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momentum outpaces 
supply chain drags in Q3
Puma raised its outlook for full-year 
sales after reporting solid growth in 
sales and earnings in the third quarter 
ended Sept. 30 despite persistent sup-
ply chain headwinds and difficulties 
for Western brands in China.

Sales in the three month period 
increased by a reported 20.0 percent 
to a quarterly record of €1,900.4 mil-
lion and were 20.4 percent higher at 
constant exchange rates, driven by 
sustained demand in North America 
and Latin America. At constant rates, 
Puma’s sales were 35.4 percent above 
the third quarter of 2019, before the 
Covid-19 pandemic struck.

Although a longer-than-expected lock-
down in South Vietnam and other 
supply chain strains are seen having 
a negative impact on Puma’s prod-
uct supply in the short-term, Puma 
is nonetheless more optimistic on 
prospects for the full year than in its 
previous outlook and expects high 
consumer demand to continue.

While the tight supply situation has 
led the company to lose an estimate 
$200 million in sales so far this year, 
Puma now anticipates currency-
adjusted sales to go up by at least 25 
percent, up from previous guidance 
of at least 20 percent. Puma has also 
narrowed its Ebit forecast to €450 
to €500 million against €400 to €500 
million previously, while confirming 
that it still expects net earnings to 
improve significantly.

During the third quarter, Puma’s 
gross profit margin widened to 47.4 

percent from 47.0 percent the year 
earlier, driven by better sell-through 
and fewer promotions, partially off-
set by currency, geographical and 
channel mix effects, alongside higher 
freight rates.

Net earnings climbed to €143.8 mil-
lion from €113.6 million. Operating 
expenses increased by 21.2 percent 
to €678.0 million as Puma stepped 
up marketing spending, more retail 
stores were open for business and 
sales-related distribution and ware-
housing costs increased. Ebit grew 
to €228.9 million from €189.5 million 
a year ago, keeping the Ebit margin 
steady at 12.0 percent, but the margin 
for the first nine months of the year 
was only 9.8 percent.

With the highly profitable Chinese 
market remaining a problem and 
e-commerce lagging behind, Puma 
is now expecting to reach an Ebit 
ratio of 10 percent in 2023 rather 
than 2022, said Björn Gulden, the 
company’s CEO. Marketing expenses 
reached a ratio of more 10 percent 
of sales, and Gulden said they will 
remain high, without going above 
the 11 percent level. He noted that 
the brand got a lot of visibility at the 
European Football Championships 
and the Tokyo Olympics.

On a geographical basis, Puma’s sales 
in the Europe, Middle East and Africa 
(EMEA) region increased by 22.5 per-
cent in euros and by 22.3 percent at 
constant currency rates to €813.7 
million, driven by strong demand in 
Europe and emerging markets such as 
Russia, Turkey and South Africa.

Sales surged by 48 percent in Eastern 
Europe, the Middle East and Africa 
(EEMEA), and by only 14 percent in 
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the rest of Europe.Gulden admitted, 
however, that Brexit has created a 
“tricky” situation in the U.K., espe-
cially in the area of e-commerce.

In the Americas, sales rose by 28.0 
percent to €700.1 million, with 31.2 
percent growth at constant rates. 
Third-quarter revenues in North 
America rose by 23 percent, while 
they jumped 61 percent in Latin 
America, where the markets are 
serviced by a modern shoe factory 
in Argentina.

The Asia-Pacific region lagged, with 
sales up by just 3.8 percent in euros 
and 1.7 percent at constant rates to 
€386.5 million, due to the negative 
impact of new Covid-19 lockdowns in 
Japan, Southeast Asia and Australia 
and a “difficult market environment” 
in Greater China, amid a continued 
backlash against Western brands. 
Sales in Greater China declined by 16 
percent, but they were up by 6 per-
cent in other APAC markets.

Wholesale revenues grew by 22.6 per-
cent on a currency-adjusted basis to 
€1,470.5 million. The direct-to-con-
sumer business expanded by a lower 
rate of 13.3 percent to €429.9 million, 
with 18.0 percent currency-adjusted 
growth across owned and partner-
operated retail stores and a 4.0 per-
cent increase for e-commerce, which 
remained at a level of between 8 and 9 
percent of total revenues.

Excluding China, e-commerce was 
up by 21 percent. The new Puma 
app is in a testing phase. It will be 
launched first in India in November or 
December, followed by the U.S., and 
then by other markets.

Puma said it has continued to pri-
oritize its wholesale accounts when 
supply is limited, in contrast with 
the industry’s two major brands, 
as part of a strategy to be a “good 
and reliable partner.” Indicating 
that Puma has no intention to push 
DTC beyond 30 percent of revenues, 
Gulden said he felt that this strategy 
is likely to pay off in the long term. 
Confronted with product shortages, 
retailers are overbooking, he also 
said, leading to a very strong order 
book for his company.

1

Region 2021 2020 % Change
Currency 
Adjusted 

Growth (%)
EMEA 813.7 664.1 22.5 22.2
Americas 700.1 546.8 28.0 31.2
Asia-Pacific 386.6 372.5 3.8 1.7
Product Segments
Footwear 846.9 700.5 20.9 21.6
Apparel 735.2 607.0 21.1 21.3
Accessories 318.3 275.9 15.4 15.2
TOTAL 1,900.4 1,583.4 20.0 20.4

Region 2021 2020 % Change
Currency 
Adjusted 

Growth (%)
EMEA 1,958.4 1,490.8 31.4 32.7
Americas 1,909.6 1,227.7 55.5 64.8
Asia-Pacific 1,170.3 995.8 17.5 18.6
Product Segments
Footwear 2,408.6 1,726.6 39.5 43.9
Apparel 1,790.0 1,333.1 34.3 37.0
Accessories 839.7 654.6 28.3 30.9
TOTAL 5,038.3 3,714.3 35.6 39.1

Puma Sales by Region and Product Segments
(Million Euros, Quarter ended Sept. 30)

Puma Sales by Region and Product Segments
(Million Euros, Nine months ended Sept. 30)

Source: Puma
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2021 2020 % Change
NET SALES 1,900.4 1,583.4 20.0
Cost of Sales 999.6 838.4 19.2
Royalty/Commissions 6.1 4.2 45.2
Operating Expenses 678.0 559.6 21.2
Net Interest Expense 10.5 17.6 -40.3
Pre-Tax 218.3 171.9 27.0
Tax 55.7 44.7 24.6
NET 143.8 113.6 26.6
Euro/Share (Diluted) 0.96 0.76 26.3

2021 2020 % Change
NET SALES 5,038.3 3,714.3 35.6
Cost of Sales 2,631.5 1,985.8 32.5
Royalty/Commissions 14.8 13.8 7.2
Operating Expenses 1,929.5 1,596.4 20.9
Net Interest Expense 31.8 38.7 -17.8
Pre-Tax 460.3 107.2 329.4
Tax 117.4 27.9 320.8
NET 301.7 54.2 456.6
Euro/Share (Diluted) 2.02 0.36 461.1

Puma Consolidated Income Statement
(Million Euros, Quarter ended Sept. 30)

Puma Consolidated Income Statement
(Million Euros, Nine months ended Sept. 30)

Source: Puma
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In terms of products, sales of footwear 
grew by 21.6 percent at constant rates 
to €846.9 million, boosted by strong 
demand in both the Performance and 
Sportstyle categories, but Gulden 
indicated that the performance trend 
is dominating now. Apparel sales 
increased by 21.3 percent to €735.2 
million and accessories were up by 
15.2 percent to €318.3 million.

