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MICHAEL JACOBSEN

We’re Going a Long Way, Baby
This grandfather-to-be puts the sporting goods industry on notice.

N

I’ve written in
this space before
how important
the bond of
sports was
between a father
and a daughter.”

ews alert: I am going to be a grandfather for the
ﬁrst time this spring. Yes, I know, I don’t look old
enough to have a child having a baby. Nonetheless,
my little girl is having her own little girl in April and
I couldn’t be more thrilled, despite the fact that I
still sometimes see her as a skinny 10-year-old waking me up
to get to softball practice on an April Saturday morning or a
teenager looking to kick around a soccer ball in the backyard
after work.
I’ve written in this space before how important this bond of
sports between a father and daughter was — I coached her in
every sport she wanted to play, drafted a lot of her friends on
our teams even though they were, to put it mildly, athletically
challenged, and even tried to ﬁgure out lacrosse when she
gave that a try in high school. She was a good athlete and she
will agree that some of our best times came driving to games
or practices together — just me and her, and sometimes one
or two of those friends.
My daughter had the fortune of being born into a second
generation of female athletes — those coming to age well after
Title IX, who grew up worshipping Mia Hamm, who expected
to have the same access to ﬁelds and courts as their brothers,
who never had to deal with the lack of opportunities faced by
their mothers and aunts.
So now that I am going to have a granddaughter it is time
for me to put the team sports business on notice that I am not
going to cut it any slack in its approach to girls’ sports. We
have traveled a long road together and in my little role as an
editor of a sporting goods trade magazine I am going to make
sure that progress continues.
This annual Girls’ and Women’s Sports Issue of Team Insight
is one annual step in that direction. Here are four more
challenges for the team sports business as my granddaughter
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comes of age.
1. Make the products better. We have, indeed, come a long
way, baby, in terms of products for girls. Shrink-it-and-pink-it
has mostly gone the way of female-speciﬁc apparel and gear,
but girls tell us it is still too hard to ﬁnd comfortable shoes
and sport braces, most still built with the male body in mind.
My granddaughter wants to feel good as well as look good.
2. Make the products safer. Like the boys, female athletes are
becoming bigger, faster and stronger. The protective equipment they use – softball catcher’s gear, lacrosse protectives,
mouthguards – has to keep up with the skill set. My little girl
needs to be safe.
3. Support new opportunities. Do you know where some
signiﬁcant growth in wrestling is coming from? You guessed it,
female wrestlers. And more girls are playing male-dominated
sports such as baseball, football and even rugby. My young
pitcher is going to need some baseball gear ﬁt for her.
4. Support girls’ sports. Team dealers are on the front lines of
sports in their local communities and often direct sponsorship
dollars or product from their vendors to worthy organizations
and teams. Make sure the girls are on the same level playing
ﬁeld as the boys. Girls can be very loyal customers.
I plan to buy my granddaughter her ﬁrst soccer ball and
probably her ﬁrst softball mitt – deﬁnitely her ﬁrst New York
Yankees replica cap since her father for some reason is a Boston
Red Sox fan. She will not want for sports gear and it is up to
our business to make sure the latest and greatest is available
to her and her friends.
If not, I know where to ﬁnd you and you don’t want to get
on the bad side of this grandfather. O
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“It was important that my daughters have every
opportunity available and beneﬁt from the incredible
opportunities introduced by Title IX’s passage.”
Dr. Deborah Antoine, WSF

Growing the Girls’ Game
New CEO of Women’s Sports Foundation speaks out on her role.
What strikes you as the most important changes in
women’s sports equipment and apparel?

Women’s uniforms have evolved to focus more
on performance, rather than aesthetics, which is
important progress for female athletes. Female
athletes should be afforded maximum comfort
when they’re playing their sport, so they can focus
on the competition.
Do you have a speciﬁc goal in mind to accomplish
in your tenure as CEO of WSF?

Dr. Deborah Antoine

R

ecently named the CEO of the Women’s
Sports Foundation (WSF), a national nonproﬁt organization dedicated to creating
leaders by ensuring girls access to sports,
Dr. Deborah Antoine is in a position to positively
impact the continued growth of girls’ and women’s
sports in America. She comes to the role as an
accomplished athlete herself — she holds a top-10
USTA national singles ranking in her age group and
was named the USTA Eastern Section “Woman of the
Year” in 2013 – and she has strong opinions on the
role of WSF in promoting women’s sports.
Team Insight caught up with Dr. Antoine as she
assumed her position early this year to ﬁnd out where
she will take the organization during her tenure.

married and had children of my own that I started
to see sports in a different way.

Team Insight: Tell us a bit about the role that sports
played in your life and how it shaped the person
you are today.

I have always had a deep commitment to connecting people, and underserved communities, with
resources and opportunity. Developing children
through learning and play was also extremely important to me, so my work at New York Junior Tennis &
Learning further afﬁrmed that commitment. I became
acquainted with the work of the Women’s Sports
Foundation and its GoGirlGo! curriculum program
during my tenure there and it helped broaden my
understanding of how to get children, particularly
sedentary girls, involved in sports and physical
activity. I saw ﬁrsthand the girls on the sidelines –
who could have been me – who weeks later were
conﬁdently volleying balls and hitting cross-court.
To see their transformation was astounding. Without
a doubt, sport is as powerful an element of social
change for girls and women as any other.

Deborah Antoine: I was one of six kids in a fun,
healthy and extremely active family. My parents
taught us to love the outdoors and we all learned to
swim, sail, ski, surf, hike, ride horses and motorcycles
and run. My father would spontaneously enter us
into track and ﬁeld events with no formal training
whatsoever. I recall one local headline that read,
“Cross Family Takes All,” as I and each one of my
siblings took ﬁrst place medals in different events.
As I got older, my four brothers became star athletes in high school, but no one ever encouraged me
to play varsity team sports, even though I was just
as active. Instead, I became a cheerleader, which
met the stereotype at the time. It wasn’t until I was
8 Team Insight / March 2017

What is your personal connection to girls’ sports?

Looking at my own childhood, I was always qualiﬁed to play team sports but no one ever thought
that I should and I was never invited to do so in
school. It was important that my daughters have
every opportunity available and beneﬁt from the
incredible opportunities introduced by Title IX’s
passage. And it is as important as ever that my
granddaughters – and all girls – are afforded the
same encouragement and opportunities.
How did you go about becoming involved with the
Women’s Sports Foundation?

I plan to put my 40 years of experience in the
non-proﬁt sector to work by advocating on behalf
of equal access to athletic opportunities. I want
engage as many girls and women as possible and
spread the positive message about healthy and
active lifestyles that lead to success in sports and
life. By connecting people with the noble mission
ﬁrst envisioned by Billie Jean King, I hope to build
an ever-wider network of caring and giving communities dedicated to changing lives.
What are your feelings about the importance of
sports in the lives of young girls?

The ability of girls and women to access sports
is a fundamental right that has implications for an
individual’s dignity, happiness, health, personal
freedom and success. Studies conﬁrm that physical
activity and sport provides the critical foundation,
in no small part, that allows girls and women to
lead healthy, strong and fulﬁlled lives. Females
from lower socio-economic backgrounds, females
of color and females with disabilities suffer even
greater negative health consequences as a result of
less engagement in physical activity and less access
to sport and physical ﬁtness programs. That’s why
the WSF’s mission of ensuring access to sport for
all girls and women is so vital.
What can our industry do better to advance girls’
sports?

Female athletes want to be taken just as seriously
as their male counterparts. Manufacturers should
invest time in understanding the unique needs of
female athletes and develop uniforms and equipment
to help them perform their best. Research and data
are imperative to accomplish this. Women and girls
should have access to the same quality of equipment
as their male counterparts. Companies that market
to young female athletes should focus on how their
products will beneﬁt athletes’ performance and
protect them from injury, not simply on the latest
popular style or color. Q
teaminsightmag.com
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Dick’s Making Team Moves
The March/April issue of Team Insight sister publication, Sports Insight, features articles on the sporting
goods industry’s Power Retailers. Of course, Dick’s
Sporting Goods leads the way and in its review the
following item on its team sports efforts in 2016
should be of interest to team dealers:
Dick’s made a signiﬁcant play into team sports in
the past year with the establishment of its Team Sports
HQ suite of digital youth sports offerings, which offers
youth sports leagues, teams, coaches and parents
free league management services, FanWear shops
and access to donations and sponsorships for local
Little League programs.
Two acquisitions – of GameChanger Media and
Afﬁnity Sports – have given it the technology backbone
to service the team sports segment. GameChanger
is a live scoring app that delivers data-driven coaching insights, live play-by-play updates and instant
game recap stories for 165,000 amateur baseball
and softball teams. Afﬁnity Sports will provide key
services to various youth sports National Governing
Bodies and large-scale organizations.
“Our aspiration is to become the hub of youth
sports for kids, parents, coaches and league ofﬁcials, making this platform the authentic resource
for all the needs in team sports,” Dick’s Sporting

Goods CEO Ed Stack said.
In a related major partnership, Dick’s Team Sports
HQ became the ofﬁcial Technology Provider for Little
League Baseball and Softball, the world’s largest
youth baseball and softball organization. The deal
calls for Dick’s to be the recommended technology
provider to Little League’s 2.4 million participants
and more than one million coaches, local league
ofﬁcials and district administrators.

SFIA Responds to NFHS Increase
The Sports & Fitness Industry Association (SFIA)
has a mixed reaction to recently announced fee
increases to the NFHS Authenticating Mark program.
Manufacturers will now pay a 50-cent fee per dozen
balls to display an NFHS Authenticating Mark on
lacrosse, baseball, softball, ﬁeld hockey and ice
hockey pucks used in interscholastic competition,
and ﬁfty-cents per ball for basketball, football,
soccer, volleyball and water polo.

According to a statement from SFIA, the association worked with its member companies to
negotiate back several problematic elements of
the initial NFHS proposal. For example, the fee
increase originally proposed to the NFHS Board for
consideration would have increased the fee from
thirty-ﬁve cents to $1.00. The industry position
was that such an egregious increase would have
been seriously harmful to high school institutions
and to our industry. The ﬁnal, approved increase
to fifty-cents rather than $1.00 was a marked
improvement.
Similarly, SFIA strenuously objected to the original implementation date of July 1, 2017, arguing
it would severely disrupt production costing,
marketing and pricing. Though SFIA proposed a
July 1, 2018 date, the approved implementation
date of January 1, 2018 is a workable compromise.
“SFIA credits the NFHS for being open to industry
concerns about the proposal and making critical
modiﬁcations before a ﬁnal rule was approved,”
according to the SFIA statement.

Letter to the Editor: A Family Story

Gill Athletics is the official
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Championships.
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I received your January, 2017 Team Insight and have
been reading the articles about the third generation
stores, the true “Mom & Pop” stores.
In today’s Internet, BSN takeover, business world I
ﬁnd these stories inspiring and interesting. Each day
at our family-owned store we look, we strive, we
scrape to ﬁnd ways to keep the doors open. Living
in rural Utah, we have to work hard everyday to
remain successful.
I would like to tell you a little bit about our history,
our store, and hopefully shed some light on “the
little guy.” My dad was a college basketball player
at Southern Utah. His career choice in life was to be
a teacher and a coach and he ended up coaching
for 21 years and won three state titles. The highlight of his coaching career was to coach the 1979
McDonalds All American Game, featuring players such
as Isaiah Thomas, Ralph Sampson, James Worthy
and Dominique Wilkins.
After his coaching career ended he wanted to start
his own sporting goods business to better serve the
community of coaches and friends he had come to
know. That year he opened The Sportkeeper and it is
the same business we are today — family-owned and
operated since Day One. We are truly independent
in that we do not belong to any buying organization.
We still beat the path, sell the goods, buy the programs — and all in rural Utah. My brother and I make
up the second generation, with a third dabbling in it
as well. Thanks for your interest in our story.
Darrel Roundy, The Sportkeeper, Richﬁeld, UT
teaminsightmag.com
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Football Under Fire
U.S.A. Football Makes Changes
Each team has only six to nine players on the ﬁeld, instead of 11; the ﬁeld
is far smaller; kickoffs and punts are eliminated; and players start each play
in a crouching position instead of in a three-point stance.
These are the most signiﬁcant changes being introduced by U.S.A. Football,
the national governing body for amateur football, that will offer a drastically altered youth football game in response to declining participation and
increasing public belief that the game is not safe for children to play. The
organization has created a new format, called modiﬁed tackle, that brings
the game closer to ﬂag football and tries to avoid much of the violence in
the current version.
“The issue is participation has dropped and there’s concern among parents
about when is the right age to start playing tackle, if at all,” Mark Murphy, the
president of the Green Bay Packers and a board member at U.S.A. Football,
recently told The New York Times.
“There are, legitimately, concerns among parents about allowing their
kids to play tackle football at a young age,” Murphy continued, “so they can
look at this and say they’ll be more comfortable that it is a safer alternative.”
“This is the future of the game,” added Scott Hallenbeck, the executive
director of U.S.A. Football. “All of this is all about how do we do a better job
and a smarter job around the development of athletes and coaches in the
game of football.”

