
articles with an open mind. They
can help you prepare for the change
that is not only coming down the
À>`]ÊLÕÌÊÃÊ iÀiÊ>Ài>`Þ°Ê`ÊÌ i]Ê
as I said earlier, you can lead, follow
or get out of the way. I recommend
option number one. Change, indeed,
can be good. O
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team dealer now
has the same
buying power as
larger firms.
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The ACA in 2015
What Obamacare means to team dealers now and in the future.
By Mark Battersby

T

he world of health insurance
became a lot clearer for team
dealers over the summer
when the U.S. Supreme Court
Ê}ÊÛ°Ê ÕÀÜiÊw>ÞÊÀÕi`ÊÌ iÊÌ>ÝÊ
subsidies for health insurance provided by the federal government to
citizens in the 34 states that have not
established the health insurance mariÌ«>ViÃÊÀÊiÝV >}iÃÊÜiÀiÊi}>°Ê
/ >ÌÊi>ÃÊÃiÊÃÝÊÊ«i«i]Ê
including the nearly 3.5 million
people in small-business plans and
small business owners, self-employed
professionals and early retirees who
depend on subsidized health care
costs, will continue to receive them.
The ACA in 2015
It also means that Obamacare,
as the Affordable Care Act (ACA)
has come to be known, isn’t going
anywhere any time soon. So love it or
hate it, small businesses, which encompass virtually every team dealer
in America, need to know the facts
and how Obamacare impacts their
business in 2015 and into the future.
At its most basic, the Affordable
Care Act provides dealers and small
businesses with insurance options,
increased buying power via the
government sponsored marketplace
— and an overwhelming amount of
confusion and paperwork.
What can any dealer, business owner or manager do to keep healthcare
costs manageable while complying
the ACA’s updated and ever-changing
rules?
First, it should be understood that
Ì iÊ ½ÃÊÌ>ÝiÃÊ>`ÊÌ>ÝÊVÀi`ÌÃÊ>ÀiÊ
based on the number of full-time
equivalent employees (FTE) and their
average annual wages, not solely on
the number of full-time employees.
In simple terms, FTE equals the total
number of full-time employees plus
the combined number of part-time
employee hours divided by 30.
Seasonal employees, contractors and
8 Team Insight / September 2015

business owners don’t count toward
the total.
The Downside of the ACA
Much of the negative impact of the
looming Employer Mandate stemmed
from employers reportedly cutting
hours. Although the negative side
effects of the ACA are very real for
some businesses, most of the earlier
radical claims were over-dramatized
and used as political talking points.
Here’s why: Of those that are
required to comply, only truly large
businesses that don’t currently offer
beneﬁts and employ many low-wage
full-time workers face the hard decisions. Those businesses offering
higher wages typically already provide beneﬁts, while smaller businesses (with between 100 and 50 FTE) will
beneﬁt greatly from not owing the fee
on the ﬁrst 30 employees.
So a business with 100 FTE and 60
full-time workers will only owe the

fee for 30 employees, assuming, of
course, that they currently insure no
full-time employees. In the real world,
few team dealers employ even those
numbers, so the ACA impact remains
mostly in theory for this business.
ACA’s Upside
As a result, it’s safe to say the
smaller the businesses, the better
Ì iÊÌ>ÝÊLÀi>Ã°ÊvÌiÀÊ>]ÊÌ iÊ Ê
provides smaller team dealers with
affordable insurance options, cost
assistance and increased buying
power via the Small Business Health
Options Program (SHOP). Small
businesses with fewer than 50 FTE
employees can use the SHOP to get
better deals on employee insurance,
but aren’t mandated to do so.
Consider a few of the ACA’s other
beneﬁts and applicable rules:
UÊ->iÀÊ`i>iÀÃÊV>ÊÃiiÊ>ÃÊÕV Ê
as a 50 percent reduction in their
share of the cost of employee health

insurance premiums. Employers with
fewer than 25 FTEs, paying average
annual wages below $50,000, qualify
vÀÊÌ>ÝÊVÀi`ÌÃÊÌÊ i«Ê«>ÞÊi«ÞiiÊ
healthcare premiums. Employers
with 10 or fewer full-time employees, paying annual average wages
of $25,000 or less, qualify for the
>ÝÕÊVÀi`ÌÊvÊxäÊ«iÀViÌ°Ê/ iÊ
>ÕÌÊi«ÞiÀÃÊ`Ê«>ÞÊÃÊÌ>ÝÊ`iductible and can be carried forward
or backward.
UÊÀÊn{£]Ê Ài`ÌÊvÀÊ->Ê «Þer Health Insurance Premiums, must
LiÊwi`ÊÌÊV>ÊÌ iÊÌ>ÝÊVÀi`ÌÊ>ÊÌ iÊ
way back to 2010.
UÊ/ >ÃÊÌÊÌ iÊ ]Êi«ÞiÀÃÊV>Ê
offer more and better quality beneﬁts. In fact, because small businesses
are able to shop for group health
plans on their state’s Health Insurance Marketplace via the SHOP, the
typical small team dealer now has the
same buying power as larger ﬁrms.
}ÊÜÌ ÊÌ>ÝÊVÀi`ÌÃÊ>`ÊVÀi>Ãi`Ê
buying power, many dealers may now
be able to provide beneﬁts to their
employees.
UÊ/ iÊÃivi«Þi`ÊÜÌ ÊÊi«Þees can get health coverage through
the Health Insurance Marketplace for
individuals, but not through SHOP.
UÊ,iÌÀ>VÌÛiÊÌÊ>Õ>ÀÞÊ£]ÊÓä£{]Ê>`Ê
through at least 2015, two percent
shareholders in a sporting goods
business operating as an S corporation can receive reimbursement for
their individual health insurance
premiums. Even better, the S corporaÌÊÜÊÌÊLiÊÃÕLiVÌÊÌÊÌ iÊiÝVÃiÊ
Ì>ÝÊ«i>ÌÞÊvÊÌÊVÀÀiVÌÞÊVÕ`iÃÊÌ iÊ
health insurance premiums on the
two percent shareholders’ W-2. The
two percent shareholder must report
the income as wages, but will be allowed to take a self-employed health
insurance deduction.
UÊ vviVÌÛiÊvÀÊÓä£x]ÊiÛiÀÞÊ`i>iÀÊ
providing self-insured health coverage to employees must ﬁle an annual
return reporting certain information
for each employee covered. This rule
was optional for 2014.
teaminsightmag.com
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The ACA in 2015 (continued)
UÊ>ÃÌÊÞi>À]Ê>ÞÊÃ>Êi«ÞiÀÃÊ
were shocked to learn that employee payment plans, under which
they reimbursed employees for the
cost of obtaining individual health
insurance, violated the ACA rules
and they risked a $100-per-day-per>vviVÌi`i«ÞiiÊiÝVÃiÊÌ>ÝÊvÊÌ iÞÊ
continued using the arrangements.
The IRS recently provided guidance
that clears up some of the earlier
confusion.
UÊ ½ÌÊvÀ}iÌÊÌ iÀiÊÃÊ>Ê>``Ì>Ê
cost for some small businesses — a
fÈÎÊ«ÀiiÝÃÌ}ÊV`ÌÃÊvii°Ê/ >Ì½ÃÊ
right, for some employers purchasing
insurance there is an annual $63 fee.
The ACA small business fee decreases each year until 2017 when preiÝÃÌ}ÊV`ÌÃÊ>ÀiÊ« >Ãi`ÊÕÌ°
The Medicare Tax Hike
/ iÊi`V>ÀiÊ*>ÀÌÊÊÌ>ÝÊÃÊ«>`Ê
by both employees and employers.
Often overlooked, however, is that
a dealer with proﬁts over $250,000
v>ViÃÊ>Ê°Ê«iÀViÌÊVÀi>ÃiÊvÀÊÓ°Ê
«iÀViÌÊÌÊÎ°nÊ«iÀViÌ®ÊÊÌ iÊVÕÀÀiÌÊi`V>ÀiÊ*>ÀÌÊÊÌ>Ý°ÊÊ
-ViÊÌ ÃÊÌ>ÝÊÃÊÃ«ÌÊLiÌÜiiÊÌ iÊ
employer and employee, they will
both see a .45 percent increase. Small
businesses making under $250,000
>ÀiÊiÝi«ÌÊvÀÊÌ iÊÌ>Ý°Ê «ÞiiÃÊ
making less than $200,000 as an
individual, or $250,000 as a family, are
>ÃÊiÝi«Ì°
Instead of shifting to the individual
markets, some small businesses have
opted for a high-deductible group
plan and set up a health reimbursement arrangement (HRA) to help
vvÃiÌÊi«ÞiiÃ½Êi`V>ÊiÝ«iÃiÃ°Ê
Êi«ÞiÀÊV>Ê`VÌ>ÌiÊÌ iÊiÝ«iÃes they will reimburse, thus limiting
Ì iÀÊÕÌv«ViÌÊiÝ«ÃÕÀi°Ê
Strategies for Team Dealers
The advantage of an HRA over a
Health Savings Account (HSA) is that
the plan can be structured so that if
an employee does not use the money
in an HRA, the money will still belong
to the business.
An HSA is another option, but it
gives employers less control over
how the money in an account is
spent; the funds are made available
to employees whether or not they
VÕÀÊ>ÞÊi`V>ÊiÝ«iÃiÃ°
"ÊÌ iÊ ÀâÊÃÊ>ÊiÝVÃiÊ/>ÝÊ
10 Team Insight / September 2015

Shock Doctor and McDavid
Form United Sport Brands

on High-Cost Plans (also known as
Ì iÊ >`>VÊ/>Ý®ÊÌ >ÌÊVÃÊÊvÀÊ
i«ÞiÀÃÊÃÌ>ÀÌ}ÊÊÓä£n°Ê «Þers may have to pay up if their group
i>Ì Ê«>ÃÊiÝVii`Ê>ÊViÀÌ>Ê`>ÀÊ
Ì°Ê/ iÊÌÊvÀÊÓä£nÊÃÊf£ä]ÓääÊvÀÊ
individual coverage and $27,500 for
family coverage.
ÀÊÃivÃÕÀi`Ê«>ÃÊÌ >ÌÊiÝVii`Ê
these limits, the employer will pay a
{äÊ«iÀViÌÊ`i`ÕVÌLiÊiÝVÃiÊÌ>ÝÊ
on every dollar above the limit.
The Impact of Subsidies
Before the Affordable Care Act
became fully effective in late 2013,
small businesses were much less
likely to offer health insurance plans
to workers than larger companies.
ÊÓä£Î]ÊÀiÊÌ >ÊÎÊ«iÀViÌÊvÊ
V«>iÃÊÜÌ Ê£ääÊÌÊÊÜÀiÀÃÊ
offered health coverage to employees, compared with just 32.3 percent
with fewer than 25 workers.
Self-employed team dealers and
workers in small businesses have,
at least since late 2013, been able
to buy subsidized individual health
insurance plans on government-run
iÝV >}iÃ°Ê
This has reduced the uninsured
rate among non-elderly workers
at businesses with fewer than 50
i«ÞiiÃÊvÀÊÓÎ°xÊ«iÀViÌÊÊÕiÊ
2013 to 13.2 percent currently. The
uninsured rate among self-employed
workers fell from 30.4 percent in midÓä£ÎÊÌÊ£°ÈÊ«iÀViÌ°
The subsidies, available to anyone
who earns between 100 and 400
percent of the poverty level, have
helped reduce the cost of insurance,
at least until recently. Escalating
insurance costs have already begun
impacting businesses that do not
qualify for subsidies.
While supporters of the ACA tout
its success in providing insurance
to millions of Americans, recent rate
ﬁlings from large insurers reveal the
law may have been built on a shaky
foundation. In recent weeks, large
insurers selling coverage under the
ACA have proposed massive rate
VÀi>ÃiÃÊvÀÊÓä£ÈÊqÊÃiÊiÝVii`}Ê
40 percent – because they haven’t
been able to sign up enough young
and healthy customers. Q
Mark Battersby can be reached at mebatt12@earthlink.net; 610-789-2480.

ollowing their merger earlier this year, Shock Doctor and McDavid have taken the next step and formed a company called
United Sports Brands, which will serve as the corporate
parent for Shock Doctor, McDavid, Cutters and XO sporting
goods brands.
“United Sports Brands brings together two highly complementary
businesses to better serve customers who demand the very best in
performance-driven and protective equipment,” says Tony Armand, the
company’s CEO.
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 beginning this October, with ofﬁce, distribution and
manufacturing moving to Fountain Valley in 2016.
McDavid Europe (Belgium and Switzerland) and McDavid Japan
(Tokyo) will continue to operate as wholly owned subsidiaries of United
Sports Brands and will support the sales, marketing, manufacturing and
distribution of the portfolio of brands across Asia and Europe.
“As part of our integration, we are consolidating ofﬁce, distribution and
manufacturing locations to improve our supply chain and better serve
customers,” says Bob McDavid, chairman for United Sports Brands.
“Closing the facility in Chicago was a tough decision and there’s no
question that this will be a difﬁcult time for our impacted employees. Our
priority is helping each person successfully transition through lengthy
period of working notice, favorable severance packages and strong
encouragement to apply for positions at our locations in California and
Minnesota.”
United Sports Brands will be led by Armand as CEO and McDavid
as chairman, with a new executive team comprised of former Shock
Doctor Sports and McDavid leaders: Dennis Goetz, CFO; Jay Turkbas,
SVP– Product Development; Mary Horwath, SVP–Marketing; Kent
Pachl, SVP–Sales; Drew Brassard, SVP–Operations; Patrick Cloots,
SVP–International; Jason Richter, VP–Product Marketing; Jeff Burnett,
VP–Operations; and Bill Best, VP–Research & Development. Q

F
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Issues: New Standards, Testing on the Way
Dealers need to keep on top of rules changes coming from above.
NOCSAE: No Youth Helmet
Standard Required
After much discussion, NOCSAE
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 following a committee
meeting earlier this year it 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 or
would protect against injury risks
not already addressed.
“NOCSAE will not develop a
standard without solid science from
which we can conclude that taking
an action such as limiting helmet
mass will not present an increased
risk of injury or otherwise prohibit
the helmet from effectively addressing rotational acceleration-induced
injuries,” says Mike Oliver, NOCSAE
iÝiVÕÌÛiÊ`ÀiVÌÀ°
NOCSAE’s current football helmet
standard takes into account the
smaller and lower mass characteristics of the youth head by requiring
the use of different size and weight
headforms for certiﬁcation testing.
The NOCSAE small headform, used
to test the small helmets usually
worn by youth players, represents
the typical head size and mass of an
average 10-year-old male.
In a statement on the matter released earlier this summer, NOCSAE
said preliminary pneumatic ram
testing indicates that small-sized
helmets that have less mass don’t
perform as well in rotational impact
tests as medium or large helmets of
the same model. Researchers have
suggested that this result is likely
due to their lighter weight. As a
result of the preliminary pneumatic
ram testing, questions remain as
to how reducing or limiting helmet
mass for youth helmets will affect
12 Team Insight / September 2015

remain permissible through December 31, 2017. Each participating
national member organization will
incorporate the new standard into
Ì iÀÊÀÕiÃÊvÀÊÌ iÊÓä£nÊÃi>Ã°

the player or whether it could lead
to an increased risk of concussion or
other injuries.
This year NOCSAE has begun requiring manufacturers to contract with
Safety Equipment Institute (SEI) to
certify their equipment as compliant
with NOCSAE standards. Previously,
manufacturers were responsible
for testing and self-certifying their
athletic equipment to NOCSAE
standards. NOCSAE will stagger its
transition to third-party certiﬁcation through early 2016, based on
manufacturers’ production seasons
for athletic equipment. Baseball and
softball equipment were the ﬁrst,
requiring compliance by the end of
August.
USA Baseball Develops
Its Own Bat Standards
ÕÃÌÊÜ iÊiÛiÀÞiÊÌ Õ} ÌÊÌ iÊ
baseball bat standards confusion
was behind us, here comes another
curveball.
>ÃÌÊÌ Ê1-Ê >ÃiL>]ÊÌ iÊ>tional governing body for the sport
of baseball in the U.S., in conjunction
with participating national member
organizations, adopted a new method for measuring bat performance in
Ì iÊÌiÃÌ}ÊvÊÞÕÌ ÊL>ÌÃ°ÊÊiÝ«>ing the move, USA Baseball concluded that recent advancements in

science, engineering, technology and
the materials available to fabricate
non-wood bats now allow manufacturers to construct youth bats that
can perform at a wood-like level
through the entire range of lengths
and weights of youth bats.
The new USA Baseball bat standard (USABat), which will apply to
bats that are classiﬁed below the
NCAA and NFHS level of play, will
LiÊ«iiÌi`ÊÊ>Õ>ÀÞÊ£]ÊÓä£n]Ê
allowing bat manufacturers sufﬁcient time to bring these bats to the
market.
º i}}ÊÜÌ ÊÌ iÊ>ÕV ÊÊÓä£nÊ
we will take another step forward
in making our game more uniform
at the youth level and ensuring the
long-term integrity of the game,”
says USA Baseball’sÊiÝiVÕÌÛiÊ`ÀiVtor/CEO, Paul Seiler.
Similar to the NCAA and NFHS
BBCOR standard, which helped to
eliminate discrepancies with different length bats and thus provide a
more direct measure of bat performance, the new USA Baseball bat
standard will allow youth baseball
organizations to reach their goal of
establishing a wood-like standard.
There will be no immediate
change to youth baseball organizations’ bat rules. All bats currently
accepted for the respective leagues

SFIA Unveils Football Glove Specs
Meanwhile, in football the Sports
& Fitness Industry Association
(SFIA), working with equipment manufacturers and sport governing bodies, has developed a football glove
and hand pad speciﬁcation program.
The SFIA Football Glove and Hand
Pad Speciﬁcation meets the requirements for certiﬁcation for gloves and
hand pads to be used in play at the
NFHS and NCAA levels.
The SFIA-developed program and
protocol allows manufacturers to
maintain self-certiﬁcation of football
gloves and hand pads. All products
will be veriﬁed by an independent,
third-party test lab with SFIA governing compliance. It is an alternative to
the current certiﬁcation of football
gloves and hand pads and NFHS and
NCAA will allow both the current
NOCSAE and the new SFIA certiﬁcation marks to be independently accepted for on-ﬁeld use. Accordingly,
current or future inventories will
not be obsolete and there will be no
disruption in the supply chain at the
dealer, team or consumer level.
Under the SFIA football glove and
hand pad protocol, participating
glove suppliers will be required to
display the SFIA approved certiﬁcation label on all gloves and hand
pads in a fashion and placement
similar to current practice.
Manufacturers choosing to
participate in the SFIA program will
comply with the SFIA process as
delineated in the SFIA Speciﬁcations
and Protocol, including independent
third-party test lab validation of the
manufacturers’ test results. The SFIA
Speciﬁcations Program will be open
to any producer of football gloves
willing to comply with the requirements of the program. SFIA membership is not a pre-requisite. Q
teaminsightmag.com

A Little League Step
Little League is investing its TV dollars in growing the game.
ÌÌiÊi>}ÕiÊ >ÃiL>Ê
and Softball unveiled
a $4 million plan to
i«ÊV>ÊÌÌiÊi>}ÕiÊ
programs grow the game in
their communities by providing
ﬁnancial assistance. The new
initiative, called Grow the Game,
ÃÊÌ iÊÀiÃÕÌÊvÊÌÌiÊi>}Õi½ÃÊ
iÜÊÌiiÛÃÊVÌÀ>VÌÊqÊÌÌiÊ
i>}ÕiÊÃÊÊÌ iÊwÀÃÌÊÞi>ÀÊvÊÌÃÊ
new television deal with ESPN
– and all the funds will be spent
on programs for kids, including
}À>ÌÃÊÌÊwÝÊÕ«Êwi`ÃÆÊÃÕ««ÀÌÊ
for urban programs to attract
minorities to baseball and