Confirming reports, Guldensaid the 
brand is also planning to enter the 
growing outdoor category, but failed 
to give a timeline.

Gulden said that Puma is trying to 
avoid price increase on existing prod-
ucts to offset the rising costs, yet 
higher price points are planned on 
new products next year. He said he 
could not foresee any discounting 
for the next three quarters in view 
of the tight supply situation, but he 
could not predict the evolution of the 
gross margin going forward because 
of “many moving parts.” For example, 
increases in raw material prices are 
expected to have an impact in the sec-
ond half of 2022.

China and Vietnam should each con-
tinue to represent about one-third of 
the manufacturing for Puma, which 
relies mainly on suppliers that have 
factories in different countries. 
Right now, after over ten weeks of 
lockdowns, factories in Vietnam are 
working at about 70 percent of their 
capacities for apparel and 60 percent 
for footwear.

The situation is likely to improve, 
Gulden said, expect for delays of 
around two days in the supply of 
raw materials from China. He is 
anticipating a 10 percent improve-
ment every week in Vietnam, getting 
the production back to normal by 
the end of November, but port con-
gestions are continuing.

Meanwhile, Puma has shifted some 
production to Indonesia and used 
the sales shortfall that it has suf-
fered in China to divert products from 
that market to Europe and the U.S. 
Nevertheless, inventories are only 
11.6 percent higher than a year ago, 
with much of it in transit, indicating 
that the product shortage will con-

tinue for at least two months.

Bike delivery problems 
sink XXL’s results

Delays in deliveries of bicycles con-
tinued to negatively affect the sales 
performance of XXL ASA, whose rev-
enues in the third quarter declined 
by 4.8 percent to 2,688 million 
Norwegian kroner (€276.1m-$321.2), 
with a drop of 4.0 percent on a com-
parable store basis. As its profit mar-
gins were also squeezed, resulting in a 
drop in net earnings to NOK 70 million 

(€7.2m-$8.4m) from NOK 165 million 
in the year-ago period, the stock mar-
ket reacted with a decline of more 
than 11 percent in the leading Nordic 
sports retailer’s share price.

XXL said about NOK 100 million 
(€10.3m-$12.0m) of a total NOK 
137 million (€14.1m-$16.4m) sales 
decline during the quarter was due 
to the bike shortage. Sales in this 
category had also been strong in 
the third quarter of 2020, when they 
were boosted by customers buying 

2021 2020 % Change
Norway 1,283 1,347 -4.8
Sweden 809 827 -2.2
Finland 475 506 -6.1
Denmark 3 6 -50.0
Austria 117 138 -15.2
NET REVENUES 2,686 2,823 -4.9
Cost of Goods 1,642 1,672 -1.8
Personnel Expense 508 506 0.4
Other Operating Expense 201 225 -10.7
Depreciation 205 199 3.0
Net Financial Expense 27 26 3.8
Pre-tax 104 195 -46.7
Tax 34 30 13.3
NET 70 165 -57.6
NOK/Share (Diluted) 0.28 0.65 -56.9

2021 2020 % Change
Norway 3,514 3,691 -4.8
Sweden 2,160 2,271 -4.9
Finland 1,299 1,507 -13.8
Denmark 15 21 -28.6
Austria 284 361 -21.3
NET REVENUES 7,273 7,851 -7.4
Cost of Goods 4,340 4,987 -13.0
Personnel Expense 1,378 1,393 -1.1
Other Operating Expense 621 681 -8.8
Depreciation 585 560 4.5
Net Financial Expense 109 96 13.5
Pre-tax 241 133 81.2
Tax 50 20 150.0
NET 191 113 69.0
NOK/Share (Diluted) 0.76 0.55 38.2

XXL Consolidated Income Statement
(Million NOK, Quarter Ended Sept. 30)

Source: XXL

XXL Consolidated Income Statement
(Million NOK, 9 mo. Ended Sept. 30)
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for so-called “staycations” during the 
coronavirus pandemic.

The reduction in sales came despite 
the fact that all the group’s stores 
were in operation during the quarter 
after temporary pandemic-related 
closures had hit its top line in the 
first quarter. The shift to online 
sales continued with a growth 
of 18.2 percent for XXL’s e-com-
merce platform to NOK 483 million 
(€50.0m-$57.7m). E-commerce rep-
resented 18.0 percent of total rev-
enues in the quarter, up from 14.4 
percent a year earlier.

Profit margins were negatively 
affected as XXL increased invest-
ments in advertising in an effort to 
stem the sales decline and regain 
market share. The gross mar-
gin declined to 38.9 percent from 
40.8 percent a year earlier, partly 
because of increased freight costs 
and negative mix effects from the 
growth in e-commerce. XXL said it 
aims to stabilize the gross margin 
above a level of 39 percent.

XXL’s Ebitda declined to NOK 336 
million (€34.5m-$40.2m) from NOK 
429 million the year earlier, driven 
by the lower gross margin and the 
negative sales growth, partially 
compensated by a reduction in 
operating expenses. The Ebitda 
margin declined to 12.5 percent 
from 14.9 percent.

In its domestic Norwegian mar-
ket, the retailer’s sales fell by 
4.8 percent to NOK 1,283 million 
(€131.8m-$153.5m) and the Ebitda 
margin declined to 21.7 percent 
from 22.2 percent. XXL admitted 
to having lost new market share 
in its home market, with sales on 
a 12-month rolling basis rising by 
1.2 percent compared with an esti-
mated progress of 8.3 percent for 
the market as a whole.

The retailer also lost market share 
in Sweden, where its sales declined 
0.4 percent on a 12-month roll-
ing basis compared with a market 
increase of 5.2 percent, as well as in 
Finland, where XXL’s sales dropped 
by 9.6 percent while the market as a 
whole saw a growth of 9.2 percent.

XXL repeated that its relative under-
performance as compared to its 
peers could be partially explained 
by the extraordinary product clear-
ance campaigns it conducted last 
year, which resulted in high vol-
umes at low margins, as well as 
temporary closures of its centrally 
located stores and the “challenging” 
delivery situation for large bicycles.

The retailer’s sales in Sweden dipped 
by 2.1 percent to the equivalent of 
NOK 809 million (€83.1m-$96.8m), 
and the local Ebitda margin fell to 
15.1 percent from 18.3 percent.

In Finland, sales decreased by 
6.1 percent to NOK 475 million 
(€48.8m-$56.8m) and the Ebitda 
margin narrowed to 16.1 percent 
from 18.8 percent.

In Austria, where XXL opened a new 
store in Klagenfurt in September, 
revenues fell by 15.4 percent to NOK 
117 million (€12.0m-$14.0m). The 
Ebitda margin stood at a negative 
level of 6.1 percent as compared to 
a positive 5.2 percent a year earlier.

XXL’s sales in Denmark, where 
the retailer continues to operate 
solely through e-commerce, were 
halved to NOK 3 million (€308,339-
$359,073) from NOK 6 million. The 
Ebitda margin was a negative 2.6 
percent versus a positive 4.3 per-
cent in the third quarter of 2020.