12 Team Insight / March 2017

Rules changes
and regulations
impacting the
future of the game.
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Ralf Fahrmann,
Schalke 04 and Germany.

U.S.A. Football has for years promoted a program called Heads Up
Football to youth and high school coaches to combat safety concerns
and declining participation. But research, endorsed by the organization,
that showed Heads Up Football helped reduce concussions and other
injuries proved to be misguided, a review by The New York Times found.
The group has also promoted increased acceptance of ﬂag football,
which has no tackling, with success. Participation in the game, which is
typically played by younger athletes, grew 8.7 percent last year, according to Hallenbeck.

NOCSAE Sets Standards
In the week leading up to Super Bowl LI last month, NOCSAE ﬁnalized
revisions to its existing football helmet standard that limits maximum
rotational forces that are involved in many concussions. Manufacturers
will be required to meet the new football helmet performance standard,
which incorporates rotational accelerations in pass/fail speciﬁcations,
starting in June 2018.

NFHS Proposes Football Rules Changes
The National Federation of State High School Associations (NFHS)
has three proposed 2017 football rule revisions affecting uniforms and
equipment.
1. Advertising will be prohibited on the ball except for the ball manufacturer’s name or logo, the school logo, name or mascot, the conference
name or logo, the state association name or logo and the NFHS name or
logo. This change would ensure advertising can’t be added to the ball
and only the allowable items could be on the ball.
2. The body of the home team jersey (inside the shoulders, inclusive
of the yoke of the jersey or the shoulders, below the collar and to the
bottom of the jersey) may not include white and shall be a color that
contrasts to white. The rationale is teams are buying lighter and lighter
gray as gray and gun-metal shades are popular and beginning to blur
the lines between the jerseys.
The jersey changes of the early 2000s were intended to have one team
in white and one team not in white. Numbers are becoming tougher
to see and coaches are frequently complaining about the inability to
clearly see an opponent’s numbers on scout ﬁlm, which has become a
competitive disadvantage that wasn’t intended. If this passes, the committee will decide if a phase-in period is necessary.
White can appear in the body jersey of the home team only as the
jersey number, the school’s nickname, school logo or school name and/
or player name, as a decorative stripe during production following the
curve of the raglan sleeve or following the shoulder seam, within the
collar or as a side seam.
3. Tooth or mouth protectors shall have no words, logos, numbers or
other symbols. A current NFHS interpretation is designer mouthpieces
with animal teeth, fangs and other symbols are an insignia and form of
taunting that may cause ill will. Plain mouthpieces eliminates this as a
form of taunting.

New York Bill Would Ban Youth Tackle Football
A New York lawmaker is trying again with legislation that would prohibit children 13 and younger from playing in organized tackle football
leagues. Assemblyman Michael Benedetto’s bill would affect both community and school, but not
private, leagues. It’s intended
to prevent head injuries in
children whose developing
brains are at greater risk of
permanent harm.
Benedetto says he is trying
to save football from its own
dangers and that it’s safer for
kids to play non-tackle football
until they are older.
Benedetto says some lawmakers tell him they support his idea but think it would turn off voters
and he has been roundly accused of trying to “ruin” a deeply ingrained
part of American culture.
The bill has been introduced repeatedly in recent years but hasn’t
received a vote. Q
teaminsightmag.com
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Three For All
The Augusta Sportswear Group is now home for three well-known brands.
Team Insight: Exactly what changes have been made?

Dave Elliott: We have consolidated our Holloway,
High Five and Augusta divisions and refocused our
business around three market-based segments —
Outdoor, Team Uniform and Off-Field.
What are the beneﬁts for the companies and your
customers?

Dave Elliott, CEO, Augusta Sportswear Group

The changing nature of the team
sports business was never more
evident than with the news late last
year that three well-known apparel
brands – Augusta, Holloway and
High Five – were being consolidated
under one corporate umbrella called
the Augusta Sportswear Group.
The move was made in response to
current market conditions with the
goal of streamlining operations and
offering the team business a onestop-shop for the three brands.
Team Insight asked Dave Elliott,
CEO of the newly formed Augusta
Sportswear Group, to explain the
reasons for the consolidation and its
impact on team dealers.
By Michael Jacobsen
14 Team Insight / March 2017

This shift delivers beneﬁts in three ways.
First, consumer focus. By organizing around
market-based segments, we reorient our business
around the consumer. The North Star for each
business unit becomes a deep understanding of
the consumer within each market segment. This
will invariably result in better products and better
solutions.
Second is customer growth. With this move we’re
also moving to one catalog, one invoice and one
shipment. Ultimately, dealers and decorators will
have access to the full portfolio in a single transaction. Three brands, one transaction will create more
value and drive more growth for our customers.
And third, business simplicity. This move also
simpliﬁes our organization and customer interaction. Rather than having three businesses operating
independently, we’re now one business, one team,
working with one set of processes towards one goal
— serving the customer with one point of contact.
Our internal project name for the consolidation
is the Power of One, because it truly unleashes the
full combined strength of our organization for the
ﬁrst time in our history.
Your message to your customers mentioned the need
to simplify all you do. How does this consolidation
accomplish this goal?

Our goal is to have one customer number, one
catalog/website for ordering, one invoice to pay and
one shipment to receive. In addition, our customers
will now have access to all three brands with one
point of contact. Our product assortments will be
recalibrated across the brands to work together,
creating powerful assortments with the broadest
array of styles, colors and options. Dealers and
decorators will be able to mix and match our brands
and products to come up with the perfect assortment for any situation.

What is the timing for all of the changes to take
place and when will dealers see the effect?

Because we believe in the beneﬁts of this move
so strongly, we’ve created an aggressive timeline for
the Power of One consolidation. Here’s the schedule:
UÊ>ÃÌÊ iViLiÀ]ÊÜiÊVÀi>Ìi`ÊiÊÃ>iÃÊvÀVi°Ê"ÕÀÊ
customers now have one single point of contact for
anything related to our three brands.
UÊÊÌ iÊÃiV`ÊµÕ>ÀÌiÀÊvÊÓä£ÇÊÜiÊ>ÀiÊÛ}ÊÌÊ
one set of business terms. This will include a single
pricing and freight policy across all brands, in addition to moving to a single invoice for all transactions.
UÊ/ i]ÊÊÌ iÊÌ À`ÊµÕ>ÀÌiÀÊvÊÓä£ÇÊÜiÊÜÊ>ÕV Ê
one catalog with all three brands. At that time customers will also have one phone number and one
website from which to order. The end result is one
truly uniﬁed experience for our customers.
What niche will each of the brands ﬁll in team sports?

The High Five brand is the only brand that will have
a narrowly deﬁned focus. In this case, it will focus
on soccer and volleyball, consistent with the legacy
and strong heritage of the brand in those sports.
Our Holloway brand, with its rich tradition in
varsity jackets and outerwear, will be targeted
primary at high schools, elite clubs and universities. Holloway will be focused on a broad range of
sports and categories.
The Augusta brand, with its strong overall value
positioning, will be more focused on youth, travel
clubs, recreational and middle school consumers.
Augusta will also be focused on a broad range of
sports and categories.
You plan to have one sales rep handling all three
brands. So what are your plans for maintaining the
brand identity of each of the three brands?

It starts with the customer. Each brand needs to
have a clear and distinct purpose and positioning
that is oriented around the customer. Then, all three
brands need to have a coordinated, synergistic
approach that allows our customers to match the
appropriate brand and product with the opportunity.
The result will deliver the broadest portfolio in the
team sportswear sector and create a solution for
every potential need or situation.

So in a nutshell …

How is the sales organization for the three brands
being set up?

This focuses our business around the consumer,
drives growth for our customers with better overall offerings and simpliﬁes internal and customer
complexity.

They will continue to be organized regionally to
stay close to our customers. However, all of our
sales reps will now have access to the full portfolio
of brands and products. Previously, they only had
teaminsightmag.com

Clockwise from left: High Five, Holloway, Augusta

“This focuses our
business around the
consumer, drives
growth for our
customers with better
overall offerings and
simpliﬁes internal and
customer complexity.”

access to one brand. In addition, we have created a new
team that is focused exclusively on building strategic
partnerships.
Why is the Augusta Sportswear name being used?

We are assessing what name makes sense for our corporate brand identity. While this is an important strategic
decision, it is not a near-term priority.
What will be the role of your existing independent reps?

It will be the same, just with more brands and products available to them. Same outstanding reps, now with
stronger offerings.
How many Holloway and High Five employees are either
relocating to Augusta or staying with the company but
working out of the distribution center?

In addition to maintaining the Holloway/High Five DC in
Sidney, OH, and its employees, several employees in sales,
marketing and general management have remained with
the company and have either moved to Augusta or are
working from our ofﬁce in the DC and/or their home ofﬁce.
Why is the DC remaining in Sidney?

Servicing our customers remains our priority. We felt
this was the best scenario for our customers. It maintained
continuity within our supply chain and maximized capacity. Sidney not only provides one- or two-day service for
many of our customers, but is also an important location
for our decoration capability, which continues to be an
important value added service for our customers.
What will be the impact of the consolidation on dealers in
terms of pricing, minimums, sales and customer service?

We are evaluating opportunities to simplify both pricing
and freight across all brands.
What is the process for educating and informing team
dealers about the consolidation in the next few months?

We have been communicating the changes to dealers
using a combination of face-to-face meetings, phone
calls, email communications, trade show events and
the ASG portal.
Any ﬁnal comments on the consolidation and the impact
it will have on your brands and the team sports business
in general?

This move is just the beginning. We are embarking on
a new mission for the Augusta Sportswear Group — one
that is deeply focused on the customer and consumer,
one that is committed to providing the best products,
the best solutions and best overall assortments for our
customers. Q
teaminsightmag.com
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business,” he understates.
“Baden’s support of women’s sports, speciﬁcally
basketball and volleyball, dates to the earliest
years of our company,” says Michael Schindler,
president of Baden Sports. “That decision changed
our growth trajectory overnight.”
Team dealers are certainly on board with the
growth of the girls’ game and most couldn’t imagine
being in business without them. Their interest is
often as much personal as it is professional.
In Mesa, AZ, Dennis Callison, owner of East
Valley Sports, says he probably would be out of
business if girls were not buying from him. “Without
girls playing sports, my business would be cut in
half,” he admits.
“Our business would be about half of what it is if
girls were not playing sports,” agrees Keith McCall,
owner of Team Sports Outﬁtters, Bristol, TN.
“Girls are into everything and playing everything,” adds Becky Whipp, co-owner of Dave’s
Sporting Goods, Vero Beach, FL. “I know
because I have three daughters.”
Far away in Glendive, MT, the story
is much the same, as Jock Stop sells
a considerable amount of casual
sportswear to female athletes
in addition to team-related
sales. “Many of our local
girls come to our store to
buy athletic wear and
leggings, which helps
with overall sales,”
reports store manager
Gabby Smith.
In St. Albans, VT, Kevin
Smith, owner of Kevin
Smith’s Sports, goes as far
to admit that without girls, he
would be in tough shape right now.
“As women’s sports have grown, we have grown
with them,” adds Brian Pepper, sales manager at
Universal Athletic, Bozeman, MT. “They are a huge
part of our business.”
In Beckley, WV, Larry Foster, owner of Spartan
Sporting Goods, says sales to girls are part of the
lifeblood of his organization. “If girls were not playing sports and buying product from me, it would
be devastating,” he says. “Over the last 10-15 years,
sales to girls sports teams have accounted for
nearly 50 percent of my annual revenue.”
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t’s a simple question that team dealers may
ponder in their few moments of spare time:
How did we keep the lights on before girls
starting playing team sports?
That’s because back in pre-Title IX days,
boys dominated the world of team sports and
the business was built around their needs. But
four decades later, while the boys still slightly
outnumber the girls in terms of participation,
the growth of girls’ sports has steadily
outpaced that of their male counterparts
— and there is no end in sight.
“In the 40-plus years since the
passage of Title IX, opportunities for girls in high school
sports have exploded,”
says Bob Gardner,
executive director, of
National Federation
of State High School
Associations (NFHS).
“During that time,
opportunities for women
in positions of leadership in
nearly every facet of American
life have reached new levels. This
correlation is not an accident.”
NFHS research makes this growth clear. In
1971-72, 294,015 girls played high school sports in
the U.S. That number today: 3.3 million. That’s
an increase of more than 1000 percent.
“Increased participation of women in sports
has brought a unique perspective to the industry,” says Melissa Dawson, president of Molten
USA. “The full impact of women and girls practicing their leadership skills on the court has
led to them ﬂexing those same skills when
coaching and broadcasting and as employees
throughout the sports and ﬁtness industry.”
For team dealers and vendors, that number
mirrors the growth of their own girls’ business.
It is not a stretch to say that if girls were not
playing team sports in these numbers, the size
of the team sports business would be half of
what it is today.
“It’s fair to say that if girls were not playing
sports in the U.S. right now, then sales of 28.5
basketballs, softballs and millions of team
uniforms would suffer,” says Joel Dunn, south
Florida salesman for Legacy Team Sports,
Ocala, FL. “Girls playing sports is good for