L

softball; and education programs
to train volunteers, including
coaches
and umpires.
Ê>``Ì]ÊÌÊ>iÊÌÌiÊ
i>}ÕiÊiÛiÊÀiÊ>vvÀ`>LiÊ
for those who participate, the
charter fee paid by all 6500
leagues throughout the United
States will be reduced from $16
to $10 per team. This continues
the organization’s commitment
ÌÊ>iÊÌÌiÊi>}ÕiÊ>VViÃÃLiÊ
and affordable for all children
— in 2007, the afﬁliation fee was
Ài`ÕVi`ÊvÀÊf£nÊÌÊf£È°
The cornerstone initiative

ÃÊÌ iÊiÜÊÌÌiÊi>}ÕiÊÀÜÊ
the Game grant program. With
different grants earmarked
for general local league
improvement and to help leagues
iÝ«>`ÊÀÊiÃÌ>LÃ ÊÌÌiÊi>}ÕiÊ
-vÌL>]ÊÌÌiÊi>}ÕiÊ >i}iÀÊ
ÛÃ]Ê>`ÊÌÌiÊi>}ÕiÊ
1ÀL>ÊÌ>ÌÛiÊ«À}À>Ã]ÊÌÌiÊ
i>}ÕiÊÃÊ>V>Ì}ÊÀiÊÌ >Ê
f£°nÊÊvÀÊÇäääÊV>ÊÌÌiÊ
i>}ÕiÊ«À}À>ÃÊÊÀiÊÌ >Ê
näÊVÕÌÀiÃÊÌÊÕÃiÊÌÊ}ÀÜÊÌ iÊ
game. This includes a $500,000
Disaster Relief Fund, which will
be dedicated to assisting local
leagues that have been impacted

by ﬂoods, tornados, hurricanes
or other natural disasters.
“Every summer, millions of
people around the world enjoy
Ü>ÌV }ÊÌÌiÊi>}ÕiÊ >ÃiL>Ê
and Softball on television,” says
Stephen Keener, Little League
president and CEO. “As a result,
we are able to make an even
stronger investment to grow
the game and provide ﬁnancial
support into local programs.”
ÊÕ}ÕÃÌÊÓä£Î]ÊÌÌiÊi>}ÕiÊ
International agreed to an
eight-year, multi-platform rights
iÝÌiÃ]ÊivviVÌÛiÊÓä£xÊÌ ÀÕ} Ê
2022, with ESPN. Q
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With SISU™, the official mouthguard of the NLL, you’re sure to break away from the competition.
With roughly half the thickness of conventional guards, talking, breathing, and drinking during the
game just got a lot easier. The SISU™ mouthguard allows you to keep your focus where it matters:
on being one step ahead, every time.
www.sisuguard.com
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TEAM / SPECIALTY SPORTS

A TOUR OF THE COUNTRY FINDS TEAM DEALERS IN EVERY CORNER OF AMERICA

A SPECIAL

TRIP

While the heart and soul of the team business still comes from
selling major sports such as football, basketball, baseball and
softball – and a little bit of soccer -- the specialty sports such as
track and ﬁeld, cheerleading, lacrosse, wrestling and volleyball,
can hardly be viewed as “minor.” In the eyes of the student-athletes,
their parents and coaches, they are most deﬁnitely major sports
and they demand the same attention as the Big Four.

By Mike May

S

o to ﬁnd out the trends in
these sports, let’s take a
virtual trip across America
to ﬁnd out how today’s
team dealers approach and sell
the specialty sports. Everyone is
welcome to come along for the ride.
Track’s Run for the Money
According to the Sports & Fitness
Industry Association’s U.S. Trends in
Team Sports (2015 edition), track and
ﬁeld attracted 4.1 million participants
in 2014, up 0.8 percent from 2013.
This makes track and ﬁeld the 13th
most popular team sport in the U.S.,
out of the 24 team sports tracked in
the SFIA study.
That same SFIA study reports that
track and ﬁeld, when compared with
other team sports, has the highest
percentage of participants (78.4 percent) who compete on an organized/
sanctioned scholastic team. Even better, 56.2 percent of track participants
are core participants (those who
compete more than 26 days a year).
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Interest in high school track and
ﬁeld is strong and steady, which
keeps team dealers running. According to the National Federation of State
High School Associations (NFHS),
more than one million high school
students (boys and girls) are on their
school’s track team, making it a bigger draw than any other high school
sport, with the exception of football.
More than 16,000 high schools sponsor track and ﬁeld teams for boys
and girls.
The sport is also the most popular
sport for high school girls – with
478,885 participants – while it is the
second most popular sport for boys –
with 580,321 participants. And while
outdoor track and ﬁeld is offered in
every state, there are 20 states that
also have indoor programs. The 10
states with the most outdoor track
and ﬁeld athletes are Texas, California, Illinois, Ohio, Pennsylvania, New
York, Michigan, New Jersey, Minnesota and Florida.
Team dealers are certainly delighted that so many high school
teenagers compete in track and ﬁeld.

Frankly, it’s good for business.
“Track and ﬁeld is a quick sport
for me, no pun intended,” says Larry
Foster, owner of Spartan Sporting
Goods, Beckley, WV. “It’s a short
season, but sales are strong. We sell
uniforms and warm-ups every year.”
He does a good business in hard
goods as well, selling stop watches,
discuses, shot puts and cross bars
for the high jump and pole vault.
“Every ﬁve years or so we’ll get
lucky and sell the padding for the
high jump and pole vault,” he adds.
“Those are expensive items, so
schools try to take care of them.”
As far as brands, Foster says that
he is selling uniforms from Nike, Russell and Adidas.

A look around the rest of the
country ﬁnds track and ﬁeld running
strong just about everywhere.
There are many high school students who run track in the Sunshine
State. Not surprisingly, the track and
ﬁeld business is strong, as well.
“In track, I sell lots of practice wear.
That is my niche,” says Kevin Licata,
manager of Medallion Sporting
Goods, Jupiter, FL. “Teams are also
buying shoes, singlets and warmups.”
Up in the Land of 10,000 Lakes,
track and ﬁeld is a major sport. “In
Minnesota, track is a big focus and
is a really strong for us,” says Ryan
Wenkus, salesman for Universal
Athletic, Edina, MN.
teaminsightmag.com

APPROACHING SPECIALTY SPORTS ON THEIR OWN TIME AND IN THEIR OWN WAY.

Down in Kentucky, the track and
ﬁeld business is vibrant. “A lot of
schools have track and ﬁeld teams,”
says Dale Keith, owner of Duke’s
Sporting Goods, Elizabethtown, KY,
who sells lots of uniforms along with
the equipment.
“Teams are buying batons, the discus, pole vault poles, pits, shot puts
and hurdles,” he says, adding that
he also does a strong cross-country
business.”
Track and ﬁeld is one of the major
spring sports in Vermont as well.
“Track is big for us in the spring,
alongside baseball and softball,”
reports Tyler Pearl, store manager at
Kevin Smith’s Sports, St. Albans and
Burlington, VT. “Teams are buying
teaminsightmag.com

lots of uniforms and spikes. We are
doing a strong track business with
most area high schools.”
In California, the weather makes
track and ﬁeld a popular sport for
young athletes and it keeps the cash
registers ringing for team dealers.
“We do a lot of high school track,”
says Chuck Steinman, owner of Midtown Sports, Visalia, CA, who hosts
team nights to help kick off each
season. “We sell a number of practice
shorts and shirts as well as competition shorts and singlets.”
The one soft spot is track spikes,
where Steinman admits he “struggles
to remain relevant,” since those sales
have gone to catalog houses.
But when it comes to selling hard

goods to schools, Steinman declares
that he is there to serve.
“We sell batons, shot puts, tape
measures, cross bars and mats for
pole vaulting and the high jump on
an as-needed basis,” he says. “We
also have a store catalog online,
which helps boost sales in this category.”
Track and ﬁeld and cross-country
are signiﬁcant high school sports in
Arizona, although the buying season
is very short.
“It is such a short window for business, only two or three weeks,” says
Dennis Callison, owner of East Valley Sports in Mesa, AZ. “It’s a really
short, tight buying season. The revenue is like icing on the cake.” East
Valley primarily sells singlets, spikes,
batons and spirit wear. “We don’t sell
too many high-dollar volume items,”
Callison adds.
While the national ﬁgures for track
and ﬁeld are strong, it’s a sport that
is losing some steam in the Midwest,
at least in Indiana, according to Jim
Brown, a salesman for Kratz Sporting Goods, Clarksville, IN.
“We sell uniforms as needed, pole
vault poles, discus and a few shots
for the shot put every year,” notes
Brown, who reports that “track numbers are down in our area.”
Way out in Hawaii, track and ﬁeld
is popular but doesn’t generate too
much revenue. “We dabble in track
and ﬁeld,” reports Stanley Costales,
Jr., owner of Sports Line in Hilo, HI.
“We sell a few uniforms. The schools
leave it up to the kids to get their
own shoes.”
One of the big side effects of teenagers running track in high school
is that it introduces them to a sport
they can do for the rest of their lives.
“Running maintains its popularity
in part because it’s easy to do on
your own or with company and wherever you are — at home or traveling,”
notes Jeff Darman, past president of
the Road Runners Club of America.
“It is a great aerobic exercise, relatively cheap in terms of equipment,
it can be done on your schedule and,
really, anyone can do it.”

Three Cheers for Cheerleaders
Team dealers afraid of cheerleading should consider these numbers:
There are a total of 3.5 million cheerleaders in America, ranging from
youngsters at local youth football
programs to squads at the collegiate
level. Even better, according to SFIA
ﬁgures, the number of cheerleaders
grew by nearly 13 percent from 2009
to 2014.
That same SFIA study reports that
cheerleading has the second highest
percentage of participants (75.5 percent) who compete on an organized
or sanctioned scholastic team.
“Interscholastic Cheer and Dance
at the high school level continues
to grow and evolve,” says Susie
Knoblauch, director of performing
arts and sports at NFHS. “Many high
school spirit participants support
school programs and at the same
time have the desire to compete.”
Because of this growth, the NFHS
continues to balance rules that
minimize risk, yet still allow participants to showcase their skills. “We
will continue to see this growth and
evolution in the areas of high school
cheer and dance as more state associations are adding cheer and dance
state championships,” Knoblauch
says. “It is a win-win for all involved
because participants gain visibility
and recognition and schools have
added another way students can stay
connected.”
Even though Varsity Cheer dominates the business with its direct
sales, cheerleading as a category has
blossomed and gets the respect and
attention of team dealers from coast
to coast.
“Cheerleading is in every school in
West Virginia,” says Foster, of Spartan
Sporting Goods, who has two people
on staff who specialize in selling
shoes and accessories to cheerleaders. “The accessory sales in cheerleading are very big,” he adds.
In western Maryland, local cheerleaders make a beeline for Riverside
Sporting Goods in Cumberland.
“We do a great business with cheerleading,” says owner Larry Brooks.
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CAN’T FIND
STARTING BLANKS?
FOR TRACK & FIELD
EQUIPMENT

NO PROBLEM.
Coaches need batteries, not blanks
with the Electronic Starting Pistol from
Gill Athletics. The safe alternative
to traditional blanks and guns,
coaches love the highly visible,
lightweight design and intense strobe
light starting indicator.

800.637.3090
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U D LY S E R V I N G A S T H E
NOW PRO

18 Team Insight / September 2015

“We sell uniforms, warm-ups, camp gear, pompoms, T-shirts and shoes.”
Medallion Sporting Goods in south Florida
makes as much money by selling cheerleading
gear to the local youth football/Pop Warner
leagues as it does selling to high schools.
“In many cases, I’m selling to 200 or 300
kids who are cheering at a local youth football
program, which is better business than selling
to 20 or 25 girls from a local high school,” says
manager Licata. “And those youngster are
ordering two or three tops and two or three
sets of shorts. With cheerleading programs at
local high schools, I am probably selling more
practice wear and team spirit wear than actual
uniforms.”
In the Hoosier state, team dealers make most
of their money in cheerleading by catering to
the youngest participants.
“At the high school level, it’s a tough business
because it’s so fashion driven,” says Brown, at
Kratz Sporting Goods. “I do a good business
with younger cheerleading teams.”
In the neighboring state of Kentucky,
cheerleading teams are spending the money
just as quickly as they raise it.
“The cheerleaders want the good stuff,”
states Keith, of Duke’s Sporting Goods, who
reports he sells everything but uniforms. “The
girls are buying lots of brand name apparel,
such as travel bags, long and short-sleeved
T-shirts and sweatshirts.”
Cheerleading is a big business in
California, but it has different challenges and
opportunities.
“For the most part, we sell practice gear,
shoes, megaphones, pom-poms, warm-ups
and sweatshirts” says Midtown’s Steinman.
“We stay away from the competition uniform
business.”
In Vermont, there are lots of cheerleaders,
but according to Pearl at Kevin Smith’s Sports,
they are buying most of their shoes and
uniforms online. “It’s such a specialty business
that requires many custom orders,” notes Pearl.
Those same sentiments are shared by
Costales, of Sports Line in Hawaii. “Girls
are so used to buying on the Internet and
from companies that speciﬁcally cater to
cheerleading,” he says. “Cheerleading is a
different animal. It’s a big custom business.”
Volleyball Sets It Up
According to SFIA, court volleyball had 6.3
million participants in 2014, making it the sixth
most popular team sport in the U.S. More than
half (56.2 percent) of court volleyball participants are core participants.
Court volleyball is the third most popular
high school sport for girls in terms of participants and sponsoring schools — with 429,634
participants and 15,672 schools. The top 10
states for girls’ high school volleyball are California, Texas, Ohio, Illinois, Michigan, Florida,
New York, Pennsylvania, Wisconsin and Minnesota.

The third most popular high school sport for girls...
Only 21 states have volleyball programs for
boys and only 52,000 boys play high school
volleyball. The top ﬁve states are California,
Pennsylvania, Illinois, New York and Florida.
Team dealers admit there would be a big hole
in their year-end ﬁnancial statements if they did
not sell volleyball. While it may be a niche sport
now, it may not be that way for very long.
In West Virginia, while football, basketball,
and baseball may be the equivalent of a main
course for dinner, volleyball represents the
soup and salad, according to Spartan’s Foster.
“Volleyball sales are very good and it is a very
important part of our annual sales,” he says,
adding that in his state only girls play volleyball. He sells uniforms from Nike, Russell and
Mizuno, along with knee pads, hair accessories
and ankle braces.
“We also sell a steady supply of units and
nets every year,” Foster adds. “Girls’ volleyball
is now spreading down to middle schools and
outside of the high school season we have
travel volleyball teams, which means girls are
playing throughout the year.”
In south Florida, it appears that fans and parents are spending as much money on volleyball
as the actual volleyball players and their teams.
“Girls volleyball is a big category,” says
Licata, of Medallion Sporting Goods, who
reports that teams are buying home and away
jerseys, shorts, socks, shoes, warm-ups bags.
But the business goes beyond that. “I’m getting
as much revenue on team spirit wear sales that
are worn by parents, fans and the players as I’m
getting from team purchases.”
Volleyball is getting bigger in the Midwest,
especially in Indiana and Kentucky.
“We do a lot of volleyball for high schools and
clubs,” reports Brown, of Kratz Sporting Goods.
teaminsightmag.com
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“Because of high demand from clubs,
volleyball is right behind basketball
as a sales category.”
His volleyball teams are buying uniforms, socks, knee pads, equipment
bags and volleyballs, of course.
“We sell a few volleyball systems
every year, too,” notes Brown.
“Volleyball is a big category for my
business,” echoes Keith, of Duke’s
Sporting Goods in Kentucky. “In addition to uniforms, high school and
travel teams are buying lots of spirit
wear and shoes from Mizuno.”
Many girls are playing volleyball
in Minnesota, but all of the business
is not going through team dealers.
“High school volleyball is also strong
for us, but the club volleyball business is hard to get,” admits Universal’s Wenkus.
With nearly 2000 boys’ and girls’
varsity high school volleyball teams
in California, volleyball should be
considered a major sport and not
a niche sport. “We do a very good