After signing two new lease agree-
ments for one store in Austria and 
one in Sweden for new openings 
this year, XXL has signed three new 
agreements for 2022, one in Norway 
and two in Sweden. XXL said it will 
also close down its outlet store in 
Töcksfors,Sweden, next year while 
continuing to downsize several 
existing stores.

Shimano hikes 
guidance as bike 
segment soars by 30%

While reporting excellent figures 
for its third quarter ended Sept. 30, 
Shimano said it was expanding pro-
duction capacity at its factories in 
Japan and overseas to respond to 
the growing global demand for its 

products, as Covid outbreaks have 
disrupted both manufacturing and 
logistics everywhere.

Bike dealers’ inventories are still 
depleted in Europe, the Americas 
and Oceania, while the demand is 
leveling out in Asia, said Shimano, 
commenting on the 30 percent sales 
increase that its bike components 
division enjoyed in the quarter, 
reaching a level of 106.41 billion 
yen (€810m-$940m). Shimano’s new, 
redesigned road bike component 
lines, Dura-Ace and Ultegra, were 
well received by the market.

Sales grew at a more modest 
pace of 9 percent to ¥23.97 billion 
(€180m-$210m) in the company’s fish-
ing tackle division as compared to the 
year-ago period, which had showed 
an accelerated recovery in the seg-
ment. Shimano said the demand for 
these products was still very strong 
and the U.S. and solid elsewhere.

Total revenues went up by 
26 percent to ¥130.49 billion 
€990m-$1,150m) in the quarter. 
The gross margin improved by 3.0 
percentage points to 44.3 percent, 
while operating expenses increased 
by only 20 percent. As a result, net 
income attributable to sharehold-
ers rose by 87 percent to ¥30.12 bil-
lion (€230m-$272.6m).

The growth in revenues softened 
in comparison with the first half, 
due to a tougher comparison with 
last year’s results. For the first 
nine months of the year, Shimano 
reported a 49.6 percent increase 
in sales to ¥395.2 billion (€2.99bn-
$3.48bn), leading to rises of 93.8 
percent in operating income and 
82.1 percent in net earnings.

Nevertheless, the company boosted 
its sales outlook for the full finan-
cial year to ¥515.0 billion (€3.90bn-
$4.53bn) from a previous forecast 
of ¥500.0 billion, which would com-
pare with last year’s turnover of 
378.0 billion. Net income is now 
poised to hit a level of ¥103.7 bil-
lion, up from earlier guidance of 
¥93.7 billion and well above the 
2020 score of ¥63.5 billion.
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VF raises sales outlook 
although supply chain 
strains cap Q2 growth

VF Corp. lost more than 5 percent of 
its value on the stock market after it 
published its results for its second 
quarter ended Sept. 30 on Oct. 22, but 
it has regained some ground since. 
The management improved its guid-
ance for this year’s revenues to $12.0 
billion from $11.8 billion, but kept its 
forecast for the bottom line, despite 
an operating environment that was 
described as being more challenging 
than expected in the second quarter.

VF’s CEO, Steve Rendle, subse-
quently said some interesting 
things in an exclusive interview 
with Footwear News. Commenting 
on its supply chain problems, he 
indicated that the group is consid-
ering shifting some production for 
the U.S. market to Central America 
and doing the same for Europe 
by producing some footwear in 
Portugal and some clothing in 
Eastern Europe. He also praised the 
agility of the business model used 
by the recently acquired Supreme 
brand of streetwear, indicating that 
its 52-week product drop schedule 
may also be applied to Vans.

The overall quarterly revenues of the 
group - which owns brands such as 
Vans, The North Face,  Timberland, 
Icebreaker, Smartwool and Altra 
- increased by a reported 23 per-
cent to $3,198 million in the three 
months ended Sept. 30, falling short 
of analysts’ expectations for a top 
line of $3.3 to $3.5 billion, as a “sig-
nificant” amount of orders were 
shifted into the third quarter due 
to supply chain bottlenecks. At con-
stant currency rates, revenues were 
up by 21 percent.

VF’s sales growth in the quarter got 
a slight boost of $99.6 million from 
the acquisition of Supreme, which it 
purchased in December 2020 for $2.1 
billion. Excluding Supreme, which 
actually suffered a 30 percent gap 
in inventories, sales were up by a 
reported 19 percent, or 17 percent 
in constant currency terms, led by 
EMEA and North America, which had 
been hit by Covid-19 a year earlier.

The group mentioned difficulties in 
the Asia-Pacific region, where some 
5 percent of stores were closed at 
the beginning of the quarter due 
to a resurgence of Covid-19. While 
virtually all stores have since been 
reopened, the consumer environ-
ment in China remains “challenging” 
amid a continuing backlash against 
Western brands like Vans that was 
particularly reflected in lower digi-
tal sales.

About 85 percent of the group’s pro-
duction capacity is now operational, 
but VF noted that the resurgence of 
Covid-19 lockdowns in sourcing coun-
tries like Vietnam added to capacity 
constraints during the second quar-
ter, on top of supply chain woes tied 
to port congestion and increasing 
ocean lead times, leading to deliv-
ery delays of up to ten weeks. The 
group experienced severe problems 
in South Vietnam, which accounts for 
about 10 percent of overall sourcing. 
VF attributed about half of the over-
all shift in revenues from the second 
to the third quarter to Vietnam.

While tight inventories have led to 
fewer order cancellations, supply 
chain strains have forced VF to use 
expedited freight when necessary, 
bumping up costs. Matt Puckett, 
CFO of the group, said some of the 
pressures on freight are expected to 
extend into the calendar year 2022.

VF’s net income for the second quar-
ter was lower than expected, but it 
nevertheless jumped by 81 percent 
to $464.1 million as compared to the 
year-ago period. The gross margin 
widened by 2.9 percentage points to 
53.7 percent, largely on the back of 
reduced promotional activities. The 
adjusted gross margin increased by 
3.0 percentage points to 53.9 per-
cent, due to higher full-price realiza-
tion, lower markdowns, a favorable 
mix and a positive impact of about 
0.2 points from Supreme. When com-
pared to its prior peak gross margins 
in fiscal 2020, VF said its current gross 
margin was impacted by a headwind 
of about 1.8 percentage points from 
incremental expedited freight and 
foreign exchange. The adjusted oper-
ating margin in the second quarter 
widened by 3.6 percentage points to 
16.7 percent.

VF’s direct-to-consumer (DTC) sales 
were up by a reported 32 percent, or 
31 percent higher at constant curren-
cies, reflecting organic growth of 21 
percent in dollars and 20 percent in 
local currencies.

By segment, the revenues of the 
Active segment grew by 16 percent 
to $1,392 million and its profit inched 
up to $284.3 million from $259.1 mil-
lion. The segment’s growth included 
an 8 percent gain in sales at Vans, 
and an 8 percent contribution from 
acquisitions. While Vans “acceler-
ated meaningfully” in EMEA during 
the quarter, the brand faced head-
winds in the Asia-Pacific region and 
in the U.S., where a surge in the Delta 
coronavirus variant led to lower-
than-expected back-to-school sales. 
Segment revenues went up by 7 per-
cent in EMEA, partly driven by a 17 
percent surge in DTC digital sales.