By Mike May
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Girls Drive The Lane
Basketball is the most popular team sport for
females in the U.S. and, according to SFIA research,
there are 6.1 million females playing basketball these
days. At the high school level, NFHS reports there are
17,890 schools with 429,380 girls playing hoops. The
top ﬁve states are Texas, California, Pennsylvania,
Illinois and New York.
The numbers are also up on the collegiate level:
In 2015-16, there were 16,590 women playing NCAA
basketball, an increase from 15,307 in 2007-’08.
With team dealers, girls’ basketball has been a
major revenue generator for years.
In southern Indiana, girls keep the cash register
ringing for Kratz Sporting Goods, Clarksville, IN.
According to salesman Jim Brown, basketball is
the number two girls’ sport for his business, just
behind volleyball.
Brown says that girls play basketball for their
schools as a winter sport in Indiana and Kentucky

and then from April through June switch to AAU
leagues throughout the Midwest.
When it comes to equipment and accessories, the
girls have virtually identical purchasing patterns
as the boys.
“The girls are getting the same things that the guys
are getting,” notes Brown. “Many female basketball
players are wearing one of many shoes from Adidas
that we sell.”
At Jock Stop in Montana, girls’ basketball has
never been stronger.
“The biggest difference between boys’ and girls’
basketball teams is that girls are more adventurous
with their socks,” reports Smith.
In Arizona, girls’ high school basketball business
is strong for East Valley Sports, but Callison says
his business is, for the most part, limited to local
schools. “Girls travel basketball teams are buying
online and not from my store,” he says, and as a
result he doesn’t sell much to club, travel and

“Girls are into
everything and
playing everything.
I know because I
have three daughters.”
Becky Whipp, Dave’s Sporting Goods
Volleyball is the number three high school sport.

women’s college teams.
For Callison, the major difference is that female
athletes are more pragmatic in their purchases than
boys. “Girls are more ﬁt and fashion driven,” he
explains. “Girls tend to focus on the look, texture and
the cut. They will take two or three samples to share
with their teammates. Girls are just more detailed.”
In eastern Tennessee, where girls’ basketball is a big
deal because of the years of success of the University
of Tennessee women’s basketball team, demand is
rock solid. Two basketball brands are enjoying the
demand for their products in the eastern half of the
Volunteer State and western Virginia.
“We sell lots of Wilson basketballs and Adidas
shoes for girls’ basketball,” says McCall, of Team
Sports Outﬁtters.
In north and central Georgia, Fayette Sporting
Goods, Fayetteville, GA, reports that girls’ basketball
teams are ordering everything that the boys are
ordering – uniforms, basketballs, warm-ups and socks
– although this dealer doesn’t sell basketball shoes.
“We got out of the shoe business about 20 years
ago,” says owner Howell McElroy “It’s too much
of a headache.”

A Spike In Sales

teaminsightmag.com
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Volleyball is the third most popular team sport
for females in the U.S., with 3.9 million participants,
according to SFIA. At the high school level, NFHS
reports there are 436,309 girls playing at 15,755
schools, making it the number three sport in terms
of number of teams and second in participation.
“The number of programs is still on the increase,”
reports Becky Oakes, NFHS’s director of sports.
“Volleyball rules are in a very good position and
we are not seeing a lot of changes in the technical
rules,” notes Oakes. “The focus has been to concentrate on keeping the rules up with the athleticism of
today’s high school players, keep the play moving
without unnecessary stoppage, risk minimization,
and preserving the integrity of the game in the
education-based setting.”
On the collegiate level, there has been an increase
in overall participation — up to 17,118 in 2015-16
from 14,715 in 2007-08.
Manufacturers of volleyball gear, products and
accessories are well aware that their main target is
the athletic female.
“Without women in sports, I can tell you that we
would not make quality volleyballs and volleyballrelated sports equipment our priority in the United
States,” says Dawson, of Molten USA. “Molten USA
would not be what it is today.”
Dawson points out that volleyball is unique in
the U.S. because it has a female majority. “While we
do see the expansion of boys’ and men’s volleyball
programs, girls and women are Molten’s largest
demographic,” she says.
“Competitive indoor volleyball remains a femaledominant sport in the U.S. due to its approachability
at a young age and the prominence of high school
and club programs,” explains Chris Morton, director
of brand strategy at Tachikara.
One unique aspect of volleyball that dealers need
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to understand is that volleyball requires different
equipment.
“Many people don’t know this, but men and women
in volleyball play with different volleyballs,” says
Dawson. “We are one of the few countries, if not
the only country, that differentiates the internal and
cover design between men’s and women’s volleyballs.
This aspect makes it extraordinarily important to
manufacture volleyballs that suit the unique needs
of women and men playing the sport.”
By having a presence in the Summer Olympics
every four years, both court and beach volleyball are
given prime-time television exposure to millions of
girls, which is a big plus for attracting new players.
“The Summer Olympics expose volleyball to the
masses every four years and stimulate interest,”
says Tachikara’s Morton. “That quadrennial bump
in interest serves to motivate the club/recreational
levels of participation more so than the competitive

“A lot of soccer uniforms
and gear is imported.
Every consumer is looking
for a better source and a
better price. I’m always
getting beat up on price.”
Matt Godek, Matt Godek Rugby & Soccer
interscholastic or intercollegiate levels. Retailers
are typically more open to buy and merchandise
the volleyball category during these high-exposure
periods, but the selection at retail remains price-point
and margin-driven.”
Kratz Sporting Goods is certainly aware of these
bumps and volleyball remains its top-selling category for girls.
“Volleyball is big in the state of Indiana,” says
Brown. “It’s always volleyball season in Indiana.
From January to June, there’s club and travel volleyball. Then in the fall, it’s high school volleyball.”
He says that one of the residual side effects of the
club/travel volleyball programs is that local school
teams are purchasing many of the same extra items
and accessories that the club programs are buying.
Girls play high school volleyball in Montana, but
travel volleyball is not that big — yet.
“High school girls’ teams are buying lots of knee
pads, socks, shoes, uniforms, spirit packs and lots
of ankle braces,” says Jock Stop’s Smith. “The girls
like to get matching headbands, shoes and socks.
Schools are also buying volleyballs, nets and volleyball systems.”
Middle and high school volleyball remains vibrant
for Team Sports Outﬁtters, where one particular girls’
volleyball club, known as Extreme, has a footprint in
13 different communities. That club is buying a signiﬁcant amount of brand-speciﬁc volleyball product.
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“Volleyball players are buying Mizuno shoes, volleyballs from Baden and Tachikara, and long-sleeved
sublimated uniforms from Adidas,” notes McCall.
“Teams are also buying court systems from Bison.”
Even in sunny Florida travel volleyball is not showing any signs of slowing down. “We have a travel
league that has 12 teams,” says Dave’s Sporting
Goods’ Whipp. “They all buy uniforms, knee pads,
volleyballs and socks.”
Girls play volleyball in Florida in the fall, with boys’
volleyball in the spring — but male participation is not
as strong. “Without girls playing volleyball in Florida,
the volleyball business in the Sunshine State would
be minimal,” says Dunn, of Legacy Team Sports.

Kicking It In
Soccer is the second most popular team sport for
girls, with 4.5 million now playing outdoor soccer
and an additional 1.8 million playing indoor. At the
high school level, there are 381,529 girls playing at
11,676 schools, making it the sixth most popular
sport. The top ﬁve states are California, Texas, New
York, Pennsylvania and Illinois.
On the collegiate level, there were 27,358 women
playing NCAA soccer last year, up from 22,682 in
2007-08.
Team dealers certainly are aware of these numbers.
In Kansas City, MO, there are lots of girls playing
soccer at the recreational and school level, which is
potentially great news for Randy Nill, owner of Nill
Brothers Sporting Goods. But, while he is pleased
to get his share of the local business, the lion’s
share of the local spending is with Internet-based
companies and local soccer specialty stores such
as Soccer Master.
Nill says his company carries all of the key soccer
brands, but he is a little disappointed that so many
local funds are spent with online soccer outlets,
which, frankly, can’t deliver the kind of personal
customer service that is needed in a pinch.
“Many local soccer teams are still buying their
uniforms through us because we give them the
attention they need, especially if there’s an issue
or a problem,” admits Nill.
In Vero Beach, FL, the local Indian River Soccer
Association gives all local girls a chance to play soccer,
which drives business to Dave’s Sporting Goods.
“Girls are buying soccer cleats, uniforms, socks
and goalie gloves,” says Whipp, who admits that the
soccer apparel culture is, in many respects, fashion
and peer driven and is largely inﬂuenced by what
younger players see on television and on the Internet.
In Vermont, soccer is the number one girls’ sports
category for Kevin Smith’s Sports.
“Local clubs and schools are buying uniforms,
socks and soccer balls, while the individual players
are buying their own cleats and shinguards from our
retail business,” says Smith.
In Wilmington, DE, Bob Knepper, sales manager
at Al’s Sporting Goods, says the girls’ soccer business in local schools is great as the teams are buying
uniforms, balls, socks and shinguards from the local
team dealer.

In the great Northwest, “soccer has always been
a big sport,” says Pepper, of Universal Athletic. “A
few of the colleges in Montana have started up
women’s soccer and I think that has given more
female athletes the opportunities to advance beyond
their high school and club careers.”
In Merriﬁeld, VA, Matt Godek, owner of Matt Godek
Rugby & Soccer Supply, used to have a national
clientele, but today he serves mostly a local market
in the greater Washington, D.C. area because he
has lost much of his soccer sales to Internet-based
businesses and overseas outlets.
“A lot of soccer uniforms and gear is imported
from overseas,” adds Godek. “Every consumer is
looking for a better source and a better price. I’m
always getting beat up on price. The business is not
as good as it used to be.”
Dealing with female soccer players can be somewhat challenging for retailers like Godek. “Young girls
come in all shapes and sizes,” adds Godek. “Getting
the right sized jersey and shorts for every player is
not easy, but we get it done.”

Sticking Up for Girls
Lacrosse remains an up-and-coming team sport
for girls across America and SFIA says there are
728,000 playing (compared to 1.4 million boys).

“The girls like to get
matching headbands,
shoes and socks.
Schools are also buying
volleyballs, nets and
volleyball systems.”
Gabby Smith, Jock Stop

According to the NFHS, there are 2572 schools
with 88,050 girls playing in 25 states. The top ﬁve
states are New York, New Jersey, Massachusetts,
Pennsylvania and Massachusetts.
An important note for dealers considering any
investment into the girls’ side of the sport: Overall
lacrosse participation by girls grew 3.8 percent
last school year. Boys’ participation grew by less
than one percent in that same period.
On the collegiate level, in the 2015-16 academic
year there were 11,375 women playing NCAA
lacrosse, up from 6830 in 2007-08.
“Lacrosse is one of the fastest-growing sports
in the U.S.,” points out James Weaver, NFHS
director of sports for lacrosse. “We are working
very closely with U.S. Lacrosse on a set of rules
that will keep the sport safe and fun to play.”
Safety is one of the heated topics in girls’
lacrosse in 2017, with eyewear and headgear
regulations being debated. U.S. Lacrosse women’s
rules mandate the use of protective eyewear and
beginning this year a new standard, ASTM 3077,
is regarded as legal for play.
The issue of headgear isn’t as clear-cut.
According to Caitlin Kelley, senior manager–
women’s for U.S. Lacrosse, while there is now
an ASTM performance standard on headgear its

use remains optional in girls’ lacrosse. (The only
exception is in Florida, where girls are required
to wear some type of soft protective headgear.
As of January 1, 2018, the ASTM standard will be
mandatory in Florida.)
While U.S. Lacrosse remains neutral on the
headgear issue, one headgear company feels that
its product will make a positive impact.
“While we know that headgear can’t take
concussions out of the game, it can provide
substantive protection against the type of stickto-head and ball-to-head impacts that are the
common source of head trauma in girls’ lacrosse,”
says Rob Stolker, founder of Hummingbird
Sports, which has developed an ASTM certiﬁed
girls’ lacrosse helmet.
“We love the women’s game and want to see
it continue to remain a beautiful game that is
signiﬁcantly different from the men’s game,” Stolker
says. “However, we believe that this can’t be at the
expense of the girls’ safety. With improvements
in nutrition, conditioning and coaching, girls are
getting bigger, stronger and faster and the risk of
head trauma has increased.”
The importance of girls’ lacrosse to team dealers
varies greatly around the country. In Phoenix, the
local girls’ travel lacrosse teams are shopping
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High school lacrosse is played in 25 states.

online rather than locally, according to Callison,
of East Valley Sports. “Lacrosse is an e-commerce
sport,” he points out.
The support infrastructure is starting to take
shape in many places, including Montana, says
Pepper, of Universal Athletic. “In my hometown
they had to turn away boys and girls because
of a lack of coaches,” he points out. “Finding
knowledgeable coaches is one area where there
has been a hold up in the growth.”