business with volleyball,” says Steinman, of Midtown Sports in Visalia,
who sells to both high schools and
volleyball clubs.
Because girls’ high school volleyball in California coincides with the
beginning of the school year, many
V>V iÃÊ`½ÌÊÜÊiÝ>VÌÞÊ ÜÊ
many players will be on their teams
until school starts, which means
every order is a rush. Making matters
more complicated, yet more proﬁtable, is that many schools have three
teams — freshman, junior varsity and
varsity. The middle school business
in California is picking up momentum, too, according to Steinman.
“We have a short window to get orders delivered to high school teams
in the fall,” notes Steinman.
After the high school season in
California volleyball travel clubs
start placing orders in November for
}>iÃÊÊ>Õ>ÀÞ°
The club business is a lucrative
one for Midtown Sports because it’s
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a one-stop shop for players, parents
and teams. One of Steinman’s club
ÛiÞL>ÊViÌÃÊÃÊ>Ê£nÌi>ÊÌÀ>ÛiÊ
club that orders two or three univÀÃÊ«iÀÊ«>ÞiÀÊ«ÕÃÊÃ«>`iÝ]ÊÌÀ>ÛiÊ
bags, shoes, socks, volleyballs, carts
and warm-ups.
He values this client so much that
he has been known to personally
drive 70 miles each way to attend
a team practice in order to show a
uniform sample before the order is
conﬁrmed.
It might be fair to say that when
girls are not surﬁng on the beaches of
Hawaii, they are inside gyms playing
volleyball.
“We do very well with volleyball,”
Ài«ÀÌÃÊ ÃÌ>iÃ]ÊvÊ-«ÀÌÃÊi°Ê
“Sales wise, girls’ volleyball is better
for us than boys’ volleyball because
girls order better uniforms. Boys are
often happy with a basic Dri-Fit shirt
and some mesh shorts. Girls like access to the technology and sublimation. Girls like to wear the high-tech,
tight shorts, too.”
High school volleyball for boys and
girls is popular, but is not a major
revenue source for East Valley Sports
in Arizona.
“Volleyball sales are scattered and
splintered,” reports Callison. “It’s a
tough sport to cater to because there
are so many SKUs in every category.
You may have three or four varieties
of an item, but we’ll have a customer
walk in requesting the item that we
don’t have.”
Lacrosse Sticks It To ’Em
If team dealers are looking for a
market with some growth potential,
lacrosse is the place to be in 2015.
According to SFIA, lacrosse is one
of just eight team sports to have
registered a net gain in the number of
ÞÕÌ Ê«>ÀÌV«>ÌÃÊLiÌÜiiÊÓääÊ>`Ê
2014. This is an important ﬁgure to
monitor because it indicates whether
or not the pipeline is being ﬁlled with
future participants. For lacrosse, it’s
so far, so good.
According to SFIA, there are two
million lacrosse players in the U.S. –
65 percent are male and 35 percent
are female.
>VÀÃÃi]ÊÜ iÊV«>Ài`ÊÜÌ Ê
other team sports, has the third highest percentage of participants (56.6
percent) who compete on an organized/sanctioned scholastic team
and 51.3 percent of lacrosse players
are core participants.
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WHAT, EXACTLY, IS PICKLEBALL?
For those unfamiliar with it, it’s a
combination of tennis, table tennis
and badminton. It can be played
indoors and outdoors, but only
outdoors if the weather cooperates.
And it seems to be picking up
momentum in various parts of
the country. According to sports
participation research from SFIA,
there are 2.5 million people playing
pickleball.
Will it be a sport that team dealers
can sell in the not-to-distant future?
Time will tell. It’s worth noting that
the traditional retail chains such as
Dick’s Sporting Goods, The Sports
Authority, Big 5, MC Sports and
Academy are selling pickleball right
now. And so is BSN Sports, which
is selling nets, paddles and balls to
schools for gym and P.E. activities.
Pickleball has such a strong
upside that it was the main reason
for an acquisition this summer when
Escalade Sports purchased Onix
Sports, a supplier of paddles, balls,
sportswear and accessories.
“Our market strategy is to invest
in the sport by developing gamechanging product innovations that will
greatly improve player performance
and secure a long-term leadership
position in the category,” says
Robert Keller, president and CEO of
Escalade. Q
teaminsightmag.com
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As a result, the sport remains one
of the hottest properties in team
sports. At the high school level,
lacrosse is now the 10th most popular high school sport for girls, with
n£]ÈÊ«>ÀÌV«>ÌÃ]Ê>`Ê££Ì ÊÃÌÊ
popular sport for boys. Overall, lacrosse is the 13th most popular high
school sport.
It does appear that the high school
game is as attractive to both genders
since 23 states ofﬁcially sanction
lacrosse for boys and girls. Of the 23
states that offer lacrosse for boys and
girls, 22 of them are the same. The
iÊiÝVi«ÌÃÊ>ÀiÊÃÃÕÀ]ÊÜ V Ê
sponsors girls’ lacrosse for 31 teams
(and 1256 players), and Arkansas,
which has one boys’ lacrosse team
(and 24 players).
º>VÀÃÃiÊÃÊiÊvÊÌ iÊv>ÃÌiÃÌÊ
growing team sports and along with
this growth comes the responsibility
to educate coaches and participants,”
says NFHS’ Knoblauch. “With that in
mind, the NFHS is committed to rule
writing, education and training that
focuses on the safety and well-being
of all lacrosse student athletes.”
The growth of lacrosse is not going
away soon, as the Ohio High School
Athletic Association (OHSAA) is adding a state ﬁnal in lacrosse and many
other state associations are looking
at lacrosse as an emerging sport. “We
>ÀiÊiÝVÌi`ÊÌÊÃiiÊÌ iÊ}ÀÜÌ ÊLiV>ÕÃiÊ
lacrosse is another great way to keep
students active and connected to
their school communities,” Knoblauch says.
Those in charge of administering
Ì iÊÃ«ÀÌÊ>ÌÊ1-Ê>VÀÃÃiÊ>ÀiÊ`i} Ìed with the sport’s growth, but admit
they have some work to do to grow
the game.
“While the sport has enjoyed double-digit participation growth over
the past decade at the youth level,
we are beginning to see signs of that
growth trend slowing down a bit due
to a variety of factors,” says Ann Kitt
Carpenetti, VP-lacrosse operations at
US Lacrosse, Baltimore, MD.
“The push towards elite travel/club
programs, instead of recreational
play at younger ages, the lack of
consistent and quality coaching, the
rising costs of participation and competing interests from other sports
and activities that are requiring kids
to specialize and play their sport year
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While south Florida may not be a
hot bed for lacrosse, it certainly is
headed in that direction.
“Our local recreation league has
about 400 kids and they start as early
>ÃÊ>}iÊwÛi]»ÊÃ>ÞÃÊV>Ì>°ÊºÃÌÊvÊÞÊ
business is to beginner to intermediate level players. For them, I’m selling
everything from head to toe,” but he
doesn’t do much business with the
year-round travel teams.
In Vermont, lacrosse is getting
more and more popular every year
for both boys and girls. “You name
it and they buy it,” reports Pearl, of
iÛÊ-Ì ½ÃÊ-«ÀÌÃ°Êº>VÀÃÃiÊÃÊ
huge in Vermont. It’s taking over ice
hockey. Teams are buying jerseys,
gloves, sticks, goggles and helmets.”
The story varies according to what
part of California you are in, according to Midtown Sports Steinman.
º>VÀÃÃiÊÃÊL}ÊÊÃÕÌ iÀÊ >vÀnia and in northern California near
San Francisco, but it has yet to get
established where we are in central
California,” he says.
Interesting, there’s no lacrosse in
Hawaii, reports Costales from Hilo.
“I know it’s big on the West Coast,
so it’s only a matter of time before it
arrives in Hawaii. Right now, lacrosse
is limited to being an activity in P.E. in
a few schools.”
The sport has a ways to go in
Two million lacrosse players in the U.S. – 65 percent male, 35 percent female.

ÀÕ`]ÊiÝVÕÃÛiÞÊqÊÊ>``ÌÊÌÊÌ iÊ
rising number of sedentary children
in the United States -- are just a few of
the reasons we think we are seeing a
shift in overall youth lacrosse participation,” she says.
Carpenetti adds that while US
>VÀÃÃiÊÃÊLÕÃÞÊÜÌ ÊÌ iÊ`>ÞÌ`>ÞÊ
needs of the sport, her organization is
also working on big-picture goals and
objectives.
“We are currently working to
develop and promote a long-term athlete development framework that will
enable us to focus on and enhance
age-appropriate play opportunities

for players of all abilities who are
ÌiÀiÃÌi`ÊÊ«>Þ}]ÊiÝVi}ÊÊ>`Ê
competing at the highest level in the
sport, whether they start playing at
>}iÊÃÝ]Ê££ÊÀÊ{äÊÊ >ÌÀi]ÊÕÃton, Portland or anywhere,” she adds.
For the most part, team dealers
around the country share Carpenetti’s optimism.
While lacrosse is not an ofﬁcial
high school sport in West Virginia,
it might be soon as there are nearly
20 high school travel lacrosse clubs
scattered around the Mountaineer
State, reports Spartan Sporting
Goods’ Foster.

Kentucky, where less than 20 high
schools sponsor boys’ and girls’
teams. The lacrosse business will
improve as the number of teams that
play the sport actually increases.
º>VÀÃÃiÊÃÊ«V}ÊÕ«ÊvÀÊÕÃ]»ÊÃ>ÞÃÊ
Keith, of Duke’s Sporting Goods.
North of Kentucky in the state of
Indiana, lacrosse is primarily a club
and travel sport, according to Kratz’s
Brown, who is looking forward to the
day when it becomes a fully sanctioned high school sport.
While lacrosse is also not an ofﬁcially sanctioned high school sport in
Arizona, it is played at the club/travel
level and is growing, but Callison, of
East Valley Sports, doesn’t put too
much effort into it yet.
“Frankly, I never had the room to
stock lacrosse, so I have never sold
lacrosse,” he admits. “Players are
teaminsightmag.com
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LÕÞ}Ê>VÀÃÃiÊ}i>ÀÊvÀÊÌ iÊL}LÝÊ
stores and from some stand-alone
stores in the area.”
Wrestling Takes It to the Mat
“The sport of high school wrestling
is in fantastic shape,” reports Elliot
Hopkins, director of sports, sanctioning and student services at NFHS. “It
is non-stop action and you can easily
spend an entire evening in your local
high school’s gym watching some
fantastic competition. I am encouraged about the growth of high school
wrestling.”
According to the NFHS, high school
ÜÀiÃÌ}ÊÃÊÌ iÊÃÝÌ ÊÃÌÊ««Õ>ÀÊ
Ã«ÀÌÊvÀÊLÞÃ]ÊÜÌ ÊÓÈ]x£{ÊLÞÃÊ
competing in all 50 states. The states
with the most boys’ wrestlers are
California, Illinois, New York, Ohio
>`Ê/iÝ>Ã°
`Ê>VVÀ`}Ê-]ÊÌ iÀiÊÜiÀiÊ£°Ê
million wrestlers in 2014, an increase
of 3.4 percent from 2013. Better yet,
50.2 percent of them are core participants.
A big boost to high school wrestling is the fact that girls are also
wrestling these days.
Cliff Keen, one of the primary suppliers in wrestling, reports that business is good headed into the 2015
scholastic season.
“In general, wrestling is growing
and has done so for the last ﬁve to 10
years,” according to Candice Pritz,
national sales manager at Cliff Keen,
who caters to youth, high school,
collegiate and senior wrestling. Cliff
Keen sells headgear, singlets, workout apparel and warm-ups.
“Singlets are our bread and butter,”
Pritz notes, adding that the company
does not sell shoes.
Pritz says that one of the biggest
boosts to wrestling was when it was
almost taken out of the Olympic
Games. The threat of losing Olympic
status caused the wrestling industry
to rally together in support of it staying in the summer Olympics. As a result, the sport became more diversiﬁed, which pleased the International
Olympic Committee.
Pritz adds that women’s wrestling
has been a big boost to the sport’s
image and has helped her company’s
bottom line.
One of the strongest advocates of
wrestling is Randy Nill, owner of Nill
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Wrestling can be proﬁtable for any team dealer and a school’s athletic department.
Bros. Team Sports, Kansas City, KS,
and the recently elected chairman of
the National Sporting Goods Association (NSGA).
“Wrestling is the bomb,” he points
out. “It is a team sport made up of the
successes or failures of individuals.
No one to blame if you lose — you
control your own fate on the mat.”
While wrestling does have a national following, it is ﬁrmly established as
a major sport in
the Midwest.
Nill says the sport is popular in his
market in Kansas and Missouri, but
it is also a major attraction in Iowa,
Ohio, Oklahoma, Pennsylvania, Minnesota and Wisconsin.
In Nill’s own state of Kansas wrestling has a number of junior college
wrestling programs and in the last
ﬁve years the NAIA college programs
in Kansas have added wrestling to
their athletic programs.
He points out that if you are a team
dealer in the Midwest and you sell
wrestling, it’s important to have all
the key brands in your inventory.
“We represent all of the big wrestling brands, dominated by Cliff Keen,
Brute, Adidas and Matman,” Nill says.
“Shoes are dominated by Asics and
Adidas, but others try to get a piece
of the market.”
While wrestling may be a sport
steeped in tradition, it is a sport that
is changing with the times, so to

speak. Among them is the “look” of
the uniforms.
“Headgear can now have a school
logo on both ears. Sublimated shirts
and ﬁght shorts worn at meets and
tournaments dominate high school
wrestling,” Nill says. “Sublimated
singlets dominate the uniform sales.
Kids’ singlets are moving to sublimation also as prices continue to drop,
but budgets for youth still drive what
a club will buy.”
When it comes the bottom line,
wrestling can be a proﬁtable category
for any team dealer and a school’s
athletic department.
“Obviously wrestling is a second
tier sport at the high school level,
running behind football and basketball, but it is probably the third
highest generating sport in regards
to revenues produced, particularly if
you host a big tournament during the
season,” says Nill.
While wrestling’s hot bed may be in
the Midwest, it’s also a popular sport
in places like West Virginia.
“Wrestling is not as big as volleyball and track, but it’s an important
sport for me,” reports Foster, of
Spartan Sporting Goods. “We sell
uniforms, warm-ups, shoes, and
headgear,” he says, adding that he
does not sell mats.
In south Florida, wrestling is a
major winter sport for boys, but the
season doesn’t last long.

“For me, the buying season is
wÃ i`ÊÊÃÝÊÜiiÃ]»ÊÀi«ÀÌÃÊ
i`>½ÃÊV>Ì>°Êº½ÊÃi}Ê>ÃÊ
much practice wear as anything else.
Teams are buying knee pads, headgear, shoes, singlets and warm-ups.
Practice wear is my niche.”
In the cold winters of Minnesota,
wrestling is a hot category. “Wrestling
is a big category for our business and
a very popular sport,” says Wenkus,
of Universal Athletic.
In Kentucky, wrestling is a major
winter sport for high school boys.
“Wrestling is a big sport for us,”
reports Keith, of Duke’s Sporting
Goods, which sells singlets, knee
pads, mat tape, cleaner and lots of
spirit wear. “Where there’s a need in
wrestling, we service it,” he adds.
ÃÊVÕ`ÊLiÊiÝ«iVÌi`]ÊÊ >vÀ>Ê
wrestling is a strong niche sport.
“While wrestling is not a major selling
category for us, the customers in
the sport do appreciate our level of
service,” says Steinman, of Midtown
Sports. “Product wise, we sell lots of
spirit packs, footwear, team singlets
and custom patches for achievement
awards.”
In California, the high school wrestling season runs from December
through February. Then there’s club
wrestling, which is freestyle wresÌ}]ÊÜ V ÊÃÌ>ÀÌÃÊÊ>Õ>ÀÞÊ>`Ê
concludes in April.
In Arizona, it’s always wrestling
season, if you ask Callison, of East
Valley Sports. “We keep stock on the
shelves year round,” he notes. “At
least one weekend a month, there
seems to be a big meet in the area.
We are always ready for it.”
While high school wrestling remains a popular winter sport for high
school boys in Indiana, sales often
don’t trickle down to the team dealer.
“We do sell some uniforms, but most
teams are buying through Eastbay or
going online,” reports Brown, of Kratz
Sporting Goods.
Surprisingly, in western Maryland there are more wrestlers than
lacrosse players. “Wrestling is probably my fourth largest category, after
football, basketball and baseball,”
says Brooks, of Riverside Sporting
Goods. “Teams are buying uniforms,
tape, disinfectant and headgear. The
wrestlers are buying shoes on their
own.” Q
teaminsightmag.com
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Get in the Scrum

E

ver since it was announced
a few years ago that rugby
would be on the list of medal
sports for the Olympic Games
in 2016, the game has grown in popularity by leaps and bounds in the U.S..
Rugby is also one of just eight
sports to register a gain in the numLiÀÊvÊÞÕÌ Ê«>ÀÌV«>ÌÃÊvÀÊÓääÊÌÊ
2014, according to SFIA research, and
there were 1.3 million rugby players
ÊÌ iÊ1°-°ÊÊÓä£{]Ê>ÊÇ°Ê«iÀViÌÊcrease over participation in 2013 and
>ÊÇÇÊ«iÀViÌÊVÀi>ÃiÊÃViÊÓää°Ê
º,Õ} ÞÊnäÊ«iÀViÌÊvÊÞÊÀÕ}LÞÊ
business is with youth, high school
and college teams,” says Matt Godek,
president of Godek Rugby & Soccer
Supply, Merriﬁeld, VA. “I am doing
unbelievable volumes in youth and
high school rugby.”
Godek says his youth rugby business is far bigger than what he now
sells to men’s rugby clubs around the
country, which was a staple for his
business for years.
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At the youth and high school level,
Godek says that hotbeds of rugby can
be found within the Catholic school
ÃÞÃÌi°Ê"iÊiÝ>«iÊÃÊÌ iÊÀi}}Ê
national champion of high school
rugby — Gonzaga, a private school in
the greater Washington, D.C. area.
“I have been approached about
producing local spirit wear items, but
I leave that to the local team dealer
in various communities. Those sales
need to stay in the local community,”
Godek says. “But selling performance

rugby apparel is our niche.”
One of the other major U.S. rugby
ÀiÌ>iÀÃÊÃViÊ£Ç£ÊÃÊRugby Imports,
based in East Providence, RI. The rugby landscape has deﬁnitely changed
over the years — for the better.
“People are catching on that rugby
is being played at a high level in this
country,” notes Bob Hoder, owner
and founder of Rugby Imports.
A big change is how jerseys
are designed and manufactured.
“Sublimation is huge in rugby

jerseys,” notes Hoder. “We use it on
75 percent of the jerseys.”
For decades most of the rugby business in the U.S. was with men’s clubs.
Now, there’s a youth movement afoot
that is attracting younger clientele to
Rugby Imports’ website.
“Youth rugby is growing,” says
Hoder. “I am selling more to youth
rugby clubs and high school teams.”
The future of rugby is no longer on
the shoulders of men in their 20s, 30s
and 40s. The game is being carried
forward by American children, which
bodes well for the future of rugby in
this country.
“Interest in our sport really started
ÜÌ Ê,iÊ,Õ}LÞÊÊÓään]»ÊÃ>ÞÃÊ
Nigel Melville]ÊiÝiVÕÌÛiÊ`ÀiVÌÀÊvÊ
US Rugby, Boulder, CO. “It is geared
ÌÊV `ÀiÊ>}iÃÊÃÝÊÌÊ£ÓÊ>`ÊÃÊ>Ê
contact version of the game. There is
lots of action.”
More than two million children
have played Rookie Rugby and it is
now played in 43 states. Q
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Special News: High School Kids Keep Playing

W

Photo: McDavid

ith the “specialty” sports
picking up some of the
slack from the traditional
major sports—and girls
making up for a decline in boys
playing – the number of participants
in high school sports increased for
the 26th consecutive year in 2014-15
>`ÊÌ««i`ÊÌ iÊÇ°nÊÊ>ÀÊvÀÊ
the ﬁrst time, according to the annual
High School Athletics Participation
Survey conducted by the NFHS.
Based on ﬁgures from the 51
NFHS member state high school
associations, the number of
participants in high school sports
Ài>V i`Ê>Ê>ÌiÊ } ÊvÊÇ°nÊ
]Ê>ÊVÀi>ÃiÊvÊ££]ÎnÊvÀÊÌ iÊ
previous year.
While boys’ participation dipped
nÈnÓÊvÀÊÌ iÊ«ÀiÛÕÃÊÞi>À]Ê}ÀÃ½Ê
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.

teaminsightmag.com

-ÝÊvÊÌ iÊÌ«Ê£äÊ}ÀÃ½ÊÃ«ÀÌÃÊÀi}Ãtered increases in participation this
past year, led by competitive spirit
squads (5170 additional participants)
>`ÊVÀÃÃVÕÌÀÞÊÎ{x®°Ê7 iÊÌÀ>VÊ
and ﬁeld remained the top sport
for girls, volleyball moved ahead of
basketball to secure the number two
spot. Ten years ago, basketball was
number one for girls, followed by
track and ﬁeld and volleyball.
Among the top 10 boys’ sports, soccer registered the largest gain with an

when you consider more than 1.1
million boys and girls are involved in
the sport at the high school level.”
Eleven-player football remains the
runaway leader in boys participants,
followed by outdoor track and ﬁeld,
basketball, baseball and soccer. The
remainder of the top 10 is wrestling,
cross-country, tennis, golf and
swimming/diving.
After outdoor track and ﬁeld,
volleyball and basketball, the
remainder of the top 10 girls’ sports
are soccer, fast-pitch softball, crossadditional 15,150 participants, while
wrestling and football had the largest country, tennis, swimming/diving,
declines. Besides soccer, other top 10 competitive spirit squads and
lacrosse.
boys sports that had increases in the
Among some of the non-traditional
number of participants were baseball
high school sports on this year’s
and basketball.
survey, archery and riﬂery registered
“Overall, we are pleased with this
signiﬁcant increases in participation.
year’s participation report indicating
Also, while boys’ wrestling was down
an increase for the 26th consecutive
by more than 11,000 this past year,
year,” says Bob Gardner, NFHS
iÝiVÕÌÛiÊ`ÀiVÌÀ°Êº`ÊÜ iÊvÌL>Ê the number of girls participating in
Ì iÊÃ«ÀÌÊVÀi>Ãi`ÊLÞÊ£xÓÊvÀÊ>ÊÌÌ>Ê
participation dropped this past year,
vÊ££]{È°ÊQ
the decrease is not that signiﬁcant
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4. GILL

A Starting Lineup of Special Products
1. The Powr-Carbon standard
provides the lightest weight of
any Porter standard at just under
20 pounds.

1. PORTER

2. Jaypro’s lacrosse goal has
mitered and welded corners and
a one-quarter inch steel net tie rail
for a clean goal face and bottom.

3. GILL FIELD SPORTS

3. The Gill Field Sports
Essentials Lacrosse Goal features
a lightweight, portable design that
folds flat for storage.
4. The Pacer One vaulting
pole from Gill was designed
for beginning and intermediate
athletes with Best Flex
technology.

2. JAYPRO

5. The Adidas Berserker Glove
is designed to feel game ready off
the shelf, with dexterity, durability
and moisture management using
Climacool technology.