The Outdoor segment saw a 31 per-
cent increase in revenues to $1,507 
million, with the profit more than 
doubling to $284.1 million from 
$132.5 million. Sales increased at 
The North Face by a reported 31 
percent, while those of Timberland 
jumped by 26 percent, both thriving 
despite also suffering from delayed 
deliveries. TNF grew by 40 percent in 
constant currencies in EMEA, while 
Timberland’s recovery took place 
almost entirely in the U.S.

The group’s three smaller brands 
- SmartWool, Icebreaker and Altra - 
have been growing at a mid-to-high-
teens pace, contributing annual 
revenues of nearly $550 million.

In the Work segment, revenues 
climbed by 18 percent to $299.2 mil-
lion in the quarter, and profits soared 
to $62.0 million from $8.2 million.

On a geographical basis, interna-
tional revenues went up by 18 per-
cent in the quarter, with 15 percent 
growth in constant currencies. 
European sales rose by 19 percent, 
or 17 percent at constant currencies. 
Sales for Greater China grew by 9 per-
cent, or by just 3 percent in constant 
currencies, with Mainland China 
growing by a reported 9 percent and 
2 percent at constant currencies.
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For the third quarter, VF expects 
to post revenues of about $3,600 
million, reflecting high single-digit 
organic growth versus the same 
period of 2020.

For the full year ending in March 
2022, or fiscal 2022, VF still antici-
pates revenues of $12.0 billion, up 
about 30 percent on the year, includ-
ing about $600 million from Supreme, 
although its Active segment is seen 
doing slightly worse than previously 
anticipated. Instead, the guidance 
for Outdoor and Work has been 
raised slightly.

By segment, revenues for Outdoor 
are now expected to increase by 
between 25 and 27 percent versus 
previous expectations of 24 to 26 
percent. Revenues for Active are 
forecast to rise between 35 and 37 
percent versus previous expecta-
tions of a 37 to 39 percent increase, 
while Work’s revenues are now seen 
rising between 19 and 21 percent, up 
from previous expectations of a 16 to 
18 percent gain.

Direct-to-consumer revenues are 
anticipated to grow by between 
34 and 36 percent versus previous 
expectations of 39 to 41 percent 
growth, including Digital revenue 
growth of about 20 percent versus 
previous expectations of an increase 
of between 29 and 31 percent.

International revenues are seen 
increasing by between 24 and 26 per-
cent against 25 to 27 percent growth 
previously. The group expects sales 
to rise by 30 to 32 percent in both 
EMEA and the non-U.S. Americas, up 
slightly from previous expectations. 
In Asia-Pacific, on the other hand, 
sales are seen increasing by 12 to 14 
percent, well below a previous 18 to 
20 percent growth forecast.

The gross margin for the year is now 
projected at about 56 percent, com-
pared with previous estimates for 
a gross margin of more than 56 per-
cent, with the new forecast including 
0.4 percentage points of incremen-
tal freight costs on top of what the 
group had anticipated in July.

UA elevates Massimo 
Baratto as chief 
consumer officer in 
management reshuffle

Under Armour has promoted 
Massimo Baratto to the interest-
ing new position of executive vice 
president and chief consumer officer, 
effective Nov. 1. He has been serving 
since May 2018 as managing direc-
tor of the company’s EMEA region, 
based in Amsterdam.

In conjunction with this announce-
ment, UA said that he will be suc-
ceeded as senior vice president and 
general manager for EMEA by a 7-year 
veteran of the company, Kara Trent, 
who has been running the merchan-
dising and planning functions for the 
EMEA region since July 2019.

She joined UA in May 2015 as senior 
director of wholesale merchandis-
ing and visual merchandising after 
working for five years as a buyer 
for Reebok and almost eight years 
at Puma North America, serving in 
various functions.

UA also took the opportunity to 
report that Alessandro de Pestel, 
who has served as chief market-
ing officer since 2018, is planning to 
leave the company next February to 
pursue other opportunities.

In his new position at UA, the com-
pany says, Baratto will oversee all 
aspects of its consumer strategy, 
tasked with delivering a seamless 
and consistent brand experience 
with responsibility for global market-
ing, e-commerce and retail. “Today’s 
announcement underscores our com-
mitment to delivering an ecosystem 
capable of deepening our connection 
with focused performers, inspiring 
them wherever and whenever they 
choose to engage our brand,” com-
mented UA’s Swedish-born president 
and CEO, Patrik Frisk. “Massimo’s 
global leadership skills, digital exper-
tise, and significant experience build-
ing brands through understanding 
consumer behavior will be a great 
enabler in strengthening our ability 
to innovate and enhance our posi-
tion as one of the world’s preeminent 
athletic performance brands.”

Under Baratto’s management, UA’s 
business in EMEA frequently out-
performed. The Italian executive 
had previously helped UA make big 
strides forward in the Italian mar-
ket, where he pushed the American 
sports brand’s presence and posi-
tioning as CEO of Italy’s Oberalp 
Group after it took over its distribu-
tion in the country in 2016. He was 
instrumental in the establishment 
of UA Brand Houses at key locations 
throughout the country.

Baratto spent nearly 18 years at 
Oberalp, helping to quadruple its 
sales by raising the turnover of 
its own brands – Salewa, Dynafit, 
Pomoca and Wild Country – as well 
as those for which it had the distri-
bution in Italy, such as also Fischer, 
Rip Curl, Speedo and Spyder.

Sport 2000 is market 
leader in Austria for 
the first time

Presenting the results of a large 
nationwide study by the market 
research company Regio Plan. 
Holger Schwarting, CEO of Sport 
2000 Austria, confirmed that his 
cooperative was able to secure mar-
ket leadership in Austria for the first 
time in 2020 with a market share of 
33.6 percent, followed by Intersport 
with 31.9 percent and by Hervis 
Sport with 14.1 percent. Sport 2000 
came out first also in terms of the 
quality of the shopping experience 
in the areas of customer satisfac-
tion and ski rentals, according to 
Regio Plan.

With its 237 dealers operating 398 
shops in the country, Sport 2000 
Austria generated sales of €590 mil-
lion (including VAT) in its home mar-
ket in 2020, and a slight growth of 
1.6 percent to €600 million is now 
expected for 2021. Adding the affili-
ated stores in the Czech Republic 
and Slovakia, the cooperative’s retail 
sales amounted to €636 million last 
year, and they are expected to grow 
to around €640 million in 2021.

The year 2020 was challenging 
for all sports retailers in Austria 
because of closed shops and hotels, 
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especially in the ski resorts. The sit-
uation continued at the beginning of 
this year, bringing foreign tourism 
to a complete standstill. The impor-
tant ski season was basically can-
celled, but many Austrians looked 
for a way out by engaging in ski 
touring and cross-country skiing.

The past summer season was grati-
fyingly positive, however. The main 
sales drivers were biking, mountain 
sports and running. “All activities 
that can take place outside and 
that work on their own are cur-
rently booming - especially cycling 
and hiking,” said Schwarting in a 
press conference. “Outdoor is the 
new fitness center….Especially in 
the mountains, you see a lot more 
young people and women today 
than was the case just a few years 
ago.” Schwarting sees a lot more 
potential in this area in the future.

Among the biggest challenges at 
present are the disrupted supply 
chains and the resulting delivery 
delays, which are now hitting the 
European market due to factory 
closures in countries such as China 
and Vietnam, said Schwarting, who 
is also the chairman of Sport 2000 
International. While there has 
been little impact in the apparel 
segment, he said, the footwear seg-
ment is experiencing major difficul-
ties. The bike and fitness equipment 
segments are also struggling with 
similar problems. “But that doesn’t 
apply to everyone, you can’t make 
any blanket statements here,” 
Schwarting said. Retailers should 
expect delivery delays of between a 
few weeks and one to two months, 
he said.