“We love the women’s
game and want to see
it continue to remain a
beautiful game that is
signiﬁcantly different
from the men’s game.”
Rob Stolker, Hummingbird Sports
But despite these growing pains the sport is
taking hold. “In the last three years, girls’ lacrosse
has grown rapidly in the rec and club leagues,”
Pepper says, although most of his territory does
not have high school lacrosse teams.
The lacrosse business is better in Delaware for
Al’s Sporting Goods. “We sell a lot of girls’ lacrosse
uniforms to area schools,” says Knepper.
While the spor t is a ver y popular in
Massachusetts, much of the business is going
to lacrosse specialty stores like Commonwealth
Lacrosse. Nevertheless, Beacon Sporting Goods,
Quincy, MA, is picking up some of the work.
“Our lacrosse business comes from winning
bids from local schools for sales of helmets and
uniforms,” says Beacon salesman Frank Brillo.
In White House Station, NJ, the business of
selling lacrosse to girls is brisk, but it could be
even better for Darrow Sporting Goods.
“Local players are buying sticks, goggles, cleats,
uniforms, balls and headgear,” says sales manager
Nicole Ericson, but a near-by lacrosse specialty
dealer, Universal Lacrosse, is the dominant player.
In Vermont, lacrosse is the number two
girls’ category for Kevin Smith’s Sports. “Local
participation in girls’ lacrosse is stable,” says
Smith. “It’s not going up and it’s not going down.
“Girls will buy two sticks during their playing
careers,” Smith points out. “They will buy one
when they start playing and another one when
they start playing in high school.”
While lacrosse continues to grow in popularity,
there’s still room for growth in new markets. For
instance, girls’ lacrosse is not played much in
eastern Tennessee, but when the sport arrives
Team Sports Outﬁtters will be there to cater to it.
“We don’t sell lacrosse, but I wish we did,”
admits McCall. “I’ll be ready when the local girls
start playing.” Q
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Girls Got These Games, Too
There are opportunities for dealers in non-traditional sports for girls.
In many more ways than one, gender roles in America are being re-deﬁned. But this is not an article about individual rights, restroom choices or the workplace. Rather, it
is about the opportunities team dealers can ﬁnd if they look hard enough at traditional sports being played by girls — baseball, football, rugby and wrestling, to name just
four of them. Let’s take a look at how girls are making incursions into boys’ sports and what that may or may not mean for the team sports business. By Mike May

Her American Pastime

Girls on the Gridiron

When any mention is made of girls playing baseball, the ﬁrst person that anybody thinks about
is Mo’ne Davis, the young girl from Philadelphia
who played, pitched and hit in the 2014 Little
League World Series. (There were actually two
girls who played in the Little League World
Series that year, but Mo’ne produced the most
head-turning moves by becoming the ﬁrst girl
to earn a win and throw a shutout in the history
of the Little League World Series.)
A little research ﬁnds out that she was actually
the 18th girl to play in the Little League World
Series and the sixth girl to get a hit. Based on
her record-breaking achievements during that
week in late August of 2014, she was also the
ﬁrst Little League baseball player to appear on
the cover of Sports Illustrated.
According to SFIA’s U.S. Trends in Team Sports,
there are 2.6 million females playing baseball
in the U.S. (There are four times as many boys
playing baseball.) The vast majority of these
girls are learning the game in local T-Ball and
coach-pitch leagues.
Yet at the high school level, 1290 girls from
254 schools are playing high school baseball in
27 states, according to the NFHS.
“We are encouraged to see girls playing baseball,” says Elliot Hopkins, baseball rules editor
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at NFHS. “Their participation strengthens our
sport and gives more young people the opportunity to be a part of one of our largest sports.
“We expect that young women will develop
more advanced playing skills, learn more about
themselves and contribute to their high schools,”
he adds. “This is a good thing. The beneﬁts of
participation are real.”
NFHS is not the only national group that supports girls who want to play baseball.
“Girls are allowed to participate in our baseball
programs,” points out Steven Tellefsen, president/CEO of Babe Ruth League. “The percent is
very low, but a majority of the girls play in our
Cal Ripken Division for players 4-12-years of age.”
“We absolutely allow girls to play baseball
and many do,” says Abe Key, president of Pony
Baseball and Softball.
Ofﬁcials at the upper echelons of baseball are
also supporting the concept that girls deserve
the chance to play baseball.
And there’s one organization in the U.S. which
speciﬁcally caters to girls who like to play baseball —- with and against other girls.
“Baseball for All empowers girls who love
baseball through tournament play and leadership activities,” says Justine Siegal, founder of
Baseball for All. Q

While football may have the image and
reputation of being the exclusive domain
of males, that is far from the truth. Almost
2000 high school girls are playing 11-player
tackle football at 576 schools in 34 states,
according to NFHS, with California leading
the way in participation numbers.
Young girls are playing tackle football
at the national youth level, as well. There
just aren’t too many of them.
“Every year, about one half to one percent of our players are girls,” says Jon
Butler, executive director of Pop Warner
Little Scholars. “Until they reach puberty,
many girls are physically capable of playing alongside boys in football.” Most girls
playing football are ﬁve- to 11-years old.
“Since our players arrive at the ﬁeld
dressed and ready to play, there are no
locker room issues,” says Butler. “The
coaches coach the girls and treat the girls
the same as they do the boys.”
An interesting story about girls and
tackle football is taking place right
now at Campbellsville University in
Campbellsville, KY. In the Fall of 2013,
the name of a young female high school
football player – Shelby Osborne –
appeared on a recruiting list from her
school. According to Campbellsville
University AD Rusty Hollingsworth,
Osborne was invited to watch the college’s Spring football game in 2014 and she
later signed and enrolled for the 2014-15
school year.
“When she ﬁrst joined our program
there were some reservations on the part
of many of the players, but, over time, she
earned their respect with her diligence
and work ethic and the simple fact that
she did not quit,” says Hollingsworth. Q
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Rugged Ladies

A Harriet Half-Nelson

Rugby has come a long way since young William Webb
Ellis picked up a soccer ball and ran with it on the
playgrounds of Rugby School in England back in 1823.
Now, the sport is played worldwide and is played by
boys and girls — and men and women. Just as the men
have a Rugby World Cup, ladies have their Women’s
Rugby World Cup. (The U.S. women’s national rugby
team has been a runner-up on two occasions and won
the event in 1991. The next Women’s Rugby World
Cup will be held this year in Ireland.)
Girls in the U.S. and around the world understand
the allure of rugby and apparently they love playing
it. There’s a good reason why American girls are
playing this rough and tumble sport.
“A lot of girls grew up in the U.S. watching football
and they want to play a game where they can run, pass
and tackle, as well,” says Tiffany McCoy, marketing
manager for Rugby Imports, a rugby retailer, based
in East Providence, RI.
McCoy practices what she preaches and her rugby
resume includes 14 years as a player and national
appearances for the U.S. U-23 and U-19 teams. She
currently plays club rugby for the Providence Rugby
Club in Rhode Island after playing in college at the
University of Kentucky and the University of Northern
Iowa.
“Girls like to play a sport with the same rules as the
guys,” adds McCoy, who points out that 40 percent
of the company’s Facebook followers are females.
And they spend as much money as the boys do to
support their rugby habit.
“A rugby player is a rugby player. Girls are buying
cleats, socks, shorts, jerseys and protective gear,”
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says McCoy. “The big difference with women playing rugby is that they like to buy and wear the fan
apparel, slogan T-shirts and international jerseys.”
According to Rugby Imports founder Bob Hoder,
the biggest issue that women face is ﬁnding a cleat
small enough for them. Hoder says the largest
concentrations of women rugby players in the U.S.
are in California and various parts of the Midwest,
such as Wisconsin and Minnesota.
While the majority of Rugby Imports’ revenue
comes from guys playing rugby, its college rugby
business, based on gender, is roughly 50/50, according to McCoy.
Matt Godek, president and founder of Matt Godek
Rugby & Soccer Supply, Merriﬁeld, VA, says rugby
in this country has changed. In the 1970s, 1980s
and 1990s, rugby was fueled by men’s collegiate
and post-collegiate clubs. Today it is a youth-driven
sport — and girls are now a huge part of the youth
rugby movement.
“Today’s female youth rugby player is ﬁve to
10-years old and is usually playing touch rugby,”
notes Godek. “At that age, girls can play alongside boys and it’s equitable. Many of the young
girls are continuing to play the game after age 10
because they are getting acclimated to the sport
at a young age.”
According to Godek, who has been selling rugby
and soccer apparel, gear and accessories since
1978, the growth of youth rugby has been a boon
for the soccer business. “All of today’s youth rugby
players, especially the girls, are wearing soccer
cleats,” adds Godek. Q

For a number of reasons,
wrestling is attracting more
young girls to the mats. At
the high school level, 13,496
girls from 1941 schools (and
39 states) are participating,
with more than 70 percent of
them from either California,
Texas, Washington or Hawaii.
The rest of the country still
has a ways to go to catch up,
however.
One of the nation’s most
proliﬁc team dealers when
it comes to selling wrestling
is Nill Brothers Sporting
Goods in Kansas City, MO,
but owner Randy Nill says
100 percent of his wrestling
business goes to men’s programs. High school women’s
wrestling just doesn’t exist in
his part of the country.
While women’s wrestling at the college level
takes place, there very few
schools that sponsor the
sport and there are only 33
women’s wrestling programs
in the Women’s Collegiate
Wrestling Association
(WCWA). (That list can be
found at this website: http://
bit.ly/2kUCWV8)
As one might expect,
though, women’s collegiate
wrestling is a popular entertainment option on college
campuses where it takes
place.
“We do draw big crowds
for our women’s matches,”
says Hollingsworth, AD at
Campbellsville University.
“We hosted the NAIA championship this year and won
it. Our team just returned
from the WCWA nationals
and ﬁnished third.” Q
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STATS

Girls Rule: There are seven team sports where more than half
of the participants are female.*
cheerleading .................. 98%
fast-pitch softball ............ 78%
gymnastics ..................... 77%
court volleyball ................ 69%

2
3
4
5
6
7
8
9
1O

11

grass volleyball ............... 61%
swimming ....................... 53%
ﬁeld hockey ................... 52%

The Magniﬁcent Seven: The most popular team sports
basketball s soccer s court volleyball s gymnastics s
fast-pitch softball s cheerleading s baseball.*
Gridiron Gals: Girls are playing high school
tackle football in 34 states.
Female Factor: There were 3.3 million girls who
played high school sports last year, compared to
4.5 million boys. The number of girls playing high
school sports has risen every year since 1988-‘89.**

HS SPORTS

1

why team dealers should focus on girls’ sports.

3.3M

GIRLS

Gender Rising: Female participation in college sports from
2005-06 through 2015-16 has increased at all three levels.
The Division I level S PERCENT s $ )) LEVEL S 45.4 percent
s $ ))) LEVEL S up 23.7 percent. Combined, NCAA participation
has increased by 25.7 percent since 2005-06.***

12
13

More Teams: There has been a 14.2 percent increase in
women’s athletic teams at the NCAA level since 2005.***

14

More Than 1000 Teams: There are now five NCAAsponsored sports that boast more than 1000 female teams
basketball (1109) s cross-country (1075) s volleyball (1072) s
soccer (1035) s softball (1006).***

15

.. The Coaching Ranks: In 2008,
there were 438 men and 612 women
head coaches of women’s NCAA
basketball teams. ***

4.5M

Surging Sports: A number of collegiate sports have shown
signiﬁcant gains in participation in the 2015-16 academic year:
basketball s soccer s volleyball s lacrosse.***

BOYS

Girls on the Rise: In 1971 there were 294,015 girls and
3,666,917 boys playing high school sports. Since then, overall
participation by girls has risen by well over 1000 percent,
while boys’ participation has risen just 23.9 percent.**
Girls Play Ball: Girls are participating on a high school team in
more than 60 different sports.**
The Top 10 : From a participation perspective, the top 10 most
popular sports for high school girls are (in order) track and ﬁeld
s court volleyball s basketball s soccer, fast-pitch softball s crosscountry s tennis s swimming s diving s competitive spirit squads
lacrosse.**
Big Sports on Campus: While outdoor track and ﬁeld and court
volleyball have the most female high school athletes, basketball
and outdoor track and ﬁeld are the top two in terms of the most
teams, with 17,890 and 16,508 high schools, respectively.**
Top 10 States: The 10 states with the most girls playing
high school sports are (in order) California s Texas, New
York s Pennsylvania s Illinois s Ohio s Michigan s Florida s
New Jersey s Minnesota.**
Popular Niche Sports: Since 2010, the greatest average annual
increases in participation – for both men and women – have been
in lacrosse, rugby and ﬁeld hockey.*

2017 HEAD
COACHES

20

Really Good Reasons

615
499
MALE

FEMALE

16

Basketball Bucks: Just over 30 percent of
female basketball players come from homes
where the combined annual household
income is at least $100,000.*