5. ADIDAS

6. Baden can now customize
volleyballs at the point of
production, opening up a world
of design, color and layouts.

6. BADEN

7. The Zephz wrestling shoe
features a ballistic mesh upper
with suede heel and toe, and
synthetic trim, which is strong but
lightweight, along with a stitcheddown gum rubber outsole.
8. Compatible with FinishLynx
FAT timing system, the
lightweight pistol from Gill
Athletics is bright orange and
features a high visibility strobe
light starting indicator.

7. ZEPHZ

AZER

9. BL
8.

GI

LL

AT
H

LE

10. The Powers men’s Style 3
fully sublimated lacrosse jersey
(left) is single ply with one-inch
mitered V-neck and hemmed
sleeves, while the shorts include
a multi-needle waistband with
drawstring. The Powers women’s
Style 4 is a fully sublimated
lacrosse racerback jersey with
kilt and includes a two-color self
material V-neck and racerback
with hemmed armholes.

TIC

S

11. The Brute Breakdown
wrestling singlet features a
selection of light to heavyweight
compression fabrics and its
Evaptech performance wicking.

10. POWERS

12. CLIFF KEEN
11. BRUTE
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9. Blazer’s University Starting
Block features four-inch wide
heavy stainless steel rail and
spike plates with angled spikes
that provide a solid grip on
the track.

12. Wrestlers can customize
their Cliff Keen Signature
Headgear with CK Wraps in any
school logo or design.
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OUTSTANDING SELECTION OF

STYLES

& COLORS
With a heritage built on ﬂeece, our
8 oz ﬂeece collection includes a broad
selection of styles – all made with
NuBlend® PILL-RESISTANT TECHNOLOGY
that yields a higher stitch density for an
extra smooth print surface.
Plus, with COLOR CONSISTENCY across
various styles and sizes, our NuBlend®
ﬂeece selection is unmatched.
JERZEES.com / 800-321-1138
Join our community
Facebook.com/JerzeesActivewear
@JERZEESApparel

Zippered Styles

• 8 oz, 50/50 Blend
• 17 styles
• Up to 42 colors
• Sizes range up to 5XL, plus Talls
© 2015 Russell Brands, LLC

Various Hoodies

Alternative Styles

Broad Youth Selection

More Pant Choices
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I’m With The Band
There are sales opportunities behind every door in a school.
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By Tim Sitek

T

eam dealers certainly march
to the beat of a different
drummer. But, alas, we
couldn’t ﬁnd any that sell
uniforms to marching bands. Any
Internet search calls up countless
suppliers. However, these suppliers
typically either sell direct, through
their own sales reps or a combination thereof.
That doesn’t mean, though, that
team dealers and their roadmen
don’t pursue business outside the
traditional team sports and related
activities. Every sale counts, especially in today’s competitive and ever
consolidated environment.
Yes, dealers call on that band
30 Team Insight / September 2015

teacher, as well as the leaders for the
chess club, DECA, language clubs
and countless other activities that
ÀÕÊÌ iÊ}>ÕÌÊ>`ÊvÌiÊv>ÀÊiÝVii`Ê
the number of sports offered at
many high schools. And there’s also
a booming business for corporate
apparel and promotional items.
Those orders for polo shirts and
tchotchkes just may equal a sale to a
football team.
“We encourage our sales team to
not walk by any business within the
school or community,” says Brian
Pepper, sales manager for Universal
Athletic, Bozeman, MT. “Almost every door in a school has a potential
sale waiting to happen as most teachers take part in activities outside of
their classroom,” Pepper notes.

With 50 roadmen covering Montana, Wyoming, Utah, Arizona, North
Dakota, South Dakota, Minnesota,
Colorado and Nevada, Universal has
sold to numerous clubs and activities
inside schools as well as to companies, churches and organizations.
Every Sale Counts
“We do any type of business,”
echoes Jerry Williams, president of
Schuylkill Valley Sports, Pottstown,
PA. That means businesses, clubs at
schools and church organizations.
The retail and team dealer reaches
those markets through Web stores,
its 17 retail locations, word of mouth
and its 17 roadmen covering eastern
Pennsylvania and parts of Delaware
>`Ê iÜÊiÀÃiÞ°

Port Jefferson Sporting Goods
contacts many groups and activities at schools, says Matt LoNigro,
director of team sales for the Port
ivviÀÃ]Ê 9L>Ãi`ÊÌi>Ê`i>iÀÊ>`Ê
ÀiÌ>iÀ°ÊÃÊÃÝÊÀ>`iÊ`ÊÌ iÀÊ
best to make contacts with the band,
chess club and more. Team ﬂyers are
then sent to these different groups.
“It’s been easy to contact these
«i«iÊ>`Ê}iÌÊÀ`iÀÃ]»Ê }ÀÊÃ>ÞÃ°Ê
“You put the school logo on apparel
and other items and send it to the music director, art director and others.”
It’s an area that is on the radar
at Buddy’s All Stars, Burbank, CA,
says Louie Talamantes, CEO of the
team dealer that covers Southern
California and Arizona with 25 roadmen. “We are trying to get deeper
in the schools. Nowadays, many
of the leaders of these activities go
online. The geography teacher or
chess club coach just ﬁnds an online
screenprinter for his or her shirts.
We haven’t cracked it yet.”
Challenging Opportunity
Finding the right contact is the biggest challenge. “You don’t know who
teaches what,” Talamantes notes.
Still, coaches often refer Buddy’s All
Stars to those teachers, instructors
and leaders of clubs and activities,
he adds.
It takes time and conﬁdence to ﬁnd
the opportunities, Pepper notes. “It
is hard enough for salespeople to
hit the major sports within schools.
But when they take the time to call
on someone who doesn’t usually get
any attention, he or she appreciates
the attention and can become a very
loyal customer. We actually have
salespeople within our company that
focus on commercial business and
are used to calling on businesses in
their communities,” Pepper says.
There’s an education process,
too, Williams adds. “People don’t
understand the process. They think
they can easily order one more shirt
at any time.” They usually don’t
teaminsightmag.com

understand that it takes time to
gather the orders, get the materials
in and then print it.
But there’s no debate on the
beneﬁts, namely incremental sales
>`ÊiÝÌi`i`Ê«À}À>Ê`ÃVÕÌÃÊ
offered by suppliers for ordering
more product.
ºÌ½ÃÊiÊÀiÊ>Ài>ÊÌÊiÝ«>`Ê
Ã>iÃ]»Ê }ÀÊÌiÃ°Êº/ ÃÊÃÊÜ >ÌÊ
we do. It’s another team. They may
not be on the ﬁeld, but they want
to be part of the school and be
recognized.”
Often there’s not as much
competition, either, Williams notes.
“It’s usually based on relationships. It
used to be that you could earn more,
too. Budgets have gotten tighter,
though, so it’s a little tougher.”
Taking it to the Streets
And there’s more business to
ﬁnd outside those school hallways.
Team dealers covet the corporate

business.
Talamantes says Buddy’s All Stars
has done well with corporate apparel. “Some of those are good-sized
orders.”
ÃÊ>ÊiÝ>«i]Ê>ÊÜviÊvÊ>ÊV>V Ê
recommended Buddy’s All Stars for
her company’s business. “I took an
order for a thousand sweatshirts,”
he says.
Talamantes took it a step further by making sure the corporate
customer received a fair deal. The
company was a couple of hours away
from Buddy’s, so he placed the order
and had the supplier ship it directly.
“They decorated these locally since
it was more economical for them to
do this then pay for shipping twice.
You have to service your customer.”
Talamantes works with corporate
clients to ensure the best freight savings. Sometimes, those companies
receive better freight discounts. “We
>Ü>ÞÃÊV iVÊÌÊÃiiÊvÊÌ½ÃÊiÃÃÊiÝ«i-

sive to use their freight discount.”
And he doesn’t hesitate to handle
the logistics. “We can do the booking
order and then get bids from trucking companies. We’ve saved as much
as $2000 in shipping costs by checking around for our customers.
“That’s how you keep your business,” Talamantes says of making
sure the customer gets the best
price possible. Buddy’s All Stars still
beneﬁts by earning better discounts
on booking orders with suppliers, he
adds.
It’s All About the Service
Whether the chess club coach or
corporate CEO, team dealers say
service remains key to the business.
“These days with so much offered
on the Internet, you have to make
sure you follow through. We can offer
a good price with great service,”
 }ÀÊÃ>ÞÃÊvÊÜÀ}ÊÜÌ Ê
ancillary customers.

It’s how you build relationships,
Williams adds. “If we give a quality
product with a fair price and they
like the salesperson, they come back.
If you fulﬁll the order correctly, they
will come back.”
Pepper says he preaches
awareness. “To ﬁnd business, all
you need to do is be aware of what
your surroundings are telling you.
You can’t walk into any business or
school and not see an opportunity.
“You walk into a bank and you
see pens, travel mugs, polo shirts.
How many banks are in your town?
This business is no different than
the school business,” he points
out. “If you service it and remain
competitive on pricing, you will have
a loyal customer.”
Now, about that marching band.
Pretty tough to miss the noise. Sure
would like to know if any team dealer
has found a way to outﬁt a band and
march to that beat. Q
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McDavid: Known for its patented
Hex technology that fuses and integrates foam padding to breathable
compression fabric for a wide variety
of sports, McDavid has developed
TEFLX Technology, described as
durable resistance technology created to withstand the impact of
court and hard surfaces. TEFLX
adds a powerfully tough element to
its nine mm Hex padding. For 2016,
expanded TEFLX designs to include
a three-quarter tight trending in basketball, as well as leg sleeves suited
to the rigors of court volleyball.

By Nancy Baeder

T

he availability and efﬁcacy
of more protective, lighter
weight and ergonomic new
materials has the potential to
rescue contact sports.
It’s that simple and in 2015
team dealers are the front lines as
teams and athletes react to rising
concern over sports injuries. The
goal is to keep athletes on the ﬁeld
playing the sports they love, so with
attention squarely on safety dealers
are responding to next-generation
protective products with interest,
skepticism and promise.
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“The difference over the last 10
years is that actual materials are
light years ahead — lighter, more
comfortable and more effective,”
says Kevin Smith, owner of Kevin
Smith’s Sports, Albans, VT. “In our
market, participation in every sport
is ﬂat with the exception of lacrosse
and concern over safety is deﬁnitely
one reason.”
You’ve seen it. Elite athletes
make a big statement wearing new
safety technology in the name of
athletic performance and protection.
Defender Ali Krieger on the U.S.
Women’s National Soccer Team
highlighted protection against

concussion by wearing Unequal’s
Halo headgear in World Cup Soccer.
“Our Halo headband is seeing
tremendous momentum,” says Jim
Caldwell, executive VP at Unequal
Technologies. “Women’s soccer
is second only behind football in
concussions per 10,000 athletic
exposures, so the need is there for
serious head protection.”
Trainers and sideline coaches can
now create custom pads on the ﬁeld
of play with Zoombang Blue Quick Fix
Custom Padding. “There is nothing
like it on the market and Zoombang
polymers outperform virtually any
other padding in the market in terms

of impact protection,” says Joseph
Scott, president and CEO of ZB
Products. “Simply form the pliable
Zoombang material into the required
shape, wrap it and get them back in
the game safely.”
Unequal and Zoombang are
microcosms of how protectives
companies are driving new
technology into mainstream
consciousness and onto playing
ﬁelds. Mighty new materials offer
low-proﬁle protection with cool
factor in an age where technology
reigns. The U.S. market for sports
protective equipment passed $2
billion in 2013 and industry experts
predict double-digit growth trends
will accelerate.
Every company has a safety story
to tell and the rush is on get space in
a crowded market. Time will tell who
the winners are in the transforming
protectives market. The merger last
spring of industry leaders McDavid
and Shock Doctor is one indicator of
the high stakes.
“I was initially surprised by the
merger of McDavid and Shock Doctor,
with McDavid being the leader in
protective integrated pads, having
invented the concept, and Shock
Doctor leading the mouthguards
category,” says Don Fischer,
owner of Fischers Pro-Line Sports,
Florissant, MO. “But I see it as an
effort to join forces and stay at the
forefront.”
As things shake out, keeping up
teaminsightmag.com
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What’s Trending
Materials, aesthetics and fit are all areas that are constantly
improved to provide the next great protective product. It pays
to understand the products and the embedded technology.
Sometimes it’s helpful to order a few, try them out and then see
for yourself how effective it is in your market.

CRAMER SPORTS MEDICINE
Uses its sports medicine background to
create a line of protective apparel without
sacrificing mobility. Performance series
girdles boast an advanced EVA Spider
Web foam system, while the Classic
series features the traditional padding. The
Thunder, Lightning and Skill line of fiveand seven-pad girdles offer every player
the opportunity to customize protection
to their position. The classic 1502HTPT
girdle features a graphite body composition
with silver contrast stitching and black
waistband.
EVOSHIELD
Patented Gel-to-Shell fitting delivers
custom-molding gear that begins soft and
hardens into protective shields shaped to
athlete’s body, with Dispersion Technology
for protection. New products include the
2015 Football, updated Rib Shirt with
integrated spine pads, AC pads and
re-designed Gel-to-Shell Rib Shields. The
2016 Baseball line includes new patterns
to replace the solid team colors. The new
mesh finish on the Batter’s Elbow and
Batter’s Leg Guard offers a durable surface
and cleaner look, while the updated quick
release pull tabs provide an easy-on, easyoff feel without sacrificing the lock tight
hold.
LP SUPPORT
Technically advanced products for
injury prevention, injury treatment
and performance enhancement. LP’s
CoolPrene material dissipates heat
when the joint moves to reduce or
perspiration and heat discomfort. MaxWrap
revolutionizes the concept of taping.
New LP EmbioZ Ankle Stabilizer Socks
and Calf length Socks combine features
and functions of ankle braces and gradient
compression socks. Featuring Heel Lock
strap to support and stabilize ankle joint;
a Power Band improves ankle control
and coordination; and a special weave at
the heel, Achilles tendon and toes offers
protection and shock absorption.
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with suppliers, products and market
dynamics is a challenge for dealers.
Rawlings’ recent decision to end
production of football helmets and
shoulder pads is another indicator.
“We’ve been a predominantly Rawlings
football company and now that they’re
getting out of the football protectives
we’re looking at other companies to
meet our football needs beyond 2015,”
says Scott Forster, owner of Forsports,
Gratiot, MI.
Team dealers know well the only
constant is change. “Who knows where
it’s going? There is a lot that’s new and
there will be more mergers of retailers
and vendors,” says Smith.
Safe Enough?
Dealers are playing their part by
getting out there to proactively address
safety concerns with coaches, athletes
and parents. “Safety and protection are
deﬁnitely on peoples’ minds. Parents
recognize the value of protecting
their kids from injury, particularly
brain trauma, and keeping them in the
game,” says Mike Cech, road salesman
at Lou’s Sporting Goods, Fremont,
NE. “We always address the area of
protectives from helmets to shoulder
pads and we show samples when
we visit the schools. The selected
products are some calculation of price
and protection. If the schools don’t
have the money for it, parents will
pay.”
Increasingly hard to ignore is
concern over “duty of care,” the
legal responsibility to ensure that
participation in every sport at every
level is as safe as possible. In some
cases leagues and school districts are
mandating the use of speciﬁc products.
“The growing scrutiny gives team
dealers a unique opportunity to
present new protective products,
an area that has largely been an
afterthought in some cases, and turn
it into a critical part of a program,”
says Rob Mogolov, general manager
at Cramer Sports Medicine. “This
generates both dollars and goodwill,
as customers look to emphasize
protection.”
Being out in front of injuries and
proactively doing what is possible,
affordably, is the answer. “You can’t
win if you can’t play. More and more
organizations, schools, conferences
and leagues are sensitive to duty of

care,” says Caldwell. “They must make
sure that athletes under their care
have access to the best protection on
the market. Otherwise they can be
exposed legally.”
The fact is, with modern technology,
many injuries can be prevented
or minimized by using protective
products.
“Lost time to injury is a season killer
in any sport and protective apparel is
like insurance against lost time,” says
Mogolov. “You can’t prevent every
injury, but you can certainly take
steps to minimize the instance and
severity of injuries. That is what team
dealers are selling — peace of mind for
athletes, coaches and parents.”
“With the level of competition being
what it is today, injuries are more
common and are taking players out of
the game for weeks. Using protective
equipment gives players added
conﬁdence to perform their best.“ says
Jordan DeRosa, marketing coordinator
at EvoShield.
When recommending products,
dealers have to account for both the
level of protection and price. “Are
you talking about protection for
eighth grade lacrosse or an elite high
school team?” asks Smith. “This is an
individual purchase for the most part,
even at the college level. Each new
product, with its new lighter materials,
increased comfort and better
protection, also has a higher price
tag than the one before. The question
becomes ‘Is it worth the additional
cost?’”
That’s a loaded question. It’s not
easy to compare product features and
claims and many new technologies
work differently. For example,
Zoombang protective gear is made
of viscoelastic polymer that is soft
at rest and conforms to the shape of
the body until energy in the form of
impact instantly stiffens it. EvoShield’s
Gel-to-Shell ﬁtting process shapes
to the athlete’s body as it hardens
and dispersion technology spreads
the impact across a greater surface.
Unequal’s military grade composites
protect in an ultra low proﬁle,
lightweight layer that absorbs impact.
“We see the new products and
studies being done all the time to
compare new technology and how it
performs,” says Cech. “It continues to
evolve. Even with new products being
teaminsightmag.com
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What’s Trending
UNEQUAL TECHNOLOGIES
Its protective gear for head, body, feet and
customizable applications uses a patented,
military-grade composite that helps reduce
acceleration upon impact and risk of injury.
New this year:
• Version 2.0 shirts and shorts will be
lighter and just as protective. Protection
fortified with TriDur and Accelleron provide
protection for shoulders, ribs, spine, and
chest (photo top).
• The Halo Headband head protection for
girls’ soccer and lacrosse (photo center).
• Gyro concealed, supplemental head
padding for full coverage hard shell football
helmets, with no helmet modification.
• Nuro Skullcap takes a product worn under
the helmet and makes it more comfortable
while adding a layer of protection with
coated Kevlar.
UNDER ARMOUR
New technology platforms incorporate D3O
Impact Protection, which features integrated
protective pads made with a patented D3O
polymer that is free flowing and active,
then tightens upon impact for maximum
protection. It is applied seamlessly and
bonded to the garment for ergonomic, flexible
protection.
• The Gameday Armour D3O Five-Pad
Football Shirt is integrated with lightweight
D3O padding on the ribs and shoulders.
The top locks in at the point of impact to
ensure protection.
• The Gameday D3O Five-Pad Football
Girdle delivers lightweight integrated
protection with the added benefit of fourway stretch and a supportive compression
fit.
• The Gameday Armour Five-Pad Football
Shirt is a new football baselayer with
HeatGear Armour lightweight, ultra-durable
pads and UA Compression.
• The Gameday Armour Five-pad Football
Girdle offers HeatGear Armour lightweight
protection, waterproof pads and UA
Compression.
ZB PRODUCTS
Zoombang protective gear with Zoombang
padding material claims to dissipate more
energy than foams and gels – up to 80 more
– and is 40 percent lighter than gels. New
Zoombang Blue Quick Fix Custom Padding
can create an immediate custom pad in real
time on the field of play.
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worn and tested at the pro level, there
are still unknowns.”
The Numbers Game
The confusion keeps some kids
out of the game entirely, as parents
steer them to other activities or lower
impact sports. Football numbers in
particular are decreasing in many areas
of the country.
“I’ve seen numbers drop in youth
football and at the high schools.
We attribute it to safety concerns,
particularly concussions, but I also
think the rising popularity of soccer
is a factor,” says Forster. “When I was
growing up, everyone played in youth
football and basketball leagues and
naturally continued in those sports.
Now kids grow up on the soccer ﬁelds.
There are more choices today and
parents may be guiding their kids to
sports other than football.”
With contact sports under ﬁre, the
need for new solutions is obvious.
“People who played and are now
hobbled by football don’t want their
kids to play and others are scared
to death over concussions. Maybe
ﬂag football will play a bigger part
at the youth level and add contact
later,” says Neil Goldman, director of
men’s apparel at Under Armour. “The
challenge is to keep people playing.”
Doing its part, Under Armour is
partnering with D3O, a provider
of impact protection that licenses
patented smart materials. Its newest
football solution combines UA’s
compression product with integrated
pads that use D3O technology, a
patented polymer that is free ﬂowing
and active, and then tighten ups with
impact.
According to Goldman, the new
products are ergonomic, ﬂexible
and contort to the body to provide
this protection. “Combining our
compression fabrics with D3O
pads seems a no-brainer to me, but
protection is a ﬁne line to walk. Too
bulky and it doesn’t ﬁt right or is not
aesthetically pleasing. Too thin and
people ﬁnd the protective value is hard
to believe,” he explains.
Fischer deals with the issue of new
protection options in his own way.
“There are better protectives on the
market, but it’s difﬁcult to quantify
how much more protection. No helmet
is concussion proof and parents are