For Schwarting, the cooperative 
form has more than proven itself in 
times of crisis: “We stuck together 
when it was important. That’s an 
important reason why we survived 
the crisis.”

With its “Center of Excellence” 
approach, Sport 2000 intends to 
manage cooperation in digitaliza-
tion projects as well as in winter 
sports on an international level 
in the future. Thus, since autumn 
2020, the purchasing of goods for 
the winter sports category, which 

is demanding from a strategic and 
operational point of view, has been 
carried out by Sport 2000 Austria 
for the all the organizations affili-
atred with Sport 2000 International. 
In a similar way, the newly founded 
Absolute Teamsport GmbH in 
Germany will provide the best pos-
sible support for the specialized 
Absolute Teamsport dealers all 
over Europe.

Crocs posts an Ebit 
margin of over 32% on 
73% higher sales

Performing better than what ana-
lysts had estimated, Crocs reported 
a sales increase of 73.0 percent in 
the third quarter to a record level 
of $625.9 million, with a gain of 72.2 
percent on a constant-currency 
basis. The company posted an 
exceptionally high operating mar-
gin of 32.2 percent, up from 19.9 per-
cent in the year-ago period. The net 
profit more than doubled to $153.5 
million from $61.9 million in the 
third quarter of 2020.

The management is now budgeting 
a sales increase of 62 to 65 percent 
for the full financial year. On the 
other hand, the current disruption 
in the supply chain is expected to 
limit the growth next year to a level 
above 20 percent, the management 
indicated, with incremental air 
freight costs of $75 million.

Crocs’ business is being heavily 
impacted by the recent factory clo-
sures in Vietnam, where the pro-
duction will take time to go back to 
former levels. To mitigate the impact, 
Crocs has shifted some production 
to other locations, improved factory 
throughput and made greater use of 
airfreight, while allocating product 
units strategically.

The biggest growth was reached in 
the Americas during the third quar-
ter, up by 94.5 percent. In terms 
of local currencies, sales went up 
by 42.8 percent in EMEA and by 
21.2 percent in Asia-Pacific. The 
Americas remained the biggest mar-
ket with a turnover of $455.9 million, 

followed by EMEA at $86.3 million 
and Asia-Pacific at $83.6 million.

Online sales rose by 68.9 percent, 
representing 36.8 percent of reve-
nues, down from 37.7 percent in the 
same period a year ago, but up from 
32.2 percent in the third quarter of 
2019. Overall, direct-to-consumer 
revenues rose by 60.4 percent, but 
wholesale revenues went up at a 
faster pace of 88.2 percent.

The gross margin improved by 6.7 
percentage points to 63.9 percent. 
On an adjusted basis, it rose by 6.8 
points to 64.2 percent. Operating 
expenses declined to 31.4 percent 
of revenues on an adjusted basis, 
compared with 36.6 percent a year 
earlier. As a result, on an adjusted 
basis, the operating margin rose to 
32.8 percent from 20.8 percent.

Allbirds’ IPO seeks a 
$2bn valuation

Allbirds has priced its planned pub-
lic offering at a range of between 
$12 and $14, which would give it a 
valuation of more than $2 billion, in 
spite of continued losses. It plans to 
offer a total of 19.2 million shares to 
raise up to $269 million.

A Series E round of financing had 
reportedly given the B Corporation 
from California a valuation of around 
$1.7 billion in September 2020.

The five-year-old sustainable 
sneaker brand also indicated that 
it expects to report a 32 percent 
increase in sales to $62.5 million for 
the quarter ended Sept. 30, thanks 
to higher sales at its physical 
stores, which had grown to 27 as of 
June 20 from 21 in September 2020. 
More of them have been opened 
since. Because of higher expenses, 
Allbirds will post a loss of between 
$15 and $18 million for the third 
quarter, up from a loss of $7 million 
in the year-ago period.

For 2020, Allbirds has already 
reported a net loss of $25.86 million 
on revenues of $219.3 million, 80 
percent of which came from the dig-
ital channel. The loss was attributed 
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to high investments in staff, opera-
tions and digital advertising.

Thule sees sales gains 
and rising costs

The outdoor trend, which kicked 
in shortly after the first Covid-19-
related lockdowns, has once again 
brought good sales growth for the 
Swedish Thule Group. The trend 
toward outdoor and leisure activi-
ties closer to home continued to 
positively impact all of the group’s 
product categories in the third 
quarter. According to a preliminary 
report, net sales totaled 2.77 billion 
Swedish kronor (€277.4m-$323.1m). 
Compared with sales in the same 
quarter of 2020, that’s double-
digit growth of 13.8 percent (16.2% 
after currency adjustment). While 
the Americas region grew by a 
whopping 39.6 percent (44.6% cur-
rency-neutral) to SEK 850 million 
(€85.1m-$99.1m). sales in the Europe 
and Rest of World region rose by 5.1 
percent (6.9% currency-neutral) to 
SEK 1.92 billion (€192.3m-$224m).

Thule imposed some price increases 
during the quarter, but they were 
insufficient to offset an increase in 
manufacturing and shipping costs, 
leading the gross margin to decrease 
to 40.6 percent from 42.9 percent in 
the year-ago period. The operating 
margin was off by 0.2 percentage 
points to 24.2 percent for the quar-
ter, but it was 0.1 higher after elimi-
nating foreign currency effects.

The group’s revenues for the first 
three quarters of 2021 jumped by 37.2 
percent (44% currency-neutral) to 
SEK 8.54 billion (€855.4m-$996.2m) 
compared to the first nine months 
of last year. However, it should be 
noted that the pandemic had a neg-
ative impact on sales in the compa-
rable period, particularly in April 
and May last year.

The operating margin for the first 
three quarters went up sharply to 
25.2 percent from 21.7 percent in the 
year-ago period. It was positively 
impacted by strong sales growth 
during the year, with a relatively high 
gross margin of 41.4 percent - down 

by 0.6 percentage points from the 
year-ago period - and low operat-
ing costs. The release of a provi-
sion of SEK 15 million (€1.5m-$1.7m) 
for an earn-out payment for Tepui 
Outdoors’ acquisition at the end of 
2019 brought net profit for the first 
three quarters of 2021 to SEK 1.64 bil-
lion (€164.2m-$191.3m), compared to 
just SEK 1.0 billion (€100.2m-$116.7m) 
in Jan.-Sept. 2020.

The ongoing positive sales trend 
has had a particular impact on the 
“Sport & Cargo Carriers” and “RV 
Products” categories. All product 
groups have performed well and 
gained market share within these 
two categories – despite the chal-
lenge of meeting the high demand. 
Ever-increasing manufacturing 
costs have been caused by “gener-
ally rising material prices, extreme 
freight prices and costs related to 
overtime and additional personnel 
in our assembly plants,” the com-
pany said, leaving no choice but 
to raise sales prices to partially 
compensate for the rising costs. “It 
will not be until after the planned 
price increases in 2022 are imple-
mented that we expect to be able 
to compensate for increased input 
costs fully,” the group’s preliminary 
report states.