17

Financial Finding: A full 36 percent of female lacrosse players
come from homes where the combined annual household
income is at least $100,000.*

18

Kids in Control: Of the
4.5 million female soccer
players, nearly two million of
them are ages six to 12.*

19
2O

Soccer and Salaries: Nearly 40 percent of
female soccer players come from homes where
the combined annual household income is at
least $100,000.*
Ladies Holding Court: 60 percent of court
volleyball participants and 69 percent of all core
(playing more than 13 times a year) players are female.*

Source: *SFIA, ** NFHS, ***NCAA
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SOFTBALL

Throw Like A Girl
Softball provides a consistent piece of the girls’ sports business for dealers.
By Tim Sitek

A

s a former collegiate player and then coach, Danielle Dike has
witnessed the women’s softball game at every level. Now she’s
using that experience and front-row position on the ﬁeld and
in the dugout to sell and service all things softball to female
athletes as softball manager for Longstreth Sporting Goods in
Spring City, PA.
As such, Dike, who began working for the team dealer, retailer and e-commerce
specialist for women athletes last July (see Longstreth Sporting Goods feature
on page 44) has a front-row seat to the role softball is playing in the lives of
young female athletes.
“We had an excellent January,” Dike says of the team dealer’s women’s
softball business. In fact, she’s been so impressed with the female-speciﬁc
equipment and uniforms offered to teams today that she asks, “Where was
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this when I was playing?”
She is not alone in that feeling. Other team dealers across the country have
seen suppliers do a better job of catering to women softball players and it’s
part and parcel to their ability to sell and service the sport. Most importantly,
the girls simply want to play and have game. (See related story on softball’s
2020 return to the Olympics on page 28.)
Sales remain strong for Holyoke Sporting Goods in Holyoke, MA, says
Betsy Frey, owner of the business that dates back to 1928. After working
there while attending college and after graduation, she bought the retail and
team dealer operation in 1994.
Sales of women’s softball continue to improve, Frey notes. Why? “The girls
are sticking with it. It’s no longer a case where they are playing just for their
parents. They are taking it more seriously,” she notes.
And that often starts at a younger age in her primary market to recreational
leagues. Rather than hitting the ﬁeld as third and fourth graders, the leagues
teaminsightmag.com
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are ﬁnding youngsters want to play sooner, she says.
In the northeast, sales remain strong, agrees Greg
Heider, VP–sales and marketing for Sportsman’s,
a team dealer covering Pennsylvania and surrounding states from its base in Johnstown, PA.
In particular, travel teams and the school market
drive its women’s softball business.
Ditto for Dixie Diamond Sports in Moulton,
AL, says Chris Terry, CEO and owner of the team
dealer. Sales are picking up as more females play
the sport, especially the travel teams that drive his
business. “The competitive teams want the best
and we are very good at what we do,” Terry says.
That’s not to say that Dixie doesn’t reach the
high school business, which accounts for about 40
percent of his women’s softball business. Even at
that, schools often see players decide to focus on
travel ball, he notes. That also holds true for the
rec business, which is declining as more females
elect to join a travel team.

Reaching Out to Girls
Catering to female athletes for three decades, it’s
not surprising that Longstreth also sees travel teams
as the primary driver of its business. Longstreth’s
reputation certainly helps, but it also uses every
channel to reach its customers.
Dike makes the circuit to the many coaches’
clinics in its market. “They are huge for us. It gets
our team salespeople and me out there. It leads to
future accounts.” She’s also calling on more schools.
“It’s all about who you know,” Dike says. “We are
trying to reach out to more people.”
Longstreth also has a team sales department
that primarily handles uniform orders. Besides
personal relationships, the team of six salespeople
also develops business through its digital and print

Travel teams require attention, too, he adds.
What’s most important is ensuring they get what
they need when they need it. “You have to take
care of them,” especially since the main buyer for
those travel teams may change from year to year.
Yes, travel teams buy from team dealers based
on reputation, Heider notes. Word of mouth is
everything in keeping and generating those sales.
Sportsman’s also sponsors some travel teams to
(literally) keep its name out front, he adds.
The school market relies on visits and staying
competitive with bids that many schools require,
Heider says.

Making the Hard Sale
There are plenty of opportunities to outﬁt softball
players and teams with equipment, dealers note.
In particular, high-end bats sell, with many of
the women embracing Louisville’s Xeno, Dike says.
Additionally, Nokona’s walnut series of gloves is
catching on since it’s softball speciﬁc and its Made
in the USA label grabs attention.
In training aids, Dike has had success with the
Zepp sensor. The sensor allows players to analyze
their swing speed, launch angle, time to impact
and more. Plus, the results can be analyzed on a
mobile device and even compared to other players
such as Jennie Finch.
The girls deﬁnitely want better bats and even the
lower-level leagues are looking to upgrade, Frey
says. “They think the more money they spend, the
better they will hit.”
Frey also makes sure parents understand that
the gear is only as good as the player. She counsels
parents to practice with their daughters. “They’ll
buy a glove, but don’t understand that they need
to play catch with her as well.” Consequently, she

“They are sick of getting stuck with men’s pants.
They want the ﬁt. The girls are demanding and they
don’t want gray. They want black and white.”
Betsy Frey, Holyoke Sporting Goods
catalog. Of course, its extensive website targets
orders from players and parents.
Word of mouth drives business for Holyoke
Sporting Goods, Frey notes. “You treat somebody
well and the word gets out.”
She also uses email marketing through Constant
Contact and Facebook to reach customers and
build her business. In particular, Facebook pushes
business her way as the next best thing to word-ofmouth advertising. “It’s so easy and inexpensive,”
Frey says of Facebook marketing. “I’ll put an ad out
there for $10 and get 6000 hits.”
Calling on the schools is paramount for Dixie
Sporting Goods. “High schools depend on relationships and who they trust,” Terry says, so his
two roadmen are constantly visiting with softball
coaches in northwest Alabama.
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almost always sells a ball or two with any glove
purchase.
She also makes sure parents make an effort to
practice hitting with their aspiring Jessica Mendozas.
She tells them to buy a batting tee and the dealer
offers a moderately priced tee at $30, along with
some Wifﬂe balls to practice hitting in the basement. Parents get the message and usually buy the
tee half the time when buying that expensive bat.
Bats have been steady for Dixie Sporting Goods,
Terry says. The biggest trend he sees is for
chest protection for ﬁelders such as Heart-Gard.
Facemasks have always been strong since pitchers
and corner inﬁelders must wear those in many
leagues in his territory.
Holyoke continues to sell more ﬁelder’s protective masks, Frey says. “Parents will buy these no

problem for inﬁelders and pitchers.” Plus, many
leagues require that pitchers wear the protective
masks. Some high schools require inﬁelders to wear
protection as well, but that’s usually a purchase
made by the player, she adds.
Protective ﬁelder’s masks often are a personal
preference, Dike adds. “It depends on the team and
the coach,” she notes. In many cases, though, more
players and coaches especially want the ﬁelder’s
masks for practicing.
Additionally, team dealers do a good business in
soft goods, particularly the backpacks that hold bats.
Footwear, though, is a mixed bag. Longstreth sells
its share of metal and soft cleats, with Mizuno and
New Balance gaining ground, Dike says.
Frey offers multipurpose cleats so the girls can
use them for other sports, she notes. Holyoke pared
its selection to three models. “I gave up on trying
to sell too many brands and styles,” Frey says of
her footwear inventory.
Uniform sales are a big ticket for team dealers —
the challenge is keeping up with the trends among
fashion-conscious girls.
“They are very strong,” Heider notes. He sees
a lot of racer backs. Youngsters want that look.
And the girls want pants because of the weather
in the northeast.
Sublimation continues as a strong choice for decoration, Heider adds. But with a caveat: Teams need
to give enough lead time, generally ﬁve weeks, to
get that look. No matter what, though, Sportsman’s
looks for suppliers who can provide ﬁll-ins at least
for the next two to three years.
“The brighter the better for travel teams,” Terry
says of uniforms. Neons are back, while camo is
on its way out for those travel teams. As for high
schools, softball teams still go with the traditional
baseball look.
Frey says the girls want more than pants. They
want pants that ﬁt. “They are sick of getting stuck
with men’s pants. They want the ﬁt. The girls are
demanding and they don’t want gray. They want
black and white.” In particular, Champro has been
very good with a women’s cut at a good price,
she adds.
Sublimation hasn’t taken off in her market because
of the cost and the lead time, Frey adds, although
some high schools have the budget and time to
use sublimation.
Schools and travel teams have embraced sublimation to a greater extent in her region, Dike says.
Besides helping to give a uniform a unique look,
sublimation doesn’t crack and peel. Plus, sleeveless shirts aren’t as popular, along with full-button
jerseys. Even colleges are going to a two-button
jersey since the girls don’t have to worry about
buttons breaking and leading to an awkward,
embarrassing moment on the ﬁeld.
And, yes, thicker pants that ﬁt a woman’s silhouette sell. Suppliers have done a much better job
in designing for a female’s torso. “It’s huge for us
since we are geared to women. When I was playing,
everything was unisex,” Frey says. Q
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SOFTBALL

A Golden Opportunity
Softball is coming back to the Olympics, so what will be the impact?

W

omen’s softball got a big
boost last summer when
the International Olympic
Committee voted to return
the game to the 2020 summer
games in Tokyo. The popular
sport was unceremoniously dropped from the
Olympics after the 2008 Olympics in Beijing.
While the U.S. women’s team continues to
play in international tournaments, the Olympics
provided a huge stage and immense exposure
for the game. Team dealers certainly applaud its
return, but have mixed reactions on its impact.
Danielle Dike, at Longstreth, is decidedly
upbeat by the news. “I believe it will drive
participation and boost our sales,” she says.
After all, the sport is hugely popular in the
United States and the games will generate more
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interest. In fact, she was six-years old when
softball was ﬁrst played in the Olympics in 1996.
That prompted her interest in playing the sport.
Greg Heider, at Sportsman’s, agrees that the
sport’s return to the Olympics will have a positive impact on both participation and his sales.
On the other hand, Betsy Frey, with Holyoke
Sporting Goods, doesn’t think it will matter. “I
don’t think it will affect us. It doesn’t have the
same excitement. I hope that they will market it
to get the kids excited, but there are too many
other distractions.”
“That’s an iffy subject,” agrees Chris Terry,
with Dixie Diamond Sports. “It probably won’t
affect us. You may see more kids come out to
play. Softball should have never been left out.
Now, it’s the parents driving it. They want their
kids to play.” Q
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SOFTBALL

The State of the Game
Two softball advocates speak out on where the sport is headed in 2017.
Softball’s return took
some hard work,
hand wringing and
concerted effort to
convince the IOC to
reinstate the sport
after it was dropped
following the 2008
Summer Games.

W

omen’s softball hit a walk-off
homerun with this summer’s
announcement that it would
return to the 2020 Olympic
Games in Tokyo. Long considered the stage that propelled
the women’s game in soccer, its return took some
hard work, hand wringing and concerted effort to
convince the International Olympics Committee
(IOC) to reinstate the sport, along with baseball,
after it was dropped following the 2008 Summer
Games in China.
Two of the sport’s biggest advocates – Ron
Radigonda, executive director of the Softball Division
for the World Baseball-Softball Federation, and Craig
Cress, executive director of USA Softball – spoke
with Team Insight on the state of women’s softball
and its impending return to the Olympics.
Team Insight: What is the current state of women’s
softball in the United States, especially participation
and your future outlook?

Craig Cress: The state of softball in the United
States continues to be strong. With the International
Olympic Committee’s decision last August to have
softball return to the Tokyo 2020 Olympic Games,
there’s a reinstated excitement among athletes,
coaches, umpires, fans and administrators whose
dream of being a softball Olympian can now be
achieved. As we continue to build upon that excitement, we expect many great things for our sport and
USA Softball will continue to provide opportunities
for people to be involved in our great game.
How do you think the Olympics inclusion will impact
the sport and participation?

Cress: Softball has had steady participation numbers and now with the Olympic Games platform
available more people want to be involved with
the game. We’ve always had a great following, but
when you’re able to put a sport back on such a
large platform, it provides additional exposure and
opportunities for athletes, coaches and umpires
to get involved in the game.
Ron Radigonda: Anytime you have that world
stage, it’s going to have an impact. We have
somewhere in the neighborhood of more than
140 countries that play baseball and/or softball.
On softball, we are at about 127 confederations
or federations. All of them are recognized by the
national Olympic committee of their country. Each
and every one has the ability to apply for a grant.
That’s important since there is a considerable
expense to ﬁeld a team and travel internationally. This also allows us to apply for grants to
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help other countries develop across the world.
What can our industry – suppliers and team dealers
– do to help promote the sport and boost interest
in the return of softball to the Olympics?