scared by the concussion stories and
worry about their kids having learning
problems or long-term issues. Many
parents feel it’s best to play a different
sport when there is so much fear of
concussions,” he says.
“The elite athletes are bigger,
stronger, faster and it’s a problem. I
haven’t noticed a drop in participation
in high school football, but the
numbers in youth football have been
down in each of the last three or four
years,” says Fischer. “The irony is that
the protectives market is growing, but
there are fewer athletes to sell it to. My
concern about the future is that the
numbers will continue to decline.”
Football and Beyond
Football accounts for the bulk of
protectives sold by dealers, but that’s
changing as new companies and their
technologies address the danger zones
of every sport.
“Most of what we sell is for football.
While there are products out there for
the other sports, we have not seen
a call for them in our market,” says
Foster. “Yet.”
Foster’s retail operation stocks what
the teams will buy. “In the protectives
category, we sell tons of mouthguards
and we like Champro and Alleson,
very good quality products at a price
point people like,” says Foster. ”We sell
Under Armour products all day, but not
in the protectives category. It’s simply
more than most people want to pay.”
In the youth market, he sells a lot of
football pants with integrated pads.
“Football pant technology has gotten
better and the integrated pads have
been trending. It’s much easier for the
parents to throw them in the wash and
to get all the piece together, plus the
seven-pad integrated pad is just as safe
as the other products,” he says. “Nine
of 10 parents come in to the store to
purchase them on their own.”
At the high school level, he
continues to sell pad sets for the high
schools from Adams (now part of the
Schutt stable) and Rawlings (but not
for long).
One of the challenges for new
protectives is changing habits and
perceptions. “Certainly with football
it’s the way you grew up playing.
There are more products then ever in
this space and only a small segment
is interested in the high price point,”
teaminsightmag.com
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points out Goldman. “This is a
challenge in the category because
budgets have to cover uniforms,
shoes and helmets.”
Plus, he adds, there are two
different consumers — the parents,
coaches and athletic directors who
want kids to look protected, and the
athletes themselves for whom less
is more, who want to look and feel
speedy and unrestricted.
“We have the ability to give
players a more attractive, more
protective product,” says Goldman.
“Our goal is to create new products
that offer the most protection and
the most unrestricted mobility.”
Kevin Smith’s Sport sells a
variety of gear to high schools,
colleges, prep schools and select
teams and youth organizations.
“There is not one single protective
piece that’s selling blockbusters,
but we sell protective product
across the board, at every price
point. Our number one is hockey,
number two is lacrosse and
number three is baseball,” says
Smith, who says that the middle of
the road products sell best.

“The mid-range products for
baseball, lacrosse and hockey are
all good products at good price
points,” he says. “It still costs $89 for
a lacrosse glove, $99 for a shoulder
pad and $250 for a baseball setup
with chest, chin and helmets.”
The Unseen Challenge
While folks today are interested
in safety, it’s difﬁcult to justify
spending at the top price points.
“What do I get at the next price
point? We ﬁnd there is not much
different between a $100 shoulder
pad and a $150 shoulder pad,
beyond a brand name. The midrange products are very strong and
that’s what we focus on,” says Smith.
Selling products that are worn
underneath is itself a pricing
challenge. ”Keep in mind that you’re
really selling protectives to the
10-14-year olds through the growth
years. Once they stop growing
(15-18-year olds) they continue
to use the same ones until they
disintegrate. They really hang on to
the stuff and its harder and harder
to get them back in,” says Smith.

“Across all markets, afﬂuent and
non, customers are looking to get
better value for their spends,” he
adds. “Folks may justify spending
more for the Nike swoosh, but
maybe not if it can’t be seen.”
“We recognize that we are the
base level products that are not
seen, so there is not as much
exposure. What exposure we gain
is through athletes wearing our
products, and in time, apparel,”
says Caldwell. “We make Unequal
protectives durable and long lasting
and price it in the sweet spot so we
are price competitively priced.”
Fischers Pro-Line Sports
specializes in soccer and baseball
and ﬁnds that at the high school
level athletes want to upgrade
equipment the school provides.
“I think in general every parent is
willing to spend money to protect
their kids. Higher income people
simply have more money to spend.
Those with less means tend to
be more cost concerned,” says
Fischer. “We deal with a wide range
of income levels and economic
situations. Under Armour, Alleson

and Champro are some of the
protectives brands, so we can
service everyone.”
For baseball, he sells better
helmets, heart guards and padded
shirts. “There has been big
movement in helmets and girdles
with integrated pads,” says Fischer.
For soccer, “I am aware of the new
protective headbands, and that
may be coming but people are not
looking for yet,” he adds.
Lou’s Sporting Goods has long
sold protectives for football, but
soccer is beginning to heat up. “We
use a couple of vendors — Russell,
Ofﬁcial Issue, United, Under Armour,
McDavid. Most of what we sell in the
integrative category is the football
pants. We really don’t sell any
separate pads anymore for pants.
We also sell a lot of mouthguards,”
says Cech.
“Most of the changes we’ve seen
have been in helmets, given all the
information about concussions,” he
adds. “Knee pads have been getting
smaller and less bulk, but still
provide adequate protection, so the
athlete maintains speed.” Q
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YOU CHANGE A LIGHT BULB WHEN IT BURNS OUT

CHANGE IS GOOD.

in your warehouse. You change airplanes when the one

GET READY FOR IT.

you’re on won’t take you to your next buying group

A series of five articles

meeting. Athletic teams change head coaches and
players when the team isn’t winning. So team dealers
need to ask themselves, organizations change when?

chronicling the vast changes
underway in the team sports
business — from technology
to business plans to the
facts of business life.

If you immediately thought, “when things are broken or
TIME TO CHANGE CHANGE

not going as well as we want,” your view of change is
like that of most people. And, that view dooms you to

THE BSN WAY
TECH: GET OUT OF THE WAY

always playing catch-up in the rapidly changing team

OMNI-CHANNEL EFFORTS

business in 2015.

DO WELL BY DOING GOOD
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It’s Time to Change Change
It can be as simple as altering the way you look at life and business.

Change is
an essential
part of
improving.

By Randy Pennington

T

he best team dealers – like
the best athletic teams they
service – view change as an
essential part of improving
performance. They embrace it
as an opportunity to prove their
continued relevance and strategic
value in a market that is always
looking for new ways to buy balls,
bats and uniforms.
Yes, but how do you change your
own – and your organization’s – fear
of change?
The idea of proactive, positive
change is appealing. Team dealers
offer new ideas to improve
performance, durability and style
every season. You would think
that applying the same mindset
you encourage when you ask your
customers to look at new uniform
styles would be simple within your
own four walls. After all, what dealer
or roadman wouldn’t rather work
on innovative solutions for the
42 Team Insight / September 2015

future?
Unfortunately, the time and
resources to focus on the future
are often sacriﬁced when you are
running as fast as you can just to
deliver uniforms in time for opening
day or replacing a set of bleachers
for a good school customer.
Balancing Change With Work
You want your team to be
simultaneously focused on making
the present work while bringing
the future to life. They, on the
other hand, may be so busy doing
what they have always done that
the opportunity to improve – and
change – is never considered.
You won’t change perceptions
about change overnight. You can
make progress by taking these four
actions:
1. Change the conversation. The
word change, along with its negative
VÌ>ÌÃ]ÊiÝÃÌÃÊiÛiÀÞÜ iÀi°Ê
You will never completely erase

the word from your vocabulary.
ÊvÀÊ««ÀÌÕÌiÃÊÌÊÃÕLÃÌÌÕÌiÊ
change used in a negative
connotation with other words that
reinforce the positive aspects of
adapting to stay relevant.
Some groups use the language of
continuous improvement. Others
talk about innovation. A few others
simply talk about adding value
as a strategic partner with their
customers and business partners.
And they talk about it all of the
time. Invest time in staff meetings
to involve everyone in discussions
about how to make things better
ÀÊiÜÊÌÀi`Ã°Ê Ý«iVÌÊ«i«iÊ
attending your buying group show
or the NSGA Team Dealer Summit to
present the ideas they learned upon
returning. Create time for people to
share ideas about what works and
ways to make things better.
Changing the conversation, over
time, reinforces that change is
something that we do every day to
get better and not only when things
are broken.
2. Reinforce new ideas that
promote change. What gets
reinforced gets repeated. So what
are you reinforcing when it comes
to new ideas that promote change?
Are new ideas welcomed and
applauded, or are they pushed
aside with, “We’ve never done it
that way before,” or “I’ll take that
under advisement?”
/ÀÞÊÌ ÃÊiÝiÀVÃi\ÊÃÊÞÕÀÊÌi>Ê
to list the “idea killer” phrases that
they have heard in their careers.
Involve everyone. New ideas are
killed from every level, not just by
managers.
Most groups can come up with an
iÝÌiÃÛiÊÃÌÊvÊ« À>ÃiÃÊ>`ÊÜÀ`ÃÊ
in a matter of minutes.
iÝÌ]ÊÃÌÊÌ iÊÜÀ`ÃÊ>`Ê« À>ÃiÃÊ
that promote and reinforce new
`i>ÃÊ>`ÊV >}i°Ê Ý«iÀiViÊ
shows that this list is signiﬁcantly
shorter.

Most important, make a
conscious effort to reinforce new
ideas and language that promote
change as a positive opportunity.
3. Change the consequences.
Who gets promoted? Who gets the
largest pay increases? Who gets the
opportunities to work on the cool
new ideas?
It may become necessary to deal
with those who refuse to change in
a corrective manner. But that isn’t
the best initial approach if you want
to engage people to change their
view of change.
Most people want to do a good
job. They want to help the team get
better — and they will if given the
opportunity and ability.
4. Work on your own time and
perceptions. How do you think
and talk about change at your team
business? How much time do you
invest in studying trends or thinking
strategically about the future? How
often do you talk with your business
partners and customers about what
is possible rather than what must
be done to keep up with current
demands?
Making Change Work
The present should be guided
more by the future than the past.
The teams that make change
work don’t view it as a negative.
They embrace positive change
as an opportunity to prove
their continued relevance and
responsiveness in a competitive
marketplace. It begins when they
change the way they think about
change. Q
Randy Pennington is author of the
award-winning book “Make Change
Work” and an authority on helping
organizations deliver positive results
in a world of accelerating change. To
contact him: www.penningtongroup.
com; 972-980-9857.
teaminsightmag.com
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Adam Blumenfeld (left) and Terry Babilla know they are on the
right track to becoming a true national network of team dealers.

THEBSNWAY
I

Love them or hate
them – and there are
plenty in both camps
– BSN Sports has been
changing the team
sports game since
2004 one acquisition
at a time. And there is
more disruption on the
way as the company’s
technology catches up
with its vision.
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By Michael Jacobsen

n the business of team
sports, Adam Blumenfeld
is a disrupter. He knows it
and accepts the role, along
with the realization that not
everyone likes what he is
trying to accomplish.
That’s because if Blumenfeld, the chairman and CEO of BSN
Sports, does ultimately succeed in his
quest to create a true national network of dealers operating under one
corporate umbrella – and he is well
along the way – he has the chance
of changing the team business in the
United States, perhaps for good.
Yet Blumenfeld insists that the BSN
way is not so much about forcing
change — it is more about giving
customers what they demand. If an
industry is disrupted because of it,
well, shifts happen.
And he should know, because any

success BSN Sports is having in its
quest to become a national force
has certainly not come overnight.
It has been built on the efforts of
Blumenfeld’s father and others a
generation ago and is bearing fruit in
2015 for two reasons — technology
and people.
“We now have the technology
to build the scalable platform to
support a national network of team
dealers,” Blumenfeld says. “This did
ÌÊiÝÃÌÊ£xÊÀÊÓäÊÞi>ÀÃÊ>}°ÊÌÊ`iÃÊ
now and we are committed to it.”
Yet while he agrees that technology
is leading the way, Blumenfeld
stresses that the human element
plays an equal role.
“We are doing a disservice to
reality if we do not also champion the
human element and the incredible
determination behind all of the
change, the meshing together of
cultures and the acceptance of
change that has had to occur for this

to be successful,” he says.
The long and winding road to
becoming a true national network
of team dealers is equal parts well
known and a mystery to outsiders.
A generation ago, Adam’s father,
Michael Blumenfeld, bought up a
collection of smaller team sports
vendors to build his own supplier
network. That campaign roughly
mirrors the modern-day efforts of
his son to do the same thing, only
this time with the team dealer as the
target.
The current structure of BSN
Sports is built on the supply side
foundation of Sport Supply Group,
which was formed by the elder
Blumenfeld’s vendor acquisitions
ÊÌ iÊ£näÃÊ>`Ê£äÃ°Ê--ÊiÀ}i`Ê
with Collegiate Paciﬁc in 2007 after
years of complicated and intense
competition. While it remains one of
the country’s largest direct sellers
of sporting goods equipment, today
teaminsightmag.com

BSN’s focus is on the distribution
side as it purchases smaller team
dealers across America.
The operations of the combined
companies are being run by SSG
veteran Terry Babilla, who now
holds the title of president, COO and
general counsel for BSN Sports. He is
essentially Blumenfeld’s right hand
man, with his ﬁnger on the pulse of
everything going on at its sprawling
campus in Farmer’s Branch, TX,
outside of Dallas. After helping to
meld SSG and Collegiate Paciﬁc ﬁve
years ago, today one of his toughest
jobs is overseeing the acclimation
of the 50 new dealers and their
roadmen BSN has acquired in the
past decade into one culture.
That’s where the BSN story
becomes more familiar to anyone
involved in team sports in the past
decade. It started in 2004, when
Kesslers Sports in Richmond, IN,
one of the country’s venerable team
dealers, became the ﬁrst to sell to
BSN. That acquisition was quickly
vÜi`ÊLÞÊ ÝiÊ-«ÀÌ}Ê`Ã]Ê
based in Richmond, VA, in 2004, and
then Salkeld, in 2005.
Three team dealers that were
family-owned and operated for
generations suddenly became part
of a burgeoning corporate entity
known as BSN Sports, which now
stands for Best Supply Network in
Sports (it previously was short for
Blumenfeld Sports Net).
The team business certainly sat up
and took notice as a series of smaller
acquisitions continued its national
march, especially in mid-2011 when
BSN purchased another well-known
family-owned dealer, Bethlehem
Sporting Goods in Bethlehem, PA.
That’s when Blumenfeld and his
team decided to drop all of the local
dealer names in favor of the BSN
Sports identity.
All of a sudden, no more Kesslers,
Ýi]Ê->i`ÊÀÊ iÌ i iÊ>`Ê
generations of brand equity were
lost in a move that, Blumenfeld
stresses, was difﬁcult but necessary
as he attempted to build a national
brand. It was also a move that would
not have been possible without
the corporate infrastructure and a
scalable technology platform that
would support the addition of so
many new companies in such a
short time.
So it was in 2010-11 when the two
became one in product, culture and
teaminsightmag.com

name. That’s when SSG changed its
name to BSN Sports and once again
became privately owned after years
as a public company. At the time
it had about $245 million in annual
sales — this year BSN will surpass
fxääÊ°Ê/ iÊ}ÀÜÌ ÊÃÊ>ÊÝÌÕÀiÊ
of acquisitions, upgraded road sales
efforts and streamlined operations.

“We have the
technology
to build the
scalable
platform to
support a
national network
of team dealers.”
ADAM BLUMENFELD
CEO & PRESIDENT, BSN SPORTS
The sales are currently handled by
more than 500 roadmen supported
by 75 in-house territory managers at
BSN HQ.
BSN’s acquisition binge has not
slowed, and rarely does an issue
of Team Insight go to press without
the inclusion of news of another
dealer moving under the BSN
ÕLÀi>°ÊiÃÃÊÃÊÜÀÌÌiÊ>LÕÌÊÌ iÊ
independent roadmen leaving their
established dealers to join the BSN
network, an often controversial
business practice that Blumenfeld
faces head on — but more about
that later.
The Technology Story
The BSN branding coincided
with a move to put all of its diverse
operating systems under one
umbrella — “a brand play and
an operating systems move,” as
Blumenfeld puts it.
Thus the story of BSN Sports
in 2015 is not strictly about the
acquisitions, the behind-the-scenes
ﬁnancing or the various name
changes. Rather, it is its investment
in the infrastructure needed to
create a truly national network
of team dealers. This technology
was not available when Collegiate
Paciﬁc ﬁrst attempted the concept
a generation ago, but today it is the
linchpin of its national efforts.
The push to develop a scalable
platform that could support BSN’s

>}}ÀiÃÃÛiÊ>Ì>ÊiÝ«>ÃÊ«>ÃÊ
fell to Babilla.
“I wish I could take credit for the
technology,” Babilla says, but BSN’s
ÌiV }ÞÊÃÊLÕÌÊÊiÝ>«iÃÊvÀÊ
other industries. Indeed, he freely
admits BSN has mimicked Amazon,
which has been busy changing the
way people buy everything from
books to records to, of course,
sporting goods. “We had to change
ÜÌ ÊÕÀÊVÕÃÌiÀÃ]»Ê iÊiÝ«>Ã°Ê
“We started with them and worked
backwards.”
Where it once struggled under
four different operating systems, by
2012 all BSN companies were under
the same platform. When SSG and
BSN were on separate systems they
had 40 people processing 25,000
invoices per month. Now there
>ÀiÊi} ÌÊ«i«iÊ«ÀViÃÃ}Êä]äääÊ
invoices.
“That back bone is what allowed
us to accelerate the front end,” adds
Bluemnfeld.
Work/Life Balance
The technology and sales support
have another purpose as well — to
allow the people on the front lines –
the men and women from the 50 or
so team dealers it has purchased in
the past seven years – to be more
efﬁcient in order to strike a work/life
balance.
>L>ÊiÝ«>Ã\ÊvÊ>ÊÃ>iÃÊ«ÀÊ
was working 60 to 70 hours a week
to do $1 million in sales as an
independent, BSN is dedicated to
providing the tools to work fewer
hours and do $1.5 million. It is all in
the technology.
“We have offered our people a
lifestyle and time management tool,”
adds Blumenfeld. “When you can
create a work/life balance for an
employee, that’s music to the ears
of someone who has been slogging
through 70 hours a week trying to
make a living. This gives them a
career.”
Babilla says the process is a work
in progress. “We see ourselves as
well along the way of where we want
to be. There were early naysayers of
our ability to process orders, but we
have been able to make the investments needed to do something that
was not being done in the industry.
We look around and there is a lot
more to do. The great unknown is
what keeps driving us.”
And when a BSN roadman swoops

Selling to BSN

SO YOU WANT TO SELL
your company to BSN? After
all, as one competitor says
cleverly, BSN’s business plan
is to acquire companies owned
by 60-year-old men with no
succession plan. Crude, yes,
Accurate, definitely. “Call me
or Terry, call Bob (Dickman) or
Tevis (Martin), talk to any of our
sales pros,” Adam Blumenfeld
says. “We work day and night
looking for opportunities. It’s
that simple.” And what is BSN
looking for. “It’s not complex,”
he says. “People, relationships
and culture.” A deal breaker?
Arrogance, lack of integrity and
cutting corners. That doesn’t
work at BSN. “If someone just
wants to continue doing what
they have done and don’t want
to make changes, then they are
not for us,” Babilla says.
BSN’s standards have
lowered a bit since the early
days when it was only looking
for the biggest dealers to
buy, someone with more
than $20 million in sales. But
after buying Kesslers and
Dixie, they were few of those
remaining, so it has become
vital to change the focus. It’s
just being flexible, Blumenfeld
says.