Clarus sees sales 
growing by 62% this 
year

Clarus Corp., the Utah-based par-
ent company of Black Diamond 
and Pieps, said it expects to report 
a sales increase of 66 to 67 percent 
up to $107-$108 million for the third 
quarter ended Sept. 30, with a strong 
momentum across all brands.

Black Diamond’s sales are expected 
to have increased by about 19 per-
cent, while Sierra Bullets should 
have risen by around 100 percent 
as compared to the third quarter 
of 2020, according to preliminary 
results. The quarterly turnover of 
Rhino-Rack, the Australia-based 
manufacturer of roof racks, mount-
ing systems and other automo-
tive accessories whose acquisition 
was closed on the first day of the 

third quarter, is expected to have 
amounted to around $19.5 million.

The preliminary data also show 
adjusted Ebitda projected at $18.5-
$18.8 million, an estimated 103 to 
106 percent increase from the year-
ago period. Full third-quarter results 
will be released in early November.

In the wake of the strong third-
quarter figures, Clarus raised its 
guidance for the full year. Overall 
sales are seen growing by about 
62 percent to $362.5 million, above 
prior guidance of $350 million. By 
brand, Clarus now expects sales 
for Black Diamond to be up by 27 
percent to $217.5 million, above 
$215 million previously. Together, 
Sierra and Barnes Bullets, which 
Clarus acquired in October 2020 out 
of the Remington bankruptcy, are 
expected to report a sales increase 
of 99 percent to $105 million, against 
prior guidance of $95 million. Clarus 
continues to anticipate revenues of 
$40 million for Rhino-Rack in the 
second half.

Clarus also forecasts that full-year 
adjusted Ebitda will grow by about 
155 percent to $57 million, above its 
prior forecast of $52 million.

Mixed quarterly 
results for Chinese 
brands

We are wondering whether the 
Chinese boycott of Western sports 
is also affecting brands like Kappa 
and Fila that are being sold in the 
market by Chinese companies that 
control their distribution in the 
country. While the growth of the 
overall Chinese sports market is 
said to be softening, sales of these 
two brands in China underper-
formed during the three months 
ended in September according to 
the latest regulatory filings made by 
public Chinese sports companies, 
which provide only a few financial 
details for odd-numbered quarters.

In contrast with other Chinese 
sportswear companies, China 
Dongxiang reported a mid-to-high-
teens decline at its Kappa and 
Kappa Kids stores for its second 
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quarter ended Sept. 30, with a mid-
to-low single-digit drop on a same 
store basis. For the first half of the 
company’s financial year, sales were 
off by a high-teens rate, or by a high 
single-digit rate on a comparable 
store basis. The total number of 
Kappa stores rose by 46 to 1,421 in 
the course of the six-month period.

Anta Sports Products reported 
that the growth in retail sales of 
its core Anta brand accelerated to 
a low-teens rate in the third quar-
ter as compared to the single-digit 
increase posted in the same period 
a year ago, leading to growth in the 
mid-teens as compared to the third 
quarter of 2019. However, Fila, a 
brand for which Anta has the dis-
tribution rights in Greater China, 
posted only single-digit growth as 
compared to the third quarter of 
2020, when it scored a gain of more 
than 20 percent.

The biggest growth rates within 
the Anta group were achieved by 
the other brands that it distrib-
utes in China, including Descente 
and Kolon Sport. Their sales were 
35 to 40 percent higher than in the 
third quarter of 2020 and up by 105 
to 110 percent as compared to the 
same period of 2019. In fact, the 
group had reported a sales increase 
of more than 50 percent for these 
brands in the third quarter of 2020.

Xtep International reported growth 
in the mid-teens for the third quar-
ter of 2021 through all the channels 
as compared to the same period a 
year ago; when the Chinese com-
pany’s growth was limited to a 
mid-single-digit rate. Retail dis-
counts averaged 20 to 25 percent 
and the retail turnover stood at 
around four months. The company 
didn’t provide any breakdown for 
its Xtep brand, K-Swiss, Palladium 
or the Chinese joint venture with 
Wolverine Worldwide/

Retail sales of the 361° branded 
products grew by a rate in the mid-
teens during the third quarter, said 
361 Degrees, outperforming the 
high single-digit increase that the 
Chinese sportswear company had 
reported for the same period a year 
ago. Its 361° Kids line did even 

better, rising by between 15 and 20 
percent after the high single-digit 
drop suffered a year earlier.

Li Ning Company sported the best 
results in the quarter. Excluding 
sales at Li Ning Young stores, the Li 
Ning brand performed better than 
a year ago during the third quarter 
ended in September, scoring a sales 
increase in the high 20s on a same-
store basis at retail, compared with 
the low single-digit improvement 
recorded a year earlier. The compa-
ny’s own direct-to-consumer sales at 
its physical stores went up by a rate 
in the low 30s and e-commerce grew 
in the mid-30s, while wholesale fran-
chised distributors’ sales rose by a 
rate in the mid-20s. The actual retail 
sell-through jumped by a rate in the 
low 40s, with increases in the high 
30s at own and franchised physical 
stores and in the mid-50s online.

The total number of Li Ning core 
stores in China rose by 99 during 
the three-month period, reaching a 
level of 5,803. There were 109 fewer 
units in operation than at the begin-
ning of 2021, with decreases of 56 
units in the direct channel and 53 
units for the wholesale channel. 
The number of Li Ning Young stores 
increased by 96 units during the 
quarter and by 116 since the begin-
ning of the year, building up to a 
total of 1,137 doors.

Stella recovers and 
remains “cautiously 
optimistic”

The Hong Kong-based shoe man-
ufacturer and retailer Stella 
International has reported a 27.5 
percent year-over-year increase in 
third-quarter revenues to $439.3 
million. The period marked a slow-
down from the company’s recovery 
in the first half, due to a tougher 
comparative basis. In the first nine 
months of the year, the top line grew 
by 32.6 percent to $1,135 million.

Manufacturing revenues rose by 
28.2 percent to $431.6 million dur-
ing the quarter and by 32.6 percent 
to $1,115 million in the nine-month 
period, thanks to higher orders, 

particularly in the luxury, fashion 
and sports categories.

Shipments rose by 21.7 percent to 
14.9 million pairs in the quarter and 
by 27.0 percent to 41.4 million pairs 
in the nine months. A shift in the mix 
of products and clients led the aaver-
age selling price to improve to $28.90 
a pair in the quarter, up from $27.50 
a year earlier, and to $27.00 a pair in 
the nine months, up from $25.80.

Stella noted that its factories in 
Vietnam were not affected by Covid-
19 restrictions during the third 
quarter, being located in the north 
of the country. The company’s new 
factory in Indonesia is expected to 
go on stream by the end of the year. 
Stella said it was cautiously optimis-
tic, but warned about the risks stem-
ming from new Covid outbreaks and 
the power shortages in China.

Vietnam footwear production was 
badly affected by Covid-19 related 
lockdowns, especially in the Ho Chi 
Minh City region, where about 80 
shoe factories remained closed for a 
couple of months. According to the 
Vietnamese leather, footwear and 
leathergoods industry association, 
Lefaso, the country’s footwear exports 
dropped by 44.2 percent in September.

Stella is “cautiously optimistic” for 
the remainder of 2021. It noted that 
the Covid-19 situation in Southeast 
Asia remains a “key uncertainty” 
and that it will closely monitor 
the potential impact of recently 
announced electricity controls in 
China. The company continues to 
prioritize margin improvement.