Cress: Suppliers and vendors in the sporting goods
industry have a variety of ways in which they can
help promote and support the sport of softball.
As the National Governing Body of softball, USA
Softball has a supplier pool as well as sponsors who
continue to support our National Team Program
and athletes. At the youth level, manufacturers or
companies can sponsor teams, provide equipment
or sponsor uniforms, while at the adult level they
can also represent individual athletes who use their
products and promote their brand.
Radigonda: It’s really important to donate equipment. It’s very well-received. We have a licensing
agreement with suppliers. The licensing agreement
requires manufacturers to donate for starter kits.
We’ve placed more than $3 million in equipment
through this. As an example, we put kits in more
than 50 schools in Italy to grow and promote the
sport. We do this all over the world. Those kits
have bats, balls, protective gear and more. Industry
suppliers have been very supportive.
What is your organization doing to promote the
sport today and prepare for the 2020 Olympics?

Cress: USA Softball will continue to build upon our
sport by working with different groups here in the
United States and globally. It’s been our focus to
work together seamlessly and where everybody
wins through these partnerships. Our goal at USA
Softball for 2020 is one thing, and that’s a Gold Medal,
but we also have to think ahead to future Olympic
Games and keeping our sport at the highest level.
By fostering the passion for our sport, we hope
that this next generation of softball players will
continue to have that Olympic platform.
Radigonda: Our biggest promotion is the world
championships during even years. Last year, 30
teams competed in the world championship, the
largest ever. We wanted to show the IOC that there
was expansion and interest, including Kenya and
Uganda, plus European teams. It was a festive event
that drew standing room only for the playoffs.
(Editor’s Note: The U.S. team beat Japan 7-3 in
the 2016 games held in Surrey, British Columbia.)
We are putting together a potential event that will
be a Cup event for 16-and-under. We also want to
support a world event for younger players to get
them in the pipeline for 2024 and 2028. We are
excited to be back in Tokyo. We know we have a
great sport. Q
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In general, schools are more focused on their brand and a consistent
look in traditional school colors. “Several of our schools recently
issued a brand book that sets the tone for how they want all their
uniforms and apparel, away from the trendier color options for
practicewear and campwear,” says Shumate. “The other half is still
doing tie-dyed and non-school colors for their non-uniform apparel.”
A typical camp package contains three outﬁts, including shorts,
T-shirt, tanks, bows, shoes and socks. She also sells pom-poms,
megaphones and banners. “We sell primarily Augusta products for
campwear. We like that their line spans age groups from youth to
adult. Holloway is another brand we like that offers many options
and spans the age groups,” says Shumate. “Shoes are always
Nﬁnity because that’s what the girls want, and we also sell a lot of
Nﬁnity backpacks. It’s expensive, but it has the cool factor of Nike
or Under Armour.”
Decker Sporting Goods, Mason City, IA, is re-considering giving
cheerleading a go. “Right now cheerleading is non-existent for us.
A few years ago we started to get into it, but we were so busy with
other sports and we just never did it,” says owner Barry Cory.
“Now we’re planning to make another attempt to test the waters.”
The reason? Under Armour.
“Many of our schools are partnered up with Under Armour and
we’re letting our all-school Under Armour accounts know about
their new cheer uniforms,” says Cory. “Right now we are meeting
about fall sports and the idea is that we can put the cheerleaders in
Under Armour as well. We need to get to cheer people this spring
to get it in next fall.”
If cheer works out, he plans to hire one or two people. “I’m not
complaining, but our current reps have all they can handle on
their plates right now, so if cheerleading seems promising we’ll
hire more people.”
Rob Scheider is also an Under Armour dealer contemplating Under
Armour cheer uniforms. “I am considering selling that particular
cheerleading uniform because Under Armour is offering it,” says
the proprietor of Valley Athletic Supply, Lansford, PA. “We have a
lot of loyal customers and if someone wants to buy cheer from us,
we’ll offer Under Armour.”
Schneider saw the uniforms at a recent trade show. “They’re nice
quality, very athletic looking and modeled on the college uniform
for high school and youth sports. Some were sublimated, some had
tackle twill decorating,” he says. “I looked at it and thought ‘that’s
the only uniform line I’d carry for cheer’ and I’m considering selling
it,” he says. “In general Under Armour has done a nice job on the

Cheerleading continues to take steps towards recognition from dealers. By Nancy Baeder

C

heerleaders are in good spirits. Their sport
has taken steps to achieve Olympic stature, a
long-awaited (but still long-shot) recognition
that may tip the scales for these athletes.
On top of that, new streamlined, athletic
uniforms lend big brand credence, aka Under
Armour, to the cheer market. Team vendors
offer updated product lines to strengthen
uniform, campwear and practicewear.
All of this begs the question, is the cheer
market more accessible to team dealers?
Recognition for cheerleading’s athleticism is certainly gradually
changing its perception as a sport. “The school market is shifting
from traditional polyester uniforms to a more athletic, form-ﬁtted
look,” says Lara McFerran, cheer manager at Motionwear.
Varsity’s lock on the uniform market has long discouraged team
dealers, many of whom simply limit cheerleading sales to campwear
and practicewear. While Varsity continues to set the standard in
cheerleading attire, interest is percolating among some dealers
speciﬁcally because Under Armour introduced a cheer uniform
line. They see it as a game-changer.
Shuma Sports, Lawrenceville, GA, recently sold its ﬁrst set of
Under Armour cheer uniforms. “The introduction of Under Armour
uniforms is a very exciting and empowering option for us,” says
managing partner Jordan Shumate. ”With cheerleading trending
toward the athletic, the new Under Armour uniforms are fully sublimated and very athletic looking with sleek lines and great quality.
They kept the look very simple, consisting of two-piece styles with
crop top or sleeveless shell and skirt, so it looks good on most girls.”
Shumate appreciates the efﬁciency of the uniform builder to
completely customize, provide an approved mockup and offer
one set price. “It eliminates options to change sleeve colors, add
sequins and other things that add to the order’s complexity,” says
Shumate. “I prefer it personally because it’s easier and the girls
love wearing the Under Armour name because it delivers the feel
of being an athlete.”
Shuma Sports’ cheer strategy is strong focus on customer service.
“We sell primarily Motionwear uniforms to high schools, middle
schools and a few competition squads. Motionwear products are
comparable to Varsity, but with a great service aspect,” she says.
“Varsity is the Nike of cheer, but their customer service leaves the
door open. We get great support from Motionwear and we deliver
on time and I think that’s the reason we are taking some business.”
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CHEER

The cheer lineup for
2017 (from left): Alleson
Athletic, Teamwork, Under
Armour, McCrite Cheer.
Below: Teamwork.

women’s side of the business with their branding.”
He has already met with Under Armour reps about
their cheer uniforms and if all goes well, will consider hiring. “To serve the sport properly requires
someone who was a cheerleader, loves cheerleading,
and/or understands the sport,” he says.
His current cheer business is limited to warm-ups
and campwear. “We can manage campwear because
we can control production for our school stores,” says
Schneider. “Most of the jobs are Augusta warm-ups
decorated with rhinestones, glitter and sparkle. We
use Stahls’ heat applied glitter ﬂake, and screenprint

the T-shirts and embroider the sweatshirts.”
He notes that jogger pants are becoming more
popular with girls’ teams, including cheerleaders.
He also sells jerseys from Boxercraft, similar to
billboard shirts with giant letters across the back.
Campwear items include shorts, long and short
sleeve T-shirts, hoodies, socks, and bags (sack pack,
dufﬂe and backpacks). He stocks some bloomers
and cheer socks in his retail store.
Port Jefferson Sporting Goods, Port Jefferson
Station, NY, sells some Alleson Athletic cheer uniforms as well as items for team web stores. “We like
Alleson cheer items and they have a lot of stock,” says
team salesman Nick Cardaci. “Team web stores in
season might include plaid pajama pants, billboard
shirt, T-shirts, short and sling bags.”
Many team dealers sell cheerleading by request
only. Academy Sports, Midvale, UT, doesn’t sell
uniforms but will accommodate requests from customers. “If we do anything, it comes to us because
the cheer coach knows the football coach, says
GM Jared Snell.
Gerrells & Co., Devils Lake, ND, also sells cheer
only by request. “We don’t pursue cheer because
it’s really not a big thing around here,” says team
specialist Rodney White. “It’s generally not funded
by the schools, so there isn’t much participation.”
‘A’ is for Athletic Looks
As everything cheer leans toward athletic looks
in performance fabrics, sublimation is growing
in popularity for both uniforms and campwear.
Look for bold and graphic sublimated leggings for
practice and team apparel. New slimmer warm-up
pants, city pants or jogger pants are replacing more
traditional warm-ups as cheer staples. Team vendors
are choreographing their lines to make the most of
trending styles.
“Sublimated cheer uniforms and campwear
sets are the biggest trends we are seeing in cheer
right now,” says Kim Gillis, director of information
technology at Alleson Athletic. Last year Alleson

redesigned its Chromagear cheer uniform product
offerings and reports increased dealer interest in its
uniforms, campwear, bodywear, ﬂeece, pom bags
and headbands.
“Stock uniforms and bodywear will always be our
bread and butter, but there is a demand for unique,
personalized cheerleading uniforms and sublimation
ﬁlls that demand,” adds Gillis.
Apparel designs reﬂect cheerleading’s evolution
over the past several years from complementary
activity to its own competitive sport. “The apparel
associated with cheer allows for maximum movement. Traditional cheer still exists, especially at the
youth level, but at high school and above its much
closer to competitive dance and gymnastics now,”
says Chris Kollmeyer, product manager at Teamwork
Athletic Apparel. “Our products are evolving along
with the sport, especially in the sublimated area.”
“Dye sublimation is a strong trend to create a
unique, one-of-a-kind team look,” says McFerran,
emphasizing Motionwear’s in-house design team for
sublimated uniforms, warm ups and practice wear.
“Compression wear and moisture wicking fabrics
are the biggest trends being embraced for cheer,” says
Graydon McCrite, brand Manager for Eric McCrite
Company, which provides a head-to-toe program
for dealers who opt to sell cheer. “The girls want
shoes designed with good support and very light
weight for ﬂyers and spring ﬂoors. Cheerleaders are
embracing color coordinated accessories to shine
out on the competition stage.”
Choosing the right cheer vendors to support
sales is key to competing in this space. Team up
with reputable vendors who understand the market.
“Cheer is a different service model, so it’s helpful
to work with vendors that provide support and
product line inventory,” says McFerran. “On-time
delivery is a Motionwear hallmark and dealers can
utilize our experience and on-staff design professionals to get started and/or support cheer business
opportunities.”
Understand that ﬁt is vital for cheerleaders. “The
biggest thing a manufacturer can do for dealers is
provide support, especially when it comes to ﬁt,”
says Gillis. “Customers want to know what to expect.
Offering ﬁt kits helps set expectations from the
beginning by allowing teams to try on, touch and
wear the actual product. Using uniform builders to
mock up their uniform also helps close the sale.”
Like any sport, building personal relationships
requires visiting schools and meeting with the
sometimes hard-to-ﬁnd cheer coaches in order
to get to know their needs. “You need to be able
to offer solutions, so it’s important to follow up,
stay in touch and build the relationship with the
decision makers,” says McFerran. “Be friendly and
helpful and solve the coaches problems quickly and
effortlessly on their part.”
Keep the lines of communication wide open. “The
more dealers rely on communication and sales and
marketing tools, the higher the level of satisfaction
will be and the more loyalty they will engender,”
says Gillis. Q
teaminsightmag.com

CHEER

Olympic Dreams
The ‘sport’ of cheerleading has global aspirations for 2024.
Nine states
currently recognize
cheerleading as
a competitive
sport and at the
collegiate level the
NCAA is reviewing
cheer as an ofﬁcial
sport for Title IX
purposes.

A

form of cheerleading is actually being
considered for inclusion in the Olympics.
With three new sports added for the 2020
Summer Olympics – skateboarding, surfing and sport climbing – can cheerleading
make the cut in 2024?
It could happen. The International Olympic Committee
(IOC) recently granted cheerleading what is called “provisional recognition” as a sport, a necessary ﬁrst step.
The provisional recognition lasts for up to three years
and at any point committee executives can vote to fully
recognize the sport.
The fact that cheerleading has gone global is a key factor
for Olympic consideration. The International Cheering
Union (ICU) now has 110 federation members, with 70
countries set to compete at World Championships in
2017. The ICU also has in place the infrastructure and
guidelines, such as anti-doping and education, to qualify
for the Olympics.
“It is very exciting that the International Olympic
Committee has made this recognition,” says Motionwear’s
Lara McFerran. “The debate about whether or not cheerleading is a sport has gone on for years and many states
now recognize cheerleading at the high school level.”
In fact nine states currently recognize cheerleading
as a competitive sport. At the college level, the NCAA
committee for new sports is reviewing cheerleading as
an ofﬁcial sport for Title IX purposes.

Those in the “Cheer is a Sport” camp believe Olympic
recognition will boost that cause. “Cheerleading is a very
athletic sport and I believe the Olympic recognition is
well deserved,” says Graydon McCrite, of Eric McCrite
Company. “Approving cheer as a recognized sport allows
school districts to provide coaches, gym time, transportation for events, equipment and clothing.”
The biggest proponent of the Olympic push is undoubtedly Jeff Webb, president of Varsity Brands. Team Insight
asked Webb about the impact of inclusion.
Team Insight: What is the status of cheerleading in the
Olympics at this point in time?