Q
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in with an iPad full of real-time inventory, uniform builders and processing
software, the advantage is apparent. But Babilla says the process is
far from complete. “We don’t take
our eye off of the competition, but
we also don’t compare ourselves to
them,” he says.
/ iÊ«>À>`ÝÊvÊ - Ê-«ÀÌÃÊÃÊ
that it is both a major competitor
to, as well as a major supplier of
most of, the country’s independent
team dealers, many of whom rely

Changing the Game
BSN, going back to its Collegiate
Paciﬁc days, has always been a bit of
an outsider in the insular team sports
business. Blumenfeld points out that
four decades ago people didn’t like
the company because it was a direct
ÃiiÀ°Ê/`>ÞÊ - ÊiVÌÃÊÝi`Êviiings because it is upsetting the apple
cart.
“The world is ﬂattening and the
game is changing,” he says. The
reason has nothing to do with team

BSN looks to be number one on both the vendor and team dealer side.

ÊÌÃÊiÝÌiÃÛiÊ«ÀÛ>ÌiÊ>LiÊ>`Ê
sourced products for their own
sales. Yet an equal number of dealers
won’t purchase from BSN because
supporting one side of the business
(vendor) adds to the strength of the
dealer side.
Blumenfeld certainly understands
Ì iÊ«>À>`Ý°Êº/ iÊÌÀÕÌ ÊvÊÌ iÊ>ÌÌiÀÊ
is, in 2011 when we rebranded the
company as BSN Sports we admitted
our primary business was as a
team dealer,” he says. “This didn’t
mean we did not have a signiﬁcant
business as a vendor, but that is not
going to grow our business to the
size we want it to be.”
Babilla says it is simple business
sense that keeps other dealers coming to BSN as a vendor, even if the
proﬁts do go to a competitor’s bottom line. “They can buy from other
vendors, sure, but it makes economic
sense to buy from us,” he says. “If
it becomes an emotional decision
rather than a ﬁnancial decision, and a
lot of times it does come to that, that
can be to their detriment.”
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sports, participation, safety issues or
buying groups — he points to a different source. “Amazon is changing the
way the game is played.”
Indeed, any conversation with
Ì iÊÌÜÊ - ÊiÝiVÃÊÃÊ«i««iÀi`ÊÜÌ Ê
references to game changers such
as Amazon and Uber, Walmart and
Apple, and to systems leaders from
the Fortune 500.
“These companies have changed
the business landscape, focusing
on service to the customer,” says
Babilla. “The same thing is happening
in our industry and nobody likes it,”
just like cab drivers protest against
Uber and bookstores (now mostly
gone) railed against Amazon.
“People are upset with us, but I
think it is unfair to us,” Babilla adds.
Blumenfeld then hits the nail on
the head.
“Amazon is a disrupter company,”
he says, and BSN is being viewed
much the same way in team sports.
“We are not trying to disrupt the
team sports industry, that is not our
goal,” he stresses. “Our goal is to

provide such good service that our
customers won’t do business anywhere else.”
I understand the competition and
others don’t like it,” he admits.
Babilla understands as well, but
remains unapologetic. “An old way of
doing things is disrupted and that is
difﬁcult for many people,” he says.
Change comes hard in team
sports and one of the biggest challenges BSN faces is assimilating the
dealers and their roadmen after an
acquisition. For the most part these
owners were ﬁercely independent
businesspeople proud of building or
maintaining a family business. And
their salespeople signed on for that
type of organization, not working
for a national corporation where the
big decisions are made far away in
Dallas.
Blumenfeld realizes that and the
training process has been designed
to deal with it. “You have to have a
desire to try new things to succeed at
BSN,” he says.
Joining the Team
Babilla, meanwhile, admits that
some people don’t buy into the BSN
way and don’t stay around for long.
“We don’t pretend that BSN is a good
ﬁt for everyone,” he admits.
“Changing behavior is one of our
biggest challenges,” he adds. “We
bring people into this organization
because of the skills they have. We
will show them the merits of our
technology, but it is up to them to
learn it, get comfortable with it and
use it.”
So why do these ﬁercely
independent businesspeople look
to sell to BSN. The reasons vary,
Blumenfeld says, from a need
for capital infusion to lack of a
succession plan. BSN takes a look at
all of them.
“Many want liquidity or they want
maintenance of their legacy,” he says.
“They want to make sure that their
people will be taken care of and that
their reputation will not be soiled.”
He says that out of the more
than 50 acquisitions, only one or
two of the original principals are
not still with their organization. He
>ÃÊL>ÃÌÃÊvÊ>Êi>ÀÞÊxÊ«iÀViÌÊ
retention rate among sales pros that
come along with any purchase.

“By some token these people are
in the prime of their business lives
and are looking to do even better,”
Blumenfeld says. “They look up and
see that BSN is coming into their
territory anyway, so they can either
compete with us or join us.”
That’s where the BSN formula gets
a little dicey. But Blumenfeld doesn’t
shy from industry accusations
that BSN has a strategy to enter
a territory, hire away a few key
Ã>iÃ«i«iÊvÀÊ>ÊiÝÃÌ}Ê`i>iÀÊ
and then swoop in to buy that dealer
at a bargain price as its business
falters. Not true at all, Blumenfeld
says.
“Do we target or prey on
companies with the intention of
somehow damaging their business?”
he asks rhetorically. “The answer is
150 percent no, we do not.
“If you are a sales pro, there is not
enough money in the world to get
you to come to BSN if you are happy
where you are,” he adds. He advises
team dealers who have lost people to
BSN to “look in the mirror to see why
your best people are leaving.”
He adds: “We are proud that when
salespeople are disenchanted with
their current job, we are their ﬁrst
call.”
“We don’t draft you into BSN, you
have to want to come,” Babilla adds.
ºÊV>½ÌÊÌ ÊvÊ>ÊÃ}iÊiÝ>«iÊvÊ
us targeting a dealer in that way. I
understand that to them something
unthinkable happened, but that is not
the way it works.
“People who have been in the team
business do not want change and
we bring change, it’s that simple,” he
adds. “We’re like Walmart, we’re the
bad guys.”
As a game-changer in the team
sports business now, BSN can afford
a bit of a swagger when it comes to
how the outside world views it. One
of them is certainly with the buying
groups, who lose a member almost
every time BSN acquires another
independent dealer. Another is with
dealers whose roadmen leave to go
to BSN.
None of that bothers Blumenfeld.
“We care what our employees think
and what our customers think. We
Ü>ÌÊÕÀÊVÕÃÌiÀÃÊÌÊiÝ«iÀiViÊ
that we are a company with integrity
that they can work with,” he says.
teaminsightmag.com

BSN Hot Topics
Babilla adds: “People do dislike us
because we are changing their industry.
We are changing the industry, but that’s
not our focus. Our focus is to provide
the greatest customer service in our
industry.”
Mission Accomplished?
Has BSN changed the team sports
industry? No doubt. But has it achieved
its goal of becoming a national brand?
By one metric the answer is yes.
BSN now boasts more than 125,000
customers nationwide, one in every
zip code, according to Blumenfeld,
who points out there are still some
“white spaces” on the map that need to
eventually be ﬁlled in.
BSN also now boasts a ratio of one
sales pro for every 20 to 25 schools in its
territories. It wants to cut that ratio in
half and to accomplish that Blumenfeld
iÛÃÃÊÃiÜ iÀiÊLiÌÜiiÊnää
1000 sales pros carrying BSN iPads into
schools.
“We want to own a school A to Z,”
he says. “We have more than 500 sales
pros now. I can see that doubling in ﬁve
years.”
Yet Blumenfeld still sees BSN Sports as
much more than just a team dealer. “We
don’t consider ourselves a team dealer,”
he says. “We may have purchased a
number of team dealers, but we never
set out to create a network of them.”
,>Ì iÀ]Ê iÊiÝ«>Ã]ÊÌ iÞÊÃiÌÊÕÌÊÌÊ
transform a collection of team dealers
on different computing systems into one
V«>ÞÊÜÌ ÊiÊVÕÌÕÀiÊÌ >ÌÊÜ>ÃÊiÝpert in sales, marketing, technology and
single-minded culture and purpose.
“I consider us much more a partner
and consultant to the customers than
a dealer,” he adds. “I hope we can be to
the team universe what Amazon is to the
consumer universe, but as a combination of technology and human resources
instead of technology only.”
BSN has spent millions on the back
end to make that lofty goal attainable,
knowing full well that it can’t have close
to 1000 people selling its products if it
doesn’t have the infrastructure to process, deliver and collect from all of these
zip codes.
“We have not gotten the cart in front
vÊÌ iÊ ÀÃi]»Ê >L>ÊiÝ«>Ã°Êº7iÊ >ÛiÊ
a platform that can handle $1 billion in
sales.”
That, indeed, would be a changed
team sports game. Q
teaminsightmag.com

Name Changes
After being acquired by BSN in the past decade,
there is no more Bethlehem Sporting Goods,
no Kesslers, no Dixie Sporting Goods. While the
industry – and Adam Blumenfeld himself – laments
the loss of these local institutions, the move to a
BSN brand was both necessary and inevitable.
“You have to gain continuity in a brand so you
can build a nationwide brand,” Blumenfeld explains.
“We want to create a demand for the victory wing,”
referring to BSN’s new logo.
Indeed, even his family had to go through it. BSN
used to stand for Blumenfeld Sports Net, but now
stands for Best Supply Network in Sports. The loss of
the family name was emotional for him and his father,
as well, so he knows what the Dickmans, Caravatis
and Klines went through in the name change.
In addition to brand awareness, there are two other
good arguments for this consolidation. One is for
internal morale. “We want to make people want to
be a part of something big,” he says, and that can’t
be done with dozens of different brands out there.
Wherever you can ride the coattails of brand equity,
you have something that transcends individuals.”
Adds Terry Babilla: “When you have all of theses
assets, to not put them under a single banner would
have been a mistake. We are one brand.”
The second unstated reason for putting everything
under the BSN name is less obvious, yet equally
important — it makes it possible for the backroom
systems to run more smoothly. Babilla points
out that it is now possible to consolidate HR, IT,
marketing, purchasing, distribution and other internal
functions. The system demands this, making the
decision to consolidate under one banner even
more obvious.
The ESOP Payout
One of BSN’s big sales pitches to potential
dealers for a short time was that it was part of a
much larger company called Herff Jones, which
offered an ESOP savings plan for employees,
essentially making them all owners. But when
Charles Bank Capital Partners acquired Herff Jones,
and BSN along with it, last year, the ESOP was
terminated.
Although there was no requirement to do so,
BSN management opted to distribute all of the
proceeds to its employees. “It was paramount to
the transaction that they could participate,” says
Blumenfeld.
As a result, $65 million was distributed throughout
the company to all employees working at BSN at
the time. Each of those employees received the
equivalent of two times their annual salary into a taxdeferred account.
Making Varsity
There has been much talk in the past year of
the marriage between BSN and Varsity Brands as
a result of its merger with Varsity parent company

BSN Sports’ impact on the team sports
business since 2004 is undeniable.

Herff Jones. Turns out it was much cheering about
nothing and BSN salespeople won’t be carrying
Varsity cheer uniforms in their bags any time soon.
The corporate structure now has Varsity Brands
at the top of the pyramid, with three units – Sports
(BSN), Spirit (Varsity Cheer) and Achievement (Herff
Jones) – under it. The three will continue to operate
separately, at least until someone can figure out if it
makes sense for them to join forces.
“BSN doesn’t sell Spirit or Achievement product,
we are all addressing different touch points inside a
school,” explains Blumenfeld.
Apparently that doesn’t mean BSN selling Varsity
Cheer, though. “We try not to step on Varsity Spirit’s
shoes,” he says. Q
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Behind the Scenes at BSN Sports

Left to Right: LaVonna Weddington, Jason Stolly and Kurt Hagen make sure the BSN gears keep turning.

W

hen it comes down
to the nuts and bolts
of BSN’s expansion, it
proved vital to have the
operations end of the business ready
to rock and roll — and then be ready
to expand as the company grew.
Enter three people with three very
different backgrounds and expertise
but who share a common goal — giving BSN’s sales pros the tools they
need for success.
Making Paying Simpler
Road guys love to sell, but they
hate to collect. Trouble is, they don’t
get paid until the customer pays up.
At BSN Sports, that’s where LaVonna Weddington, manager of credit,
collections and AR, enters. Her role
is simple: “Create solutions that will
add value to our customers to make
it easier for them to pay us.”
Weddington, who joined BSN two
years ago, has upgraded BSN’s collections system so it is no longer the
dark place where salespeople fear
to tread. Basically, she took the way
most people pay their personal bills
now – online – and implemented a
proprietary system that allows BSN’s
far-ﬂung customers to do the same.
Everything in BSN’s collections system is automated, almost taking the
coach out of the process and getting
BSN its money quicker. The system
includes invoicing, POS, sales details,
order numbers, amounts and terms.
“The $5 million team dealer doesn’t
have this, but the $10 billion company does, so we are bridging the
gap between the two,” she says. “It
just makes it easier for the customer
48 Team Insight / September 2015

— they see the bill and they can pay
it online. It speeds up payments and
since schools are moving away from
paper, it is giving them the option
they are looking for.”
The ultimate goal: “How do I make
it easier for you, the customer, to
eliminate the bottlenecks that stop
you from paying us quicker.”
She says that more than 2000
customers were brought into the
system in a controlled rollout in its
ﬁrst two months earlier this year.
(A full rollout took place over the
summer.)
For BSN sales pros, the beneﬁts are
many. “This eliminates all of the pain
points in getting customers to pay
and it eliminates the excuses they
have for not paying.”
Out In The Field
When Jason Stolly ﬁrst sees associates from acquisitions, they are
more often than not sitting in a desk
at BSN Sports University, their arms
folded defensively in front of them
— skeptical, scared and excited all
at the same time. His job is to loosen
up that body language, ﬁnd out what
frightens them and get them more
excited about being on the BSN team.
With the title of director of ﬁeld
sales operations, Stolly oversees the
road sales force and in-house sales.
He also directs BSN Sports University
for new employees.
“We spend a lot of time getting to
know the new people because when
they come here there is an emotional
realization of their new situation,”
Stolly says. “Our job is to make
whatever job they were doing before

even better, to turn it into a growth
opportunity for them.”
Out of necessity there are different
processes for owners and roadmen.
“The owners ﬁnd out very quickly
that they have found a soft landing
place for their people,” he says.
As for the roadmen, “we ask them
upfront what their challenges are,
what scares them, and then we address those concerns. They realize
they still have a job. There are some
misconceptions we have to overcome. Our goal is to get them 100
percent conﬁdent that they made the
right choice to join BSN.”
He freely admits that a lot of new
hires – whether they joined BSN on
their own or as part of an acquisition
– are skeptical when they ﬁrst walk in
the doors.
“The initial challenge is quickly
addressed — you have a job here
and you were hired because you
have relationships that are important
to us,” Stolly says, “Relationships
are between the two people sitting
across from each other, not the name
on the shirt.”
Bring Out The iPad
Imagine this dream sales call. You
walk into an AD’s ofﬁce carrying
nothing but a sleek iPad. It is loaded
with up-to-date inventory positions
from all of your major vendors, along
with uniform builders, price sheets
and pretty pictures. A few clicks later
and you have checked inventory at
Vendor A, found it is in stock and
available for delivery. You place the
order and 10 minutes later you are on
to your next meeting.

The rubber meets the road when
it comes to technology under BSN’s
executive VP Kurt Hagen’s watchful
gaze. The equipment he literally
carries around – a simple iPad – is
perhaps the single most powerful
tool in the business and the ﬁnal
piece in BSN’s technology puzzle.
His job is to ﬁnd a way to reduce
the time from sales call to order. This
hasn’t been so simple in an industry
that has resisted technology as well
as the team business has.
“When I came from retail nine
years ago I was shocked that the
team business was still paper-based,”
Hagen recalls. Roadmen were going
into sales calls not knowing if stock
was available and customers were
constantly being told product was
unavailable.
“On average, to sell something
took four or ﬁve visits, all of this back
and forth for a standard order that
might be $1200,” he says. “Our goal is
to give them the tools to do this in a
single visit.”
To do this, Hagen and his team
identiﬁed every step in the selling
cycle and looked for a technical
solution to it, ultimately choosing the
iPad as its tool of choice.
“We put the technology in place to
take people out of it,” he says.
A proprietary app deals with every
step along the way, with mobile order
entry and supply chain visibility
the linchpins. All key vendor data is
loaded daily into a single BSN site, allowing roadmen to access inventory
levels with a few touches rather than
logging on to individual vendor sites.
“Technology is replacing brute
force,” he says. “We gave them the
tools for time management.”
Part of his day-to-day job is selling
this technology to BSN sales pros,
which, as anyone who has ever tried
to show their parents how to program a VCR, is not always easy.
“Our typical sales pro is not a
23-year-old kid right out of college
who grew up with technology,”
Hagen points out. “We have to show
them our technology in our recruiting process.”
And how has that reception been?
“I don’t see many orders coming in
on paper these days,” Hagen says. Q
teaminsightmag.com
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Lead, Follow or Get Out of the Way

OrderMyGear.com pioneered customized team web sites for dealers.

Teamuniformorders.com was founded to automate the team ordering process.

It’s not a question of if, but when, dealers jump on the technology bandwagon.