The chairman, Lawrence Chen, 
noted that the company’s new fac-
tory in Solo, Indonesia, is in the 
“midst of commencing operations” 
and is expected to contribute to 
sales in 2022.

PE firm to acquire NPD 
Group

The private equity firm Hellman 
& Friedman (H&F) will soon be 
entering into a binding and exclu-
sive agreement to purchase the 
NPD Group, once the latter’s 
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employee-works council has been 
lawfully notified and consulted.

Founded in 1966 and headquartered 
in Port Washington, New York, NPD 
claims to be the world’s eighth-larg-
est market research firm. It provides 
some 2,000 clients in the Americas, 
Europe and Asia-Pacific with cover-
age of 19 industries – among them 
apparel, B2B technology, consumer 
technology, e-commerce, footwear, 
media entertainment, mobile, retail, 
sports, toys and video games.

The takeover deal, whose terms 
remain undisclosed, should close 
by the end of this year. NPD’s exec-
utive chairman, Tod Johnson, and 
CEO, Karyn Schoenbart, are to 
retain a minority stake as well as 
their seats on the board.

In Europe, it has been conducting 
on the sports apparel and footwear 
market in the five major countries 
since 2000, supplying data from 
points of sale and consumer sur-
veys. It started the program in 
combination with GfK, but then 
continued it single-handedly.

In the U.S., NPD entered the sport-
ing goods segment with the acqui-
sition of SMART (Sports Marketing 
and Retail Technology) from its 
founder, the late Jim Spring. Later, 
in 2013, it scooped up a second 
market research firm founded by 
Spring, Leisure Trends Group, 
which focuses on the bike indus-
try and operates out of Boulder, 
Colorado. In 2019, to bolster its posi-
tion in the U.S., NPD proceeded to 
acquire assets relating to the point-
of-sale sports and outdoor track-
ing business of SportsOneSource, 
which had itself moved to the city 
of Boulder four years earlier.

Founded in 1984, H&F had about 
$90 billion in assets under manage-
ment in July.

A bullish European 
surf industry honors 
Frederic Basse

Surfboards, wetsuits and other hard-
ware items in the surf sector have 
recorded growth rates of between 20 

and 40 percent during the current post-
Covid year, according to the European 
Surf Industry Manufacturers 
Association (EuroSIMA).

Speaking at the annual EuroSIMA 
Surf Summit in Hossegor, on the 
French Basque coast, Jean-Louis 
Rodrigues, president of the asso-
ciation, also said that surfing has 
become the second most popular 
sport in Portugal after football, 
making the country the second-
largest destination in Europe for 
surfers, behind France.

Held in-person for the first time 
since 2019, the 20th edition of the 
annual convention welcomed 250 
professionals from the action sports 
industry in Hossegor on Oct. 14 
and 15. Frederic Basse, the former 
French surfing champion who co-
founded Rip Curl Europe and led 
EuroSIMA for a decade, received a 
Life Achievement Award at the sum-
mit, paying tribute to his 45-year 
career in the industry and the con-
tribution that he has made to the 
European boardsports culture.

EuroSIMA also decided to sponsor 
two startups: Sealocker, which has 
developed an app for users to try 
out or rent boards ahead of a pur-
chase; and Kohe Surf, a producer 
of electrically assisted boards.

One of the 14 speakers at the con-
ference, Emanuelle Duez, indicated 
that managers have to set new lim-
its and invent a new philosophy 
of management in an environment 
where more people are working 
from home. Duez, who founded 
The Boston Project, said the pan-
demic has seen “employees taking 
over power and renegotiating the 
internal business deal between 
employer and employees”. 

Where before there was a single 
deal for all, from now on there will 
be a coexistence of different deals 
within a single entity, she argued, 
adding that the new generation is 
pragmatic, resilient, hyper-involved 
and sensitive.

Big investments in 
pádel in Scandinavia

With the sport of pádel expanding 
strongly in Scandinavia and Finland, 
a big Swedish venture capital firm, 
Triton, has reportedly made just over 
30 acquisitions worth around 2.5 bil-
lion Swedish kronor (€250m-$290m) 
in the sector over the past three 
months, forming a newly created 
Ledap Group with a presence in 
seven European countries.

It now owns total of around 90 pádel 
halls with 600 courts, most of them 
in the Nordic countries. By the end 
of this year, the network is set to 
be more than doubled to some 200 
halls with over 1,700 courts. The 
facilities will retain their original 
names, but the group will make 
investments in building up the sport 
of pádel as a more user-friendly 
alternative to regular tennis while it 
continues to work its way to becom-
ing an Olympic sport.

One of the companies that Triton 
has acquired is We Are Padel, which 
has become one of the largest play-
ers in Sweden. The investors in the 
four-year-old company include well-
known sports celebrities who have 
been acting as ambassadors for the 
sports such as a former Formula 
1 driver, Marcus Ericsson, and 
two former hockey players, Johan 
Wiklander and Johan Adolfsson.

With an estimated 500,000 play-
ers, accounting for about 5 per-
cent of the total population, pádel 
has become about as big as golf in 
Sweden, which will be hosting the 
first dedicated fair in the Nordics, 
Padel Expo, next Jan. 28-30 at the 
Scandinavian XPO in Stockholm.

Particularly strong growth was 
recorded in Sweden during the 
2020 pandemic year. In neighbor-
ing Denmark, the number of play-
ers is estimated to have grown 
by more than 180 percent in 2019 
alone, reaching a level of 25,000. It 
is expected to continue to grow at 
around 25 percent year to 45,000 by 
2025 – a big target for a country with 
a population of 5.8 million people. 
As a result, sales of pádel-related 
products reportedly reached a 
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level of €990 million last year. More 
than half of the products were sold 
online. Meanwhile, the number of 
pádel halls in Denmark has doubled 
to more than 400.

Until about five years ago, pádel 
has a significant presence only in 
Spain. It has since moved into Italy, 
France and other European coun-
tries besides the Nordics. As previ-
ously reported, next year’s edition 
ISPO Munich will revive the Padel 
Village, after an absence of seven 
years, because of the sport’s recent 
strong international expansion.

New revised ISPO 
Awards with four 
application deadlines 
per year

The ISPO Group has announced 
that it will now honor the highlights 
of the sporting goods industry four 
times a year with its conceptually 
revised ISPO Awards. As usual, 
a jury of experts will evaluate all 
submissions individually based on 
criteria such as design, function, 
sustainability and innovation – but 
independently of set categories. 
Companies from the entire sports 
industry can participate, regardless 
of whether or not they exhibit at an 
ISPO trade show.

The new concept promises all win-
ners even more benefits. All award-
winning products and services will 
be exhibited at the next possible 
ISPO trade show and appear in the 
new ISPO Award Magazine, given 
to every trade show visitor. In the 
case of an award, the presentation 
will be combined with a product or 
service review on ispo.com.

At the same time, the ISPO Award is 
becoming more flexible: From now 
on, it will be possible to apply for 
the award all year ’round. This will 
also make it possible to present the 
award throughout the year with 
four different judging rounds. In 
addition, the different winner levels 
will disappear, and there will be no 
selection per product category.