Jeff Webb: There is a three-year provisional recognition
time period and if things progress satisfactorily, at the
end of three years the ICU will be eligible to apply for
participation in the Olympic games.
How can the cheer industry play a role in pushing the
concept?

Just continue to support the young athletes who are
involved and recognize them for their talent and leadership contributions.
What impact do you think inclusion in the Olympics would
be on the business of cheerleading?

The IOC’s actions have already created a monumental
milestone for cheerleading. Their decision to provide
provisional recognition will greatly assist us as we strive
to create opportunities for healthy participation and
competition for millions of cheer athletes worldwide.
Last year we alluded to the concept of “a rising tide
raises all boats” as a metaphor for the cheer business
and Varsity’s leading role in it. Does that pertain to this
Olympic effort as well?

Our focus continues to be on helping the sport develop
in a positive and safe way to beneﬁt the millions of
athletes who participate. The global growth should be
a positive for all.
What should we think of this new “sport” of cheerleading?

Cheerleading as we know it in the U.S. is not changing. We
hope there will be continued growth and interest.
What’s the next step?

38 Team Insight / March 2017

teaminsightmag.com

Photo: Under Armour

So far, the ICU has developed education and training
programs for athletes, coaches and ofﬁcials and has been
instrumental in creating standardized rules, as well as
safety programs and regulations. Also, in conjunction
with its National Federation members, the ICU organizes
and supports continental and regional competitions
throughout the year culminating in an annual World
Championship. Part of our mission remains to advance
cheerleading on a global scale. Q

NEW
PRODUCTS

THE
2017
LINEUP
From the trendright uniforms
and performance
apparel on these
two pages to the
high-tech gear
and accessories
on the next two,
vendors have
responded to
the demand from
female athletes
for products that
not only match
what the boys
have, but exceed
it. Dealers are
advised to pay
attention to
what girls want.
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Game Gear’s lacrosse kilt and skort
complement its custom jersey options,
along with its sublimated fabrics.

The MyHouse women’s wrestling
singlet features a racer back style with a
form-fitting cut.

The colorful design on Reusch’s Camo
Woman’s Pro-Fit stretch polyester is cut
with a tighter, sculptured athletic fit.

  

 

 

Motionwear’s fitted, color-accented
warm-up jacket makes it easy to add a
school or club name to the look.

Alleson’s women’s Fast-pitch Jersey
is 100 percent Power Flex cationic colorfast polyester and features solid color body
with contrast color piping and a two-button
Henley with semi-raglan short sleeves.

The Legacy softball uniform from
Champro combines professional features
with heat dissipating technology. The
uniform features a full pin-dot mesh back
panel to keep the player cool.
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A4’s reversible Jump basketball jersey is
cut specifically for women and features
5-Star Micro Poly Interlock fabric.







All Cliff Keen custom sublimated
wrestling singlets feature its Compression
Gear fabric and the SW79CK43J is the first
singlet with compression band leg cuffs
with a sublimated stretch mesh panel.

teaminsightmag.com

The Adidas custom Sun Devils Uniform is
a sublimated uniform system that provides
a lightweight and breathable fit.

Powers sublimated Select Custom
softball uniform features a V-neck and
curved raglan sleeves.

The NuFit softball knicker from 3N2
provides durability in the high abrasion
areas where players actually slide.

 

 

 

The Under Armour Composure halter
cheer dress features an open back, side
stripe details and attached leotard with
boy-cut brief.

Augusta Sportswear’s Ladies Full
Force Tank is a 100 percent polyester
wicking propelit micromesh in a ladies fit,
with pad print label and racerback styling.

Dynamic’s Champion Fit lacrosse/field
hockey Racerback Jersey and flat-banded
Waist Skirt/Skort provide a performance
fit with a thin profile V-neck, Mobility Fit
Racerback and a flared jersey bottom.
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The Russell Athletic Women’s Fleece
Pullover Hood has a feminine cut that
includes a front muff pocket.

The Club Kneepad from Adidas offers
protection in a minimalistic, slim silhouette
featuring Adiprene EVA foam padding.

The Hummingbird lacrosse headgear from
Hummingbird Sports meets ASTM
standards for girls’ lacrosse headgear.

Red Lion’s women’s Field Hockey sock is
knitted with action, silhouetted design of a
field hockey player.

Champro’s softball lines include balls for tournament and game quality softballs for ASA, NFHS,
Little League and USSSA leagues. Its Safe-T-Soft and Vex softballs are designed for indoor and
outdoor training.
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The Under Armour Mid Crossback Bra
offers a second-skin fit and is built for
mid-impact support.

Pizzazz Performance Wear’s Pro
Comfort Fit shorts with three-inch inseam
feature four-way stretch.

The Under Armour Essential Ultra Low
Liner features micro-nylon and spandex
fabrics and a true seamless toe.

Motionwear’s Stain Remover Spray
gets out tough stains, including makeup,
deodorant, lotion and perspiration.

Champro’s ST-4000 volleyball is NFHS approved and features a premium
microfiber cover for soft feel, while the ST-200 is available in a variety of colors for
camps.
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Bison’s Ace Serve Steel Hybrid volleyball system is a
value-priced option with premium net tensioning, post
rigidity and height adjustment.

Porter’s Powr-Sand includes features that allow
users to have equipment remain outdoors year
round or remove when not in use.

Marbella women’s sunglasses from Under Armour offer ArmourSight lens technology that deliver
up to 20 percent more undistorted peripheral vision and are up to 10 times stronger than ordinary
polycarbonate lenses.

The 5W-Prime elite competition volleyball from
Tachikara features T-Tec Micro-Leather engineered
to provide an enhanced tactile playing experience.

teaminsightmag.com

The Bownet warm-up volleyball net is adjustable
for men’s and women’s games and allows teams to
manage and improve shared space.

The Shock Doctor SuperFit Mouthguard specifically
accommodates the female jaw with full coverage and a
comfortable fit. Its InVent tech helps boost airflow.

The hand-opening, finger stalls and patterns of the
Heart of the Hide softball glove from Rawlings are
tailored to the female athlete’s hand.

Nokona’s X2 Buckaroo fast-pitch glove is made
with Stampede Steerhide and Kangaroo leathers
so that minimal break-in is needed.

Rawlings’
Quatro Collar
secures the
smoothest
feeling at
contact by
absorbing and
deflecting any
sting. A flex
barrel-handle
connection
accelerates
speed through
contact.
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For Girls Only
ON THE MARKETING ROAD
Every year Longstreth holds an onsite Tent
Sale that continues to expand. Customers
travel from all over to attend this Father’s Day
weekend event.
The retailer exhibits at the National Field
Hockey Festival and Cal Cup (two of the biggest ﬁeld hockey events in the country).
Longstreth has a signiﬁcant presence at the
annual National Lacrosse Convention.
It also exhibits at the NSC softball coaches
clinics and Coaches Convention.
Every year Longstreth publishes one catalog
each for softball and lacrosse, two catalogs
for ﬁeld hockey (outdoor and indoor) and one
Holiday Catalog (a combination of all three
sports as well as apparel and holiday items).
Longstreth is the exclusive online retailer for
USA Field Hockey ofﬁcial fanwear.
Longstreth Sporting Goods’ barn-like retail store and
headquarters reﬂect its long history and commitment
to girls’ sports — and girls’ sports only.

Longstreth
Sporting
Goods is
celebrating
40 years of
selling girls’
sports.
By Michael Jacobsen
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I

f you are a female athlete and you happen to live
somewhere in the Middle Atlantic states, chances are
you have made an annual pilgrimage to a small store
in Spring City, PA. Located in this suburban town
outside of Philadelphia is the home of Longstreth
Sporting Goods, perhaps the leading and most
inﬂuential team dealer and sporting goods retailer
in America dedicated solely to girls’ and women’s
sports.
Yes, in an age of specialization in team sports,
Longstreth, founded in 1977 by women’s sports legend Barbara
Longstreth (see sidebar on page 46) and purchased by current
owners John Schaefer and David Dahle in 2007, is the most
specialized of them all. Not only does it sell only girls’ sports
equipment and apparel, but that focus is even more laser-like
on its three primary sports — fast-pitch softball, lacrosse and
ﬁeld hockey.
Longstreth’s barn-like building in Spring City houses a
5000-square-foot retail store, a 25,000-square-foot warehouse,
a 4300-square-foot indoor training facility, an in-house production and marketing department and a full-time call center, along
with management and administrative staff. All are dedicated to
sales to girls and women playing sports, a specialized target
to say the least.
And while it remains a destination store for the region surrounding its store, Longstreth’s reach crosses the country and
even overseas, thanks to its heritage and reputation.
“Our team/institutional business reaches across the United
States — outﬁtting high school, university, college and travel

Longstreth is the exclusive distributor in
the U.S. of brands such as TK, Gryphon
and Ritual.

teams from as far away as California,” says store manager Sarah
Yates. “Our customer base spans across the world as we have
many international customers.”
A Girls’ Sports Mecca
Although many of those customers obviously do shop online,
visiting the Longstreth retail store is a goal for many and Yates
says its guest book has names from as far away as New York,
Connecticut and even Virginia. “Customers ﬁnd they cannot
beat the selection of ﬁeld hockey or lacrosse sticks, fast-pitch
softball bats or player equipment for each sport, all designed
speciﬁcally for the female athlete,” she points out.
With 75 employees, Longstreth’s sales are divided in three
categories — 16 percent from the retail store, 30 percent
online and 54 percent team to institutions, dealers, at events
and through its call center.
Its team sales business is what reaches out to the female
sports community through its road salespeople and individual
sport managers, all of whom travel extensively to customers
and events throughout the country. The sport managers each
handle their own sport and train the team sales/customer
service department, as well as conduct team and school visits
and events, where they erect mini-stores to sell even more gear.
The team sales department handles apparel and uniforms and
in-house production.
But with all sorts of girls’ sports ﬂourishing across America,
why continue to focus on only the three sports? Yates says
the decision was made years ago as a way to differentiate the
business and to provide the level of service Barbara Longstreth
teaminsightmag.com
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One-on-One With Barbara Longstreth

O

ne of the true pioneers of
women’s sports in America,
Barbara Longstreth has
been a successful athlete,
coach and team dealer/
retailer and her bio tells
the story of the early days
of female athletes in this
country. She graduated from
Beaver College in 1958, where she was an AllAmerican in both ﬁeld hockey and lacrosse and
for most of the next two decades she coached
both sports at all levels. During this time she
played with the nation’s leading lacrosse team,
Philadelphia 1, for 13 years and traveled abroad
with both the U.S. National Field Hockey and
Lacrosse teams.
In 1977 Longstreth met Mohinder Gill, a student
from India, and agreed to sell his hockey sticks
when she traveled with her ﬁeld hockey team.

demanded. The bar has been set pretty high.
“Longstreth did sell apparel for other women’s
sports in the past, but in 2007 the business decision was made to be devoted and dedicated to the
three key sports that deﬁned our business from the
beginning,” explains marketing manager Kim Crater.
Most of its staff, in the retail store or call center,
are former or current players and coaches who
know the sports inside and out. “All employees
at Longstreth share our mission to support the
development of female athletes across ﬁeld hockey,
lacrosse and fast-pitch softball,” Crater stresses.
Longstreth has never really been tempted to
expand outside of its niche and, gasp!, sell to
boys’ teams as well.
“We are proud to represent women in sports
and know that being focused on this side of the
sporting goods market lets us shine,” Yates says.
“We’ve built a staff of former and current players,
coaches and athletes who share the same core
values as our company.”
Occasionally, Longstreth will outﬁt any team
or organization with uniforms – even a boys’ or
men’s team if they come calling – but its equipment
sales are always dedicated to the female athlete.
(Although men’s ﬁeld hockey is not as popular in
the United States, Longstreth does outﬁt men’s
teams on occasion.)
By focusing on female athletes, Longstreth
has certainly been able to develop a niche in
sporting goods that makes it to the go-to source
for athletes and vendors alike. “We have been in
business for 40 years and have established solid
relationships with not only our customers, but
with top vendors,” Yates says. These vendors
often come to Longstreth for advice and feedback
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when developing new equipment.
“Technology is always changing within sports
equipment and we are able to be on the forefront
of these changes,” she adds.
“Trends are always changing so we are constantly trying to stay on top of the latest graphics
and apparel styles,” adds Crater. “We are always

“We’ve built a staff of
former and current players,
coaches and athletes who
share the same core values
as our company.”
looking for new products through social media
and by word of mouth. We directly interact with
new vendors and often get sample products to
test out in our store. We frequently offer contests
for customers to submit feedback and original
graphics for new shirt designs.”
Because of its focus on the women’s game and
its reputation, Longstreth has been able to forge
long-lasting relationships with national teams such
as the USA Field Hockey team. It has been a sponsor of USA Field Hockey for more than 20 years
and Longstreth currently sponsors six players
on the Women’s U.S. National Field Hockey team.
Technology and Longstreth’s Future
Over the past few years Longstreth has entered
the digital age and made a push into its own
online stores that offer teams the opportunity to
sell their fanwear through its website. Its in-house

Thus, Longstreth Women’s Sports began with
the sale of Mohinder’s hockey sticks from the
trunk of her car.
In 1998, Barbara was inducted into the
Philadelphia Lacrosse Hall of Fame and the National
Lacrosse Hall of Fame. In recent years, Barbara was
inducted into the NorCal Lacrosse Hall of Fame
for her efforts in expanding the sport out West.
So it was only natural that Team Insight track
down the now-retired icon to get her feelings
about girls’ sports in 2017.
Team insight: You have been involved in girls’ sports
for so long, so our obvious ﬁrst question is how
have girls’ team sports changed in your lifetime?