I

t is almost a given that the majority of all
goods moved in the team business will be
done online within the next three to ﬁve
years. So the only practical question team
dealers should be asking themselves in 2015 is
this: Am I going to lead, or am I going to wait it out
and see what transpires?
No one needs to tell Kent McKeaigg and Gerry
Brewer the answer to that question. As developers
of the team idustry’s two leading online ordering
technologies, both are key partners in helping
dealers maximize sales through automated,

Why is it important for team
dealers to embrace technology?
McKeaigg: Because their customers are embracing it. The technology that schools, coaches, players
and parents use today has grown
exponentially in the last 10 years.
The relationship aspect of the team
business will always be there, but
it is inevitable that technology will
impact price, service and, most importantly, experience. Parents and
coaches care about price, product
and service, but the experience
they have is the summary of each
piece. Technology allows team
dealers to improve the experience.
Brewer: There are four basic
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customized online stores.
McKeaigg is the president and founder of
OrderMyGear, which pioneered customized
team web sites for dealers. As its website notes,
OrderMyGear “was born out of the frustration
of paper trails, bounced checks, and countless
hours spent calculating totals and writing
POs.” It now helps team dealers set up and run
successful online stores for apparel, player
packs and spirit wear. Brewer serves as the
CEO of Teamuniformorders, which also offers
automating online team ordering. Founded in

reasons.
First, the end-customers have
already embraced the best technology has to offer. And, they are
starting to demand solutions that
are proven to reduce administrative tasks and simplify their lives.
These solutions generally involve
technology.
Second, of all of the options
available for vastly improving
business processes and generally
eliminating wasteful, inefﬁcient
activities, by far the number one
option available today for doing so
involves some form of technology.
Third, well-funded competitors
are actively and aggressively offer-

2008 as a beta test to automate the entirety of the
ordering process for large, complex soccer club
organizations, teams and the dealers who outﬁt
them, it now serves hundreds of dealer clients.
Its automated sites are expected to produce more
than $80 million in 2015. It was natural to ask
these two leaders for their insights on technology.
Both share their thoughts on technology and how
dealers should embrace it, test it and still maintain
those all-important personal relationships.
Their message: Technology is changing the team
business forever.

ing technology solutions as the
deﬁning difference (relative to the
traditional team dealer), and as
the primary means for attempting to disrupt the entirety of the
team business. And they will
continue their relentless pursuit
of disintermediating the local team
dealer or provider.
Finally, since the beginning of the
technology revolution there has
yet to be one industry in which the
rapid adoption of technology did
not take hold. So it’s easy to forecast the future of technology in the
team business. All one needs to do
is look at the numerous examples
of industries that have been trans-

formed through technology, even in
just the past 10 to15 years. There is
a common element to most, if not all
— where there is an end-consumer
beneﬁt, the likelihood of transformation is at its highest.
What technology tools do you
recommend that they deploy?
McKeaigg: This question is an
article in and of itself. There are so
many tools team dealers could use
that would save them thousands
each month. If there are any
business processes that you have
been doing the same for ﬁve years,
then that is a good indication that
there are tools out there that are

teaminsightmag.com

iÃÃÊiÝ«iÃÛiÊ>`ÊÀiÊÛ>Õ>Li°Ê
Payroll, bookkeeping, social
i`>]Ê« iÊÃÞÃÌiÃ]ÊiÝ«iÃiÊ
tracking, ﬁle management/sharing,
CRM, project management, email
marketing, inventory management
and team communication are all
areas to address.
Brewer: To keep it simple and
prioritized, any team dealer should
be actively pursuing technology
solutions that fall into at least one
of these four categories.
UÊÀÃÌÊ>`ÊvÀiÃÌ]Ê>ÞÊ
technology that eases the
administrative burdens and
simpliﬁes the lives of their endcustomers (parents, players,
coaches, administrators,
volunteers, even boosters). Of
course, automated team ordering
falls into this category. And more
speciﬁcally, tools and features
within that heighten the ability

to support and serve more
customers, more efﬁciently, in a
timelier manner.
UÊÀi>ÌÞÊ«ÀÛiÊ«iÀ>Ì>Ê
efﬁciencies. Again, automated,
online team ordering technology
would fall into this category. But
the other areas of focus would
involve inventory management
solutions, automated shipping
software and even several of the
automated fulﬁllment packages
available today.
UÊÀi>ÌÞÊiÝÌi`ÊÌ iÊ}i}À>« ÞÊ
in which you compete. Online
is where it’s at and where it’s all
going. And conducting business
online holds the most promise
for ramping growth by greatly
iÝÌi`}ÊÌ iÊ}i}À>« iÃÊ
served by team dealers. Of
course there are a numerous
methods and tools for moving
more and more business online.

UÊ vviÀiÌ>ÌiÊÞÕÀÊV«>Þ°Ê
iÌÊiÊiÝ«>ÊLÞÊÃ >À}Ê>Ê
iÝ>«i°Ê,iViÌÞÊÜiÊ>ÕV i`Ê
a feature built right inside our
proprietary platform — the ability
to post a “live,” fully “shoppable”
online store right inside virtually
any Facebook page. Besides the
obvious advantages, we did this
primarily so that every one of our
current client dealers would have a
iÜ]ÊiÝVÌ}ÊV>«>LÌÞÊÌ >ÌÊVÕ`Ê
easily differentiate them when
prospecting for new business. So
any technology being evaluated
must address these questions: Will
this make me stand out from my
competitors? Will it enable me to
further differentiate my business?
Is there a direct beneﬁt of this
technology to my end customer?

exploring these options before
implementing them?
McKeaigg: We have a philosophy of
always testing an application with
a small project, avoiding contracts.
See if the system improves the process and lowers prices and get feedback from the team. After processing that feedback, make a decision.
If you decide to go with the new
app, it is important to mandate the
use of the new system or tool.
Also, invest in tools that improve
your employees’ day-to-day jobs.
Providing up-to-date hardware and
software goes a long way to improve
À>i°Ê «ÕÌiÀÃÊ>ÀiÊiÝ«iÃÛi]Ê
so upgrade them.
Brewer: There is no delicate way
to put this. Many, but not all,
team dealers lack the knowledge,
iÝ«iÀiViÊ>`ÊÌiÀ>ÊiÝ«iÀÌÃiÊ
to know how to truly evaluate the
vast array of technology offerings

What recommendations can
you give team dealers in

rugby
softball
volleyball
lacrosse
wrestling
cheerleading
track and field
basketball
baseball
football
soccer

The Leader in Online

Stores

Sell More Gear
Get a Free Demo at OrderMyGear.com
teaminsightmag.com
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available. As such, sometimes
important decisions are made – and
lots of money spent – without careful
due diligence. There are a few simple
principles to which team dealers can
adhere that will be invaluable when
exploring technology solutions:
UÊ-ÌÀ>Ìi}VÊVÕÃ\Ê/iV }ÞÊV>Ê
greatly enhance or improve a key
strategic area of strength or weakness within a business. It is important to ﬁrst focus precisely on those
areas of your business that you

are generally only as good as the
people and operations in which
they are implemented.
UÊ*>ÀÌiÀÊÜÌ Ê Ý«iÀÌÃÊ9ÕÊ >Ê
Trust: In some respect, the technology itself is not as important
as the people who stand behind
it. Instead of getting enamored
with features or capabilities of
any technology, get to know the
people behind it. Do they know
their stuff? Do they seem to understand my business? Are they

expect to have any technology
solution work if the general
population of your staff is fearful
vÊV«ÕÌiÀÃ°ÊÊv>VÌ]ÊÜi½ÛiÊiÛiÊ
counseled some of our clients to
implement a computer skills test
as one method of evaluating future
hires. Having a core team that is
competent with computers and
proﬁcient with business software
will be vital to success in the years
ahead, no matter the business.
UÊÊº7i½ÛiÊÜ>ÞÃÊ iÊÌÊ/ ÃÊ

smart, capable and easy to work
with? Are they responsive to my
needs? Have they done this for
>Ê}ÊÌi¶ÊÊÌ iÊi`]ÊÌ½ÃÊÌ iÊ
people who will make the difference in the success (or failure) of
any technology implementation.

7>Þ»Ê`ÃiÌ\Ê/ iÀiÊÃÊÌ }Ê
that kills the hopes of any technology plan faster than the mindset
Ì >ÌÊºÜi½ÛiÊ>Ü>ÞÃÊ`iÊÌÊÌ ÃÊ
way.” If the prevailing mindset
of your collective staff or management is a deep resistance to
V >}i]ÊÞÕ½`ÊLiÊLiÌÌiÀÊvvÊÌÊ
attempting to tackle any new technology implementation.
UÊ/«`ÜÊ ÌiÌ\Ê
Technology is neither magic
nor is it the silver bullet to
every problem. Too often
decision-makers have unrealistic
expectations for what technology
can and will do for their business.
And technology can often put
pressure on weak business and
operational processes, creating
organizational ﬁssures previously
not seen. It is imperative that any
technology implementation be
supported from top management
`Ü°Ê ÛiÊ>ÊviÜÊ>ÞÃ>ÞiÀÃÊ
can derail a technology
implementation plan.
The team business still relies on

Inside the OMG offices in Dallas, TX.

believe need to be enhanced and
prioritize the improvements that
are needed or expected in order
to stay competitive regardless
vÊÌiV }Þ°ÊÀÊiÝ>«i]ÊvÊ
“service” is one of the pillars of
your business, then it would be
wise to determine the different
ways in which your service offering can be improved or make
you stand out. Only then should
technology solutions be investigated and evaluated, relative to
the stated goal.
UÊ Û>Õ>ÌÊvÊ ÀiÊ
«iÌiViÃ\ÊÜÊÜ >ÌÊÞÕ½ÀiÊ
good at and how you make
money. More importantly, deﬁne
your expectations upfront, before
you even begin researching
ÌiV }ÞÊ«ÀÛ`iÀÃ°ÊÜÊ>`Ê
deﬁne exactly what you expect
any technology solution to do
for your business before taking
ÞÕÀÊwÀÃÌÊiiÌ}°Ê Û>Õ>ÌiÊÌ iÊ
skills of your staff and the current
state of your operations. And be
objective. Technology solutions
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What are the challenges of
implementing technology and
the drawbacks?
McKeaigg: No one likes to
change, so the transition time
can require internal selling
to your team or coaches.
Technology is different these
`>ÞÃ°Ê ½ÌÊviiÊiÊiÛiÀÞÊ
decision is permanent, but focus
on making progress. Always
listen to your people. Their
feedback and buy-in is crucial.
Brewer: Generally the challenges
and drawbacks of implementing
any technology solution can be
boiled down to a few thoughts.
Ê UÊ-ÃÊ>`Ê Ý«iÀÌÃiÊÀÊ>VÊ
thereof): Again, there is no delicate
Ü>ÞÊvÊ«ÕÌÌ}ÊÌ Ã°Ê9ÕÊV>ÌÊ

relationships and service. How
do you balance high tech with
high touch?
McKeaigg: Technology becomes a
tool the dealer can use to improve
their relationships and service. It
should never replace, but always
improve. It is also important to
recognize that the relationship and
service need to be important to the
coach and parent. There could be
certain products where their value of
relationships is far lower than it used
to be. Dealers must recognize the
changing needs of their customers
and offer solutions to meet those
needs.
Brewer: The team business is all
about relationships — a mantra we
i>ÀÊiÛiÀÞÊ`>Þ°Ê7 iÊÜiÊÜÕ`Ê
wholeheartedly agree, there is one
caveat — relationships today are
now based upon a whole new set of
criteria and expectations of the end
customer. And as everyone knows,
longstanding relationships can go
away, literally overnight.
ÊÌ`>Þ½ÃÊÜÀ`]ÊÌ iÊÃÌÊÃ`]Ê
sustainable relationships are based
upon superb service, extreme
responsiveness and the mandate
that team dealers take more and
more administrative tasks off of the
backs of the teams they serve and
simplify their lives. Interestingly
enough, technology solutions can
greatly enhance the foundation of all
relationships by enabling the team
dealer to do more and more for the
customers they serve, and to be
even more responsive to their needs.
Automated, online team ordering
is a transformative technology that
has already greatly changed how
team ordering is done. The genie
ÃÊÕÌÊvÊÌ iÊLÌÌiÊ>`ÊÌ iÀi½ÃÊÊ
turning back. The advantages are
too numerous to ignore, and the
teams themselves have readily
embraced this new way of ordering. The ability to collect all money
upfront, the elimination of wasteful,
costly, time-intensive administrative processes and human errors,
the ability to seamlessly handle an
order from the click to the ship …
there are just too many obvious
advantages to everyone in the mix
to ignore.
And for those who embrace and
adapt, the future looks bright. Q
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Retail networks may be the best way to grow your team business.

A Way To
Streamline
Online Efforts

all sizes are joining retail networks.
Not only do they make it easier to
do business, they make it easier to
o, you think you might want
to start selling bats, balls and iiÌÊÌ iÊiÝ«iVÌ>ÌÃÊvÊÌ`>Þ½ÃÊ
consumers. While those consumers
mitts online. Such a move
were once content shopping in
for a smaller team dealer or
brick-and-mortar stores during store
retailer can be daunting, but it turns
ÕÀÃ]ÊÌ iÞÊÜÊiÝ«iVÌÊÌÊLÕÞÊÜ >ÌÊ
out there is a way it can be done by
they want, when they want, how they
even the smallest team dealers and
sporting goods stores and it all has to Ü>Ì°Ê`ÊÌ iÞÊiÝ«iVÌÊÜ >ÌiÛiÀÊÌ iÞÊ
buy to be competitively priced and
do with technology in what is called
delivered quickly to wherever they
today’s omni-channel era.
want it, often for free.
Knowing how the advent of social
While such a seamless shopping
media has revolutionized the way
iÝ«iÀiViÊÃÊ`iwi`ÊLÞÊÌÃÊ
people connect with one another
simplicity, creating it – especially
and share information, it’s no surfor smaller businesses -- can be
prise that retailers and suppliers are
iÀÕÃÞÊV«iÝ°Ê`ÊÜ iÊ>À}iÊ
using a similar model to do business
retailers and suppliers have the time
on many platforms — traditional
selling married to online sales. At the and money to both seek out and
integrate with one another, it’s often
heart of this new model is the retail
difﬁcult for a team dealer or a smaller
network.
A simple yet powerful concept, the store and suppliers to do the same.
But now, the playing ﬁeld has
retail network is transforming the
been leveled thanks to these retail
retail supply chain by enabling team
networks, which make it easy for
dealers and sporting goods retailers
dealers and retailers of all sizes to
and their suppliers to ﬁnd and do
ﬁnd and partner with new suppliers.
business with one another as easily
Rather than the weeks or months
as friends connect and share inforthese activities used to take, they
mation with one another on social
can now be done in just a few hours
networks such as Facebook and
i`°Ê,iÌ>ÊiÌÜÀÃÊ>ÃÊÀiiÛiÊ or a few days.
iÌ½ÃÊÊÕÌÃ`iÊvÊÌ iÊÌi>Ê
pressures around sourcing, assortment, fulﬁllment, and data collection Ã«ÀÌÃÊ`ÕÃÌÀÞÊvÀÊiÊÃÕV ÊiÝample. Shoebacca, a leading online
and analysis.
retail footwear company, sells more
As a result, more companies of
By Peter Zaballos

S

TURNING TO OMG

teaminsightmag.com

than 25,000 styles of shoes by many
of the of the world’s most popular
brands, including Converse, Keen,
New Balance and Reebok. The company also sells apparel, sunglasses
and gear.
Thanks to the success of its
e-commerce efforts, sales have
grown dramatically. But managing
that growth wasn’t easy. The
company had trouble ﬁnding
and bringing on board its vendor
partners. It also had trouble
managing order fulﬁllment. To
address these and other needs,
Shoebacca joined a retail network.
The network not only helps
Shoebacca ﬁnd suppliers, it helps
the company ﬁnd the right suppliers.
And because all members of the
network use the same platform, it is
a simple “plug and play” process. So
is sharing order and shipment data.
The result is stronger vendor
relationships, better vendor
communication and greater vendor
accountability. Being a member of
the network has helped Shoebacca
“cut down on merchandising costs
as well,” says Ryan Schlachter, a
Shoebacca buyer.
Beyond the Rack is another
company whose rapid growth
required new ways of doing
business. Despite the fact that this
leading online ﬂash sale-shopping

club had millions of members, it was
ÃÌÊÕÃ}Ê ÝViL>Ãi`Ê«ÀViÃÃiÃÊ
for supplier transactions, similar to
what many team dealers are utilizing.
Imagine the time-consuming, errorﬁlled reconciliation that required.
And when you consider that the
company’s ﬂash sales typically last
ÞÊ{nÊ ÕÀÃÊ>`ÊÀiµÕÀiÊÀiVV}Ê
SKU numbers, vendor UPC codes
and Beyond the Rack bar codes,
you get a sense of the enormous
V«iÝÌÞÊÛÛi`°
To save time and money and
deliver the seamless shopping
iÝ«iÀiViÊÌ`>Þ½ÃÊiViÀViÊ
consumers demand, the company
went in search of the back-end scale
and speed it needed to grow sales
and serve customers in more than
100 countries.
Beyond the Rack began by joining
a retail network and automating
integrations with 200 of its top
vendors; hundreds more followed.
The results are impressive.
“You’re talking about hundreds
of hours a week we don’t have
ÌÊÛiÃÌ]»ÊÃ>ÞÃÊÊ7iLiÀ}]Ê
president and chief marketing
ofﬁcer at Beyond the Rack. Instead,
merchandise ranging from athletic
clothes to duffel bags, from sports
watches to waterproof camcorders,
is picked, packed and shipped
literally the same day.
A Simple Process
While joining a retail network may
seem daunting, it’s not. It’s actually
quite simple and like today’s social
media platforms it makes ﬁnding and
onboarding new trading partners as
easy as searching for and connecting
ÜÌ ÊvÀiÀÊVi>}ÕiÃÊÊi`°ÊÊ
So, if you’re looking for a simple,
affordable way to thrive in today’s
fast-paced omni-channel world,
join a retail network today. If the
success of Shoebacca and Beyond
the Rack are any indication, you’ll
be glad you did. Q
Peter Zaballos (@PZaballos) is
VP-marketing and product at SPS
Commerce, a leading omnichannel
retail solution provider that perfects
the power of trading partner
relationships with its cloud-based
solutions. He’s also the co-author of
“Retail Networks for Dummies.”

September 2015 / Team Insight 53

K

AC
B
G

IN

GIV

Do Well By Doing Good
Dealers ﬁnd it is good business to give back to their communities.
By Tim Sitek

Port Jefferson knows there are many reasons for giving back to its neighbors.

Y

ou either welcome it or
dread it — that knock on
the door or phone call from
a charitable organization
looking for support. Team dealers
probably receive more knocks than
most businesses, though, as schools
struggle with budgets and every
recreational sports organization
ÃÊvÀÊÃiÊiÝÌÀ>Ê i«°ÊvÌiÀÊ>]Ê
it is their customers who are most
often doing the knocking.
It’s part of the cost of doing
business in team sports, but team
dealers mostly understand the value
of giving back, an ingrained principle
of serving their local communities in
a host of ways.
While doing good often means
reaping returns, by and large, team
dealers often prefer giving back as a
way of sharing their success. As one
team dealer says concerning why
he helps out, “Why not? That’s the
better question. I could ﬁnd more
reasons to do it than not do it.”
Or as another notes, “The better
thing to ask is, What is the cost if you
don’t do it?”

Hope Springs Eternal
Port Jefferson Sporting Goods
thrives as a family business. Started
some 43 years ago by Richard
 }ÀÊ-À°]ÊÃiÛiÊvÊ ÃÊ££ÊV `ÀiÊ
ÜÀÊ>ÌÊ*ÀÌÊivv]ÊV>Ìi`ÊÊ*ÀÌÊ
ivviÀÃ]Ê 9]ÊÜ V ÊVÛiÀÃÊ}Ê
Island and other parts of New York
City.
Affectionately known as Richie, he
always knew the value of focusing on
business but never forgot that giving
back isn’t an option; it’s a way of
sharing success with others who may
not be as fortunate. His children have
always been taught that same lesson.
“We are fortunate and we grew
up understanding that you have to
give back to others who may not be
as fortunate,” says Matt LoNigro,
director of team sales.
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So the dealer reaches deep into the
community to provide time, talent
and treasure for several charitable
endeavors.
>ÌÌÊ }ÀÊ`iV`i`ÊÌÊ`ÊÃÊLÞÊ
ÃÌ>ÀÌ}Ê8ÊvÀÊ«i]Ê>Ê«À}À>Ê
Ì >ÌÊÃÌ>ÀÌi`ÊÜÌ Ê ÃÊÃÃÊÊÓääÊ
>`ÊÌ iÊiÝ«>`i`°ÊÌÊÀi>V iÃÊ
youngsters who play a sport near
>`Ê`i>ÀÊÌÊ*ÀÌÊivv]ÊLÕÌÊÌ>iÃÊÜ >Ì½ÃÊ
i>Ài`ÊÊÌ iÊwi`ÊÌÊÌ iÊiÝÌÊiÛi°Ê
Those youngsters pledge to provide
community service.
“It was really to get kids involved in
VÕÌÞÊÃiÀÛVi]»Ê }ÀÊÃ>ÞÃÊvÊ
8ÊvÀÊ«i½ÃÊÃÃ°Êº7iÊÜ>Ìi`Ê
to show them how to give back to the
community.” This includes anything
from working at a food shelter to
holding a fundraiser to support
charitable causes.
A big effort is the annual Christmas Magic event started by Matt’s
ÕViÊL>VÊÊ£ä°Ê/ iÊ>Õ>ÊiÛiÌÊ
spreads Christmas cheer to some
10,000 less fortunate youngsters
>ÀÕ`Ê}ÊÃ>`°Ê>ÞÊvÊÌ iÊ

`ÃÊÊ8ÊvÀÊ«iÊÛÕÌiiÀÊÌÊ
shop, wrap and deliver the presents
to some 20 different agencies that
specialize in sheltering and assisting
displaced and/or homeless children
and their families.
/ iÊ8ÊvÀÊ«iÊ«À}À>ÊÌ ÀÛiÃÊ
on the close-knit bond in the lacrosse
community rather than any formal
plan. “It’s really just been friends of
mine in the lacrosse community who
have their own teams. They hear
about what we’re doing and want to
LiÊ>Ê«>ÀÌÊvÊÌ]»Ê }ÀÊÃ>ÞÃ°
It’s hard to say how many players
 }ÀÊ >ÃÊÀi>V i`ÊÌ ÀÕ} Ê8Ê
for Hope, as well. He estimates more
than 200, but quickly adds, “You
can’t count how many lives they’ve
touched.”
To underscore his point about
Ài>V }ÊÌ iÀÃ]Ê }ÀÊ >`ÊÕÃÌÊ
ÀiViÛi`Ê>ÊÌiÝÌÊvÀÊiÊvÊÌ iÊwÀÃÌÊ
ÞÕ}ÃÌiÀÃÊÌÊ«>ÀÌV«>ÌiÊÊ8ÊvÀÊ
Hope. It was an empowerment quote.
“That’s spectacular,” he says of the
communication.