Barbara Longstreth: I’ve recently turned 80, so
I can look on the development of women’s team
sports from a personal perspective. It has been a
long and gratifying experience to go from a sport
like basketball, where I played forward when you

team creates a unique web page that only that
team can access. Some teams use this as a way
for their players to order their uniforms, while
others use it for a simple fundraiser.
Longstreth has also been using social media to
network with its customers and it makes regular posts on Facebook, Twitter and Instagram.
“We post blogs, are active on Pinterest and ﬁlm
product-speciﬁc videos,” explains Crater. “It’s
a fun way to see what athletes are interested
in and make sure we’re always on-trend with
what’s hot on the ﬁeld.”
Online, longstreth.com will continue to
improve by including more content on the
site and expanding the Information Zones for
each sport to include more blogs, Q&As, videos
and details about game rules and game basics.
Its staff is also making an effort to add more
product reviews, testimonials and customer
feedback to the site.
With girls’ sports trending upwards, the
future of Longstreth Sporting Goods remains
closely linked to the young female athletes that
have been its focus for more than 40 years. It
is important to the current Longstreth owners
and staff that the mission set by Barbara
Longstreth back in 1977 remains the focus
in 2017 and beyond.
“We will continue to be dedicated to supporting, inspiring and educating young female
athletes by providing them with high-quality
equipment and the best customer service
available,” says Yates. “We look forward to
working with our vendors to be the vanguard
of new technology and bring the most revolutionary products to our customers. Q
teaminsightmag.com

could not go beyond half court, or dribble the ball
more than two times, to the exciting version of
the game today. I consider myself very lucky to
have been brought up in an area of the country
(suburban Philadelphia) where there were playing opportunities for girls and women. Most of
the women in my generation did not play sports
because there were none offered in many parts
of our country. But with the passing of Title IX in
1972, and the emergence of the AIAW (Association
of Intercollegiate Athletics for Women), a grassroots movement that had been taking place really
began to blossom. High schools and colleges
added sports for girls and youth organizations
joined the parade. The result is that young women
can now participate in athletic endeavors on all
levels. Hallelujah.

Why have you been so involved in girls’ and
women’s sports all these years?

Because I have always loved sports and after
college I taught physical education and coached
on all levels. When the opportunity came to
start a sporting goods business I realized that
my knowledge of ﬁeld hockey and lacrosse and
my friendship with coaches and players would
be a good beginning.

“Most of the women in my
generation did not play sports
because there were none offered
in many parts of our country.”

What have been the beneﬁts of all of this?

Can you comment on how equipment and apparel
for female athletes has improved since you were
playing and coaching?

These changes have offered so many opportunities to young women — not only the beneﬁt
of being part of a team and all of the life lessons learned there, but also being a pathway
to college.

There has been dramatic improvement in both
the equipment and apparel for women. In ﬁeld
hockey we have moved from the wood sticks
with long toes to sticks manufactured with the
latest materials and specialized for each position

on the ﬁeld. The revolution in goalkeeping equipment is obvious. In lacrosse we have moved from
the wooden stick to the manufactured variety in
all shapes and colors.
Is there room for improvement?

On the whole I think that there is healthy competition among the companies to produce products
that enhance these sports and they have been
open to suggestions from their buyers.
What is your involvement with Longstreth Sporting
Goods these days?

My brother and I sold the business in 2007 since
we were at retirement age.
Any advice about selling girls’ sports?

Make sure that your staff is well trained so they
can answer customer questions. Developing personal relationships with the customer, whether
on the phone or in person, is really important.
And be honest. Offer products that ﬁt the level
of play of your customer, so they can grow with
you as they improve. Q
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PRODUCT SHOWCASE / ADVERTISEMENT
Nokona

Baseball Glove
Nokona’s elite performance, ready-for-play, positionspeciﬁc series. The X2 Elite is made with Nokona’s
proprietary top-grain Stampede Steerhide and Kangaroo leathers, so that minimal break-in is needed,
but the glove has great structure and maintains its
shape. A perfect combination of top quality and high
performance.

Stahls’

Heat Transfer Templates
Free, easy, customizable templates with interchangeable data, text and clip art make Stahls’ one-color
CAD-CUT heat transfer designs for popular decorating markets. Start designing at tinyurl.com/templates.

Soffe

Stahls’

Performance Health

Cheer Short
The Soffe trademark short is worn by cheerleaders everywhere, as well as those cheering from the stands. It
has a three-inch inseam and is made of a soft jersey
blend for classic comfort, performance and style. Available in a variety of colors on soffebusiness.com. 1-888257-8673.

Ankle Brace
The AS1Pro Lace-up Ankle Brace provides superior
protection while maintaining the comfort of a lace-up
ankle brace through its supportive compression and
integrated vertical straps that imitate heel-lock taping
technique. Ideal for athletes that need a higher level of
ankle support but require maximum comfort.

Carron Net

Motionwear

UniSport

Custom Volleyball Nets
Get your name in the game with Custom Printed Volleyball Nets from Carron Net. More than just a one-color, headband cover, Carron’s full color, digitally printed
three-inch ﬁnished width heavy duty vinyl headbands
are added at the time of manufacture to its Americanmade volleyball nets. Virtually any logo (or number of
logos) or lettering can be included. www.carronnet.com/
imprintedvbnets

Detergent
Motionwear’s Detergent Single Use Travel Pouch 1.5
ouce solves travel laundry problem. Eliminates set-in
odors and stench and difﬁcult stains, including makeup, deodorant, lotion, blood, sweat, dirt. Removes
and eliminates 99 percent of bacteria embedded in
active wear fabric. Air travel carry-on approved. motionwear.com

HDT Transfer
Uni-Sport’s new innovation, HDT-Transfer adds a new
dimension to your brand. Specialty custom embellishments will bring the highest dimensional print quality
and deﬁnition to a team design. Exceptional wash and
color fastness and durability properties. Applies to high
performance athletic fabric polyester, poly-blend, Triblend, cotton, and cotton blend.
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Sports Number Tool
On your phone, tablet, or computer, Stahls’ new unbranded online sales program was designed to help
you and your customers visualize their personalized
jerseys, organize quotes, and more. Visit Marketing
Support in your stahls.com account.
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END ZONE / NEWS
BSN Acquires Erie
BSN Sports recently completed the acquisition
of the team division of Erie Sport Store, based
in Erie, PA. Erie has been serving team and retail
customers since 1951 in the Lake Erie region.
The retail store in Erie will continue under the
management of the Weber family.

Eyeking Expands Sales Force
Eyeking, the maker of Under Armour eyewear, has added two national sales managers to
its team. Alex Webb has joined as national sales
manager for the team, outdoor and sun specialty channels. In addition, Steve Humphreys
has joined the company as national sales manager–specialty, including golf, Eyeking’s fastest
growing sport category.

MoGo Gives Back
MoGo Sport recently donated 60,000 ﬂavored
mouthguards to Good Sports Inc., a not-forproﬁt organization that gets sports equipment
to school-aged athletes most in need. According
to MoGo president and CMO Bobby Dodd,
the premium M1 MoGo Flavored Mouthguards
encourage athlete usage and, therefore, safer
play of school sports.
By working closely with teams, coaches,
athletic directors and community leaders
throughout North America, Good Sports is able
to focus on each organization’s respective hardships by providing donations aimed at fulﬁlling
their speciﬁc equipment and apparel needs.
“Our main objective is to get as many kids off
the sidelines and into the game as possible,”
says Michael Wright, community partnerships
manager at Good Sports.

A Line We Like … Wireless Headset
The Porta Phone Gold Series wireless headset
features all electronics, including transceiver
and antenna, installed completely inside the
headset ear cups. This compact, self-contained
design frees coaches from any pre-game set-up
and eliminates belt pack radios, wires and

even base stations. As an added feature, Porta
Phone has live tech support Friday evenings and
Saturdays during the football season. For more:
justin@portaphone.com

Haney To Keynote Conference

Holloway Honored By Johnny Mac’s
Johnny Mac’s Sporting Goods recently presented its 2016 Elite Vendor of the Year Award
to Holloway Sportswear. “Johnny Mac’s
couldn’t be more proud to have named Holloway
Sportswear as our Elite Vendor of the Year,”
says Johnny Mac’s president Bob McArthur.
“The contribution Holloway consistently makes
to our business has allowed Johnny Mac’s and
Holloway to forge atrue business relationship
based on trust and best business practices.”

McDavid Wins ISPO Award
McDavid’s
Bio-Logix
knee brace
was recently
awarded a 2017
ISPO Award,
which honors
new sports
products. The
Bio-Logix is
billed as the
ﬁrst knee brace
to approach
custom brace
stability with
a comfortable
and ﬂexible ﬁt.
It features a
semi-rigid lightweight brace
with compression sleeve for knee instabilities and ultimate
body-in-motion performance.

PIAA Teams With Wilson
The Pennsylvania Inter-scholastic Athletic
Association (PIAA) has selected Wilson Sporting
Goods as its ofﬁcial supplier of game balls for
all Pennsylvania Interscholastic High School
Championships in football and tennis. As part of
this agreement, every PIAA-eligible school will
play with Wilson game balls in all district tournaments, play-in rounds, regional tournaments and
ofﬁcial state championship games and matches
through 2021.

Obit: George Heider, 92
Long-time team dealer and industry icon
George Heider died January 7, at the age of 92.
He is survived by his wife of 65 years, Elaine;
children, Mary Elizabeth Daher, David, Gregory
and Matthew.
Heider was a U.S. Army Veteran and fought in
WWII, landing on Normandy Beach on D-Day at
age 18. He returned home to Johnstown to start
Sportman’s Inc., a team dealer specializing in
school athletic equipment for the past 65 years
and still thriving under his sons’ leadership. Q
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Hank Haney has proven he can teach a good
golf game as one of the world’s leading golf
instructors, including champions Tiger Woods and
Mark O’Meara. He has also shown he can talk a
good game as a multi-media star in golf circles.
Now he will deliver his motivational and educational message as the keynote speaker at the
53rd Annual NSGA Management Conference &
19th Annual Team Dealer Summit in Scottsdale,
AZ. The event runs May 21-24 at the Hyatt
Regency Scottsdale Resort & Spa.
Also during the NSGA event, Larry Aasheim,
retired president and founder of Universal Athletic,
and Kevin Plank, CEO and founder of Under
Armour, will join more than 160 men and women
in the Sporting Goods Industry Hall of Fame.
For more information: nsga.org.

NSGA Announces Award Winners
NSGA recently announced the recipients of
its sixth annual All-Star Awards, which will be
presented at NSGA’s 53rd Annual Management
Conference & 19th Annual Team Dealer Summit.
The NSGA All-Star Awards recognize the outstanding accomplishments and contributions
made within the sporting goods industry during
the previous year, honoring companies that exhibit
behaviors that should be recognized and repeated
throughout the industry.
s 4HE  #OMMUNITY #OLLABORATION WINNER IS
Fleet Feet Sports Baton Rouge for its grassroots
relief efforts during the summer ﬂooding in and
around Baton Rouge, LA.
s 4HE  )NDUSTRY #ATALYST WINNER IS $/ A
component company specializing in impact protection and shock absorption.

NSGA Partners With
Positive Coaching Alliance
The NSGA has partnered with Positive
Coaching Alliance (PCA), a non-proﬁt developing
Better Athletes, Better People through youth and
high school sports. The collaboration solidiﬁes
NSGA’s interest in increasing team sports participation and keeping youth participants active.
PCA resources – including live group workshops for coaches, parents, student-athletes and
administrators, as well as online courses, books
and nearly 1500 free resources at PCADevZone.
org – help create a positive, character-building
youth and high school sports experience. Q
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WE BELIEVE IN

TEAMWORK

With over 70 tees, polos, sweatshirts and outerwear developed just for women,
Sport-Tek combines technical fabrics with comfort for team-inspired looks that perform.

VISIT SANMAR.COM TODAY TO CHECK OUT THE FULL SPORT-TEK LINEUP.

Show some skin.
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SKN - Red

NOKONA .COM
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/

800-433-0957
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SKN - Black
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