Touching lives and making a
difference mean more than anything
ÌÊ }ÀÊ>`Ê ÃÊv>Þ°Ê/ iÊiÞÊ
they spend to do so means nothing.
“The time and effort is what really
count. It’s the bond that you build
with these kids. It makes a lasting
effect on their lives. I’m just lucky
that I’m in a position to do this,” he
says.
`Ê*ÀÌÊivvÊ`iÃ½ÌÊ>ÌÌ>V ÊÌÃÊ
>iÊÌÊÌ iÊV>ÕÃi]Ê }ÀÊÃ>ÞÃ°Êº7iÊ
don’t hand out bags or put our name
on our donations and efforts.” The
family’s size and standing already
give it visibility. But it’s never the
impetus for their efforts, he says.
It simply is part and parcel of their
fabric. “We are very blessed to be
involved.”
That’s what matters most to
 }ÀÊ>`Ê ÃÊv>ÞÊÜ iÊ>Ãi`Ê
why they give back. “Why not? That’s
the better question,” he says. “I could
ﬁnd more reasons to do it than not
do it.”
Êv>VÌ]Ê }ÀÊÌÀ>ViÃÊÌ iÊv>Þ½ÃÊ
teaminsightmag.com

Team dealers mostly
understand the value of
giving back, an ingrained
principle of serving their
local communities.
Universal Athletic is a believer in giving back to the people that support it.

involvement to his father’s long-time
efforts with Hope House Ministries.
Õ`i`ÊÊ£nä]ÊÌ iÊÀ}>â>ÌÊ
serves youngsters and families in
VÀÃÃÊÌ ÀÕ} ÕÌÊ}ÊÃ>`°Ê
“That’s the key where this all
ÃÌ>ÀÌi`]»Ê }ÀÊÃ>ÞÃÊvÊ«iÊÕÃiÊ
Ministries and fostering his passion
to help others. “They (his parents)
have been there since the beginning
of Hope House. It’s a testament to my
parents. That’s what I learned when
I was growing up. It’s like family.
Father Frank (Rev. Francis Pizzarelli,
«iÊÕÃi½ÃÊvÕ`iÀÊ>`ÊiÝiVÕÌÛiÊ
director) is one of my best friends.”
Caring for Customers
In business for 44 years, Schuylkill
Valley Sports has done just about
anything you can imagine to help
out schools and the communities
ÌÊÃiÀÛiÃ]ÊÃ>ÞÃÊerry Williams,
president of the Pottstown, PA-based
retailer and team dealer. Whether it
is shirts or an item donated from its
marketing closet, Schuylkill always
teaminsightmag.com

wants to project its image as the local
sporting goods dealer.
“We are the little guy and we can’t
compete with the advertising of
national retailers,” Williams says.
“People need to see us as their
hometown sporting goods store. It’s
a great way to keep our name in the
community.”
To do that, Schuylkill keeps
a marketing closet full of items
– samples to overruns – that it
donates on a regular basis often
as a door prize for a charitable
event. It also does a number of
remote events, selling products
and then contributing some of the
proceeds to the sponsoring school or
organization.
Finding creative ways to help with
fundraising beneﬁts both customers
and Schulykill, Williams says.
“We give back most to organizations that buy from us,” mainly youth
sports leagues and schools with a
limited budget serviced by its 17
stores and 17 roadmen covering

eastern Pennsylvania and parts of
i>Ü>ÀiÊ>`Ê iÜÊiÀÃiÞ°
“We try to focus on those who
buy a lot from us. We also use this
as an opportunity to build sales with
organizations that don’t do a lot of
business with us, but we are careful
about this,” he notes.
Williams sees it as “the cost of
doing business.” He also knows
that it reﬂects on Schulykill’s image.
“Again, we want people to see us
as their hometown sporting goods
store. It’s like True Value versus
Home Depot.”
In the end, Schuylkill wants to
share its success, too. “We are all
blessed, and we are part of our
communities where we live. We need
to care for those that help us stay in
business,” Williams says.
Raising Awareness,
Pursuing Passions
As the industry’s top independent
team dealer, Universal Athletic,
Bozeman, MT, does its fair share of

giving, says sales manager Brian
Pepper. With stores and showrooms
in Montana, Wyoming, Utah, Arizona,
North Dakota, South Dakota,
Minnesota, Colorado and Nevada,
the team dealer’s 50 roadmen receive
numerous requests for support.
“A good part of our donations
are program ads and signs. It’s just
a fact of life. Every group within a
school hits you up because they buy
from you. Obviously you can’t do
something for everyone, but we try
and support those that support us at
the highest level,” Pepper says.
“We also get involved within our
communities with the bigger groups
such a Big Brothers-Big Sisters,
YMCA, cancer groups, fun runs, Hope
for Holidays and United Way.”
As for supporting community
groups, the impetus comes from
its staff, he notes. “It is usually a
connection that one of our team
members has and is passionate
about.” That’s a win-win for
Universal, since it not only likes to
support its communities but also
looks to support its own people.
The investment in time and money
varies, Pepper says. Often groups are
just trying to stretch their budgets,
so Universal works with them to
either buy a better product or a
larger quantity at a reduced price.
“Time-wise it can be different
for every event. Generally when
you are doing something that you
are passionate about, the time is
secondary to what you are doing and
our people enjoy their time working
with the various groups.”
Raising awareness and building
team spirit are primary beneﬁts of
Universal’s charitable activities,
Pepper adds. “It does raise
community awareness that Universal
supports local events. For our team
members, it brings them an amount
of satisfaction that what they are
doing is making a difference.”
He admits that when Universal
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is doing something with a school,
it is donating based on volume of
business and is looking to drive more
sales. But with community groups he
does not view that as a sale as much
as support.
“We are lucky that we live in tightknit communities that these groups
and others that support these groups
will refer business to our company
and I know I myself support those
that do good in our communities,” he
says.
It’s all part of Universal’s culture,
too, Pepper notes, instilled by its
«ÀiÃ`iÌ]Ê>ÀÀÞÊ>Ã i]Ê>`Ê
founder, Dick Harte. As part of its
foundation in sports, the team dealer
has provided college scholarships for
nearly three decades to a male and
female athlete attending a Montana
college or university.
ºÀÊ>ÃÊ}Ê>ÃÊÊ >ÛiÊÜÊ>ÀÀÞÊ
and Dick, they have been active in

Being a
Good Sport
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the community through coaching
kids to working with groups,” Pepper
says. “They have always been
supportive of activities that involved
our people in the community. The
why is easy: It helps make our
communities what they are — a great
place to live.”
Helping Others First
Louie Talamantes, CEO of Buddy’s
All Stars in Burbank, CA, doesn’t
want any recognition or credit for
the team dealer’s good deeds. He
believes in giving back to help others
achieve their potential.
“I don’t want the recognition. I
don’t want the credit,” Talamantes
says.
Instead, he works with a number of
coaches and organizations to provide
a hand up, not a hand out.
Covering Southern California and
Arizona with 25 roadmen, Buddy’s

EVERYONE IN TEAM SPORTS IS
aware of the sobering statistics. Sports
participation continues to decline in many
mainline, traditional sports. Physical activity
is headed in the same direction as schools
cut physical education programs and
kids often prefer TV and video games to
playing ball or jumping rope.
Whatever the reason – and there are
many – one charity is working to turn the
tide by taking the cost equation out of the
picture. Good Sports works with sporting
goods manufacturers and a number of
corporations to find the equipment and the
funds to help disadvantaged youngsters
hit the fields, playgrounds and gyms.
Its mission: “Good Sports helps lay the
foundation for healthy, active lifestyles by
providing athletic equipment, footwear and
apparel to disadvantaged young people
nationwide. By partnering with sporting
goods manufacturers, Good Sports gets
crucial equipment to kids who need it
most, getting them in the game.”
The results have been impressive. Since
2003, Good Sports has provided more
than $14 million in equipment to more
than 2100 youth programs in all 50 states.
Manufacturers such as Reebok, New
Balance, Franklin, Wilson, A4 and Alleson,
along with corporate supporters, have
donated gear and money.
Such involvement showcases the need
to turn the tide of inactivity and declining
participation, says Christy Keswick, chief
operating officer of Good Sports, based
in Quincy, MA.

All Stars often hears from coaches
who have an athlete that does well
in school and wants to play sports.
Unfortunately, those students just
may not have the money to pay for
needed equipment.
“We know that there are kids in
schools that need something and the
coach tells us,” Talamantes says. “We
ﬁnd a way to give it to the kid so they
can play. They may come in for a pair
of shoes, helmet or shoulder pads.
We may offer it as an award for their
work at school.”
It also has supported
organizations, including Special
Olympics. Burbank hosted a Special
Olympics tournament and Buddy’s
All Stars donated and printed
DriFit shirts for all the volunteers,
coaches and athletes. “I didn’t want
the acknowledgement, but the City
Council mentioned it,” he says of that
endeavor.

With obesity rates more than doubling
in children and more than quadrupling in
adolescents over the last three decades,
according to the Centers for Disease
Control, “the need for regular, meaningful
physical activity for youth is critical,”
Keswick notes.
She adds that only six states require
physical education in every grade from
K-12. And as every team dealer knows,
budget cuts at schools often fall hard on
PE programs and sports activities. Pay-toplay in many schools dramatically affects
athletes from low-income households.
That’s where Good Sports shines by
partnering with its supporters to give
needy schools and organizations an
opportunity to find the equipment to get
youngsters off the couch and off the
streets.
“Good Sports has a track record of 12
years working with some of the largest
and most well-respected companies in the
industry,” Keswick says. “The organization
has developed a due diligence process to
evaluate the needs of organizations and
identify the most in need.”
As a clearinghouse, Good Sports
gives suppliers a pathway to donating
equipment, team apparel and footwear
so it goes where it may be most needed.
“These donations enable programs
to increase the quality and quantity of
equipment they have available for youth
sports, develop new programs, maintain
their current programs, and/or increase
the total number of kids who are able to

He also recounts his initial
encounter with Challenger Baseball,
a league for children with special
ii`Ã°Êº7iÊ}>ÛiÊÌ iÊ>ÀÊi>}ÕiÊ
Baseball replica uniforms for the
Dodgers and Angels,” he notes.
/>>>ÌiÃÊiÛiÀÊiÝ«iVÌi`Ê
anything in return for those uniforms,
but believes in karma. “We live in
such a small world that we know it
comes back.” And it did. Not too long
ago, the organizer of the Challenger
program was in the Burbank store
and thanked Buddy’s All Stars for its
support.
iÊiÛiÊiÝÌi`ÃÊÃÕ««ÀÌÊLiÞ`Ê
sports. “Sometimes, we help kids
that have nothing to do with sports,”
Talamantes says, such as funding to
adopt a pet.
“We do it because we can help
someone out,” Talamantes notes.
“We hope there are a lot of people
out there like us.” Q

play,” Keswick says.
The organization also works with its
supporters to find options that meet
their goals, whether geographically or for
certain causes. This support provides
numerous benefits beyond the ultimate
goal of keeping kids in the game, Keswick
notes.
s 3UPPLIERS CAN FREE UP WAREHOUSE SPACE
s 'OOD 3PORTS TAKES THE ONUS OFF
employees handing numerous requests,
freeing up their time and focus.
s 3UPPORT ALSO DEMONSTRATES CORPORATE
citizenship and can even be tied into
a supplier’s retail and team dealer
distribution.
s !ND THERES THE OVERRIDING GOAL TO BE
a part of the solution. “There is growing
recognition that generations are becoming
less active and this poses a threat to the
long-term viability of the sporting goods
industry,” Keswick says.
While Good Sports has helped reach
more than one million kids and donated
athletic equipment to needy organizations
in all 50 states, Keswick says that more
work needs to be done.
“We believe we need to impact about
five million kids in order to do our part
to solve the problem of inactivity,” she
says. “It will take an array of strategic
partnerships to accomplish this goal and
we are always looking for those that are
willing to help get us there.”
Christy Keswick can be reached at
CKeswick@goodsports.org; 617-9340545; www.goodsports.org Q
teaminsightmag.com

PRODUCT SHOWCASE / ADVERTISEMENT
Carron Net

Sisu

Imprinted Nets
The ICE20 Combo Arm is the most unique Therapy
Great for special events and fundraisers, advertising companies and showing team spirit, Carron’s full
color, digitally printed three-inch ﬁnished width heavy
duty vinyl headbands can added at the time of manufacture to its volleyball nets. Virtually any logo (or
number of logos) or lettering can be included. www.
carronnet.com/imprintedvbnets

Mouthguards
Custom ﬁt, remoldable SISU Mouth Guards offer 50
percent better protection. Now in JR and MAX sizes.
www.sisuguard.com; 800-444-0570.

Motionwear

Cheer Uniforms
Your cheer customers need uniforms that make them
look, feel and perform their best. Motionwear gets it
done with professional look and superior ﬁt. It’s easy
to put your customers in Motionwear for their next
season. Use our online Cheer Uniform Designer to
make your team’s “look.” Find it at: motionwear.com/
custom-cheer-uniform. Call for your free 74 page catalog today (800) 869-0609 then share examples with
coaches. Sample sizing sets available.

Lacrosse Head
The Adidas Enrayge Head features 34 sidewall string
holes for stringing personalization, triangulated beam
design for max stiffness, and a mid high pocket for a
quick release. Engineered to deliver the ultimate head
characteristics for accuracy, ball control and a quick
release in a durable design, the Adidas Enrayge head
meets NCAA and NFHS regulations.

First Team

Champion

Breakaway Rim
First Team’s FT196 is a multi-directional breakaway
rim designed to breakaway in whatever direction the
player grabs the rim. These rims are becoming more
and more popular for college and high school competition games.

Lacrosse Balls
Champion Sports Ofﬁcial Game Lacrosse Balls are
speciﬁcally designed to meet NOCSAE, NFHS and
NCAA standards. They are the optimal choice for
gameplay, training or practice; and are ﬁeld tested
and reliable. The ofﬁcial size and weight lacrosse balls
come in white, yellow, orange, and lime green. www.
championsports.com
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Adidas

Jerzees

Fleece Collection
Jerzees Sport Tech Fleece Collection. The six-ounce,
100 percent polyester ﬂeece is made with advanced
moisture management to keep everyday athletes
cooler, drier and more comfortable. Style PF93MRfeatures a three-panel hood with matching tipped
and knotted drawcord; dyed-to-match coil zipper;
two-needle coverstitching on hood panels, neck,
armholes, cuffs and waistband; front pouch pockets;
self-fabric cuffs and waistband; concealed seam on
cuffs. www.jerzees.com

Blazer

Outdoor VB Court System
Blazer’s new Sonic Outdoor VB Court system includes telescoping aluminum VB poles, ground
sleeves and net tightening ratchet. This system accommodates three playing heights for men, women
and juniors. The complete system comes with a
weather treated net, boundary marker set and a storage bag for the net and accessories.

GAME JERSEY
AS *
AS LOW

$ 9.50
N4136/NB4136

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

3100% Polyester Pro Brite Mesh body, 5.3 ounces per square yard
3 87% Nylon / 13% Spandex inserts ,16 ounces per square yard
3 Contrast 100% Poly Dazzle cowl, 4.9 ounces per square yard
3 Moisture Wicking, Odor Resistant, Stain Release
3 Double-layer cowl
3 Sleeve cuff ﬁnished with covered elastic

*DOES NOT INCLUDE DECORATION
*ADDITIONAL CONDITIONS MAY APPLY. CALL FOR DETAILS

888 464 3824 | www.A4.com
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When trying to tackle the
football team business, it’s
crucial to know what you are
talking about when it comes
to numbering team uniforms.
Here’s a rundown of the
basics from Stahls’.
Football jerseys have
distinctive number styles and
placements. For example,
in addition to large numbers
on the front and back of
the jersey, there also are
numbers displayed on the
shoulders or sleeves termed
“TV numbers.” These smaller
numbers allow viewers
watching a game to identify
a player’s number from far
away. Numbers also can be
found on helmets.
Also unique to football is
that certain numbers may be
worn only by players playing
particular positions. This
rule is to assist officials in
determining rule infractions
by players. Number
sequences based on player
positions include:
1-9: quarterback, kicker
10-19: quarterback, kicker,
receiver, tight end
20-49: running back,
defensive back
50-59: linebacker
60-79: offensive and
defensive lineman
80-89: receiver, tight end
90-99: defensive lineman,
linebacker.
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Pro Feet Launches Hero Line

DonJoy Enters Retail Space
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DJO Global, a provider of
medical devices, has launched
a consumer product line
V>i`Ê ÞÊ*iÀvÀ>ViÊ
that includes a line of sports
medicine products. The line-up
includes:
UÊ V\Ê ÞÊ*iÀvÀ>Vi½ÃÊ
most stable line featuring bilateral polycentric hinges to fully
stabilize the respective joint
against lateral forces.
UÊ7iLÌiV \Ê*>ÌiÌi`ÊÃVÜiLÊ
technology that surrounds and
suspends the knee joint to
provide performance in pain
management, shock dampening
and structural alignment.

Sisu Endorsed By NLL
/ iÊ >Ì>Ê>VÀÃÃiÊi>}ÕiÊ
has named Sisu Mouthguard
as its official mouthguard. Sisu
Mouthguards are 1.6 mm thin protective dental shields, made from
a non-compressible, perforated,
remoldable thermal polymer.
*ÜiÀi`ÊLÞÊ vvÕÃÝÊÌiV }Þ]Ê
the mouthguards deflect impact
forces and absorb shock impact.

Breakup Country Camouflage. The
line of wrestling gear consists of
two Mossy Oak-themed sublimated
singlets: Alpha Bull and Alpha Buck.

New: UA Mouthguards
Bite Tech]ÊÌ iÊiÝVÕÃÛiÊViÃee of Under Armour Performance
Mouthwear, has launched what it
is calling the world’s first line of
antimicrobial mouthguards. The
mouthguards are equipped with
patented antimicrobial protection
that provides impact protection
as well as inhibits germ growth

Wild Joins SA Sports

Industry veteran Bill Wild has
joined SA Sports North America
and SP Holding as its new CEO.
Wild joins SA Sports after 12 years
as VP–sales and marketing and
Keen In Deal With Mossy Oak
iÝiVÕÌÛiÊ6*ÊvÊ>Þ«ÀÊ-«ÀÌÃ°ÊÃÊ
Cliff Keen Athletic has entered
part of the AEBO group, SA Sport
into a marketing and merchandisis building on its heritage in North
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