The next jury meetings and the 
respective application deadlines are:

• Q4 / 2021: Deadline Dec. 17, 2021 
| First judging Dec. 20, 2021 | Jury 
meeting Jan. 7, 2022 | Presentation 
at ISPO Munich 2022

• Q1 / 2022: Deadline March 4, 
2022 | First judging March 7, 
2022 | Jury meeting March 25, 
2022 | Presentation at OutDoor 
by ISPO 2022

• Q2 / 2022: Deadline June 3, 2022 
| First judging June 6, 2022 | 
Jury meeting June 24, 2022 | 
Presentation at OutDoor by 
ISPO 2022

• Q3 / 2022: Deadline Sep. 2, 2022 
| First judging Sept.5, 2022 | 
Jury meeting Sept. 25, 2022 | 
Presentation at ISPO Munich 2023

• Q4 / 2022: Deadline Dec. 2, 2022 
| First judging Dec. 5, 2022 | 
Jury meeting Dec. 21, 2022 | 
Presentation at ISPO Munich 2023

After receiving the written applica-
tions, the jury will review all docu-
ments and decide who may submit 
their samples for the jury meeting. 
Product samples should only be sent 
upon request. If your company plans 
to apply for one of the next rounds 
of awards, you can find all relevant 
information on www.ispo.com.

EU is urged to 
take more action 
to promote sports 
activities

FESI, the Federation of the European 
Sporting Goods Industry, says it 
welcomes the adoption of a report 
made by a member of the European 
Parliament, Tomasz Frankowski, 
who has assessed the sport policy 
of the European Union. The former 
Polish footballer is proposing to 
strengthen the role of the European 
institutions in sport policy-making.

In particular, FESI is calling for 
increased investments in the devel-
opment of sustainable and safe 
infrastructures to encourage physi-
cal activity for all. Noting that many 
girls drop out of sports activities 
in their teens, FESI is also asking 
the European Commission and the 

member states to develop com-
mon European standards to ensure 
that all coaches have the appropri-
ate skills for training children and 
young people.

We believe that the EU may well 
take more action on the issue 
under the presidency of Emmanuel 
Macron, who is set to run it during 
the first half of 2022. The French 
president announced a few days ago 
a plan to set up or renovate 5,000 
neighborhood sports centers in 
the next three years, supported by 
loans of €200 million. He made the 
speech just before participating in 
a football match to raise funds for 
a charity.

UEFA proposes an 
Intercontinental 
Nations League

FIFA and UEFA are both trying to 
expand the range of football mega-
events that they are offering to 
the public. After the failure of its 
Super League project in April, the 
European organization is reacting 
to FIFA’s new plans to double the 
frequency of its World Cup by sign-
ing a partnership with the South 
American Football Confederation, 
Conmebol, for the launch of a new 
Intercontinental Nations League.

Like the FIFA World Cup, the new 
tournament would be played 
every four years, pitting the four 
finalist teams of the European 
Championships against the four 
finalists of the Copa America. The 
project would start with a dry chal-
lenge in June 2022 between Italy 
and Argentina, which won the latest 
respective championships.

UEFA and Conmebol have decided 
to open a joint office in London to 
study future international strate-
gies. Both of them have strongly 
criticized FIFA’s poject to hold the 
World Cup every two years, threat-
ening to ask their members to boy-
cott it. Meanwhile, the executive 
board of the International Olympic 
Committee (IOC) added its weight 
by expressing converns over FIFA’s 
plans at a meeting in Athens a few 
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days ago. The IOC said it was wor-
ried about the impact of the project 
on gender equality, the develop-
ment of other sports and the play-
ers’ physical and mental welfare.

FIFA is currently carrying a feasibil-
ity study for the biennial World Cup, 
which has been formally proposed 
by Saudi Arabia. It would involve 
separate tournaments among men’s 
and women’s teams. A decision may 
be taken as early as December, but 
according to the IOC, a wider con-
sultation with other stakeholders 
in football and international sports 
federations has “obviously not 
taken place.”

Decathlon is making 
new environmental 
pledges for 2026

Decathlon says it has spent the 
past two years working with the 
United Nations’ Intergovernmental 
Panel on Climate Change (IPCC) 
to bring its design, production and 
distribution into line with the Paris 
Agreement on the earth’s climate. 
It says that its carbon intensity 
(tCO2e per euro) has declined by 
10 percent since 2016. However, 
its carbon emissions, because of 
business growth, have increased in 
absolute terms by 3 percent over 
the same period.

The French retailer and producer of 
sporting goods has now set targets 
for the reduction of its carbon foot-
print, among them a reduction of 
53 percent in carbon intensity. The 
other targets, which have been vali-
dated by the Science Based Targets 
initiative (SBTI),  are as follows:

• A 90 percent reduction in the 
absolute value of its carbon 
emissions (tCO2e) on scopes 1 
and 2 from 2016 to 2026

• A 53 percent reduction in car-
bon intensity (tCO2e per euro 
of added value) on scopes 1, 2 
and 3 from 2016 to 2026

• The use of suppliers that “define 
their own reduction trajectory” 
in alignment “with science” for 
90 percent of its emissions

Decathlon is now pledging to meet 
a series of objectives by 2026. It will 
be taking an “Ecodesign approach,” 
with environmental labeling, for all 
products; using only “100% renew-
able” energy with its suppliers, to 
the exclusion of coal; and drawing 
all of its electricity from “renew-
able sources,” while increasing the 
energy efficiency of its stores and 
warehouses. It will also be develop-
ing and deploying low-carbon busi-
ness models, in which:

• 30 percent of products will be 
“qualified as repairable” and 
all repairable products willl be 
repaired by its workshops or 
customers

• Stores in all the countries will 
offer second-hand sporting 
goods

• Stores will offer product rentals 
and subscriptions

Tecnica rolls out ski 
boot recycling project 
in 8 countries

After revealing its plans for an end-of-
life solution for used ski boots in the 
spring of this year, the Tecnica brand 
is about to start its new “Recycle 
your boots” program. The circular 
project, being launched in the Alps 
region this autumn, aims to contrib-
ute to protecting the planet by recy-
cling used ski boots into secondary 
raw materials, saving resources and 
reducing CO² emissions.

To collect, transport and recycle 
old plastic ski boots into reusable 
secondary raw materials, Tecnica 
has set up a return system that com-
bines manufacturing expertise with 
support from academic research 
institutes to predict, monitor and 
measure the effectiveness of the 
project. As announced before, the 
University of Padua is one of the 
scientific partners for Tecnica.

Every customer buying a new pair 
of Tecnica boots at a participat-
ing retailer is offered the oppor-
tunity to return their old boots 
(from any brand) to the shop. The 
boots collected at brick-and-mortar 
stores will then be transported by 

Tecnica’s logistics partner Fercam, 
with all CO² emissions being com-
pensated. After separating the 
boot’s components at another facil-
ity in Italy, the parts will be taken to 
a nearby factory and transformed 
into secondary raw materials.

The recycling project is financially 
supported by the European Union.s 
part of its Life Program, the EU’s 
funding instrument for the environ-
ment and climate action.

The most critical element will be 
mobilizing the skiing community, 
its retailers and consumers. For the 
coming season, 150 European retail-
ers are taking part in the project, 
Tecnica says. The implementation 
of a similar initiative is currently 
also planned for North America.

According to the company, Recycle 
Your Boots will also influence how 
the Tecnica Group designs its ski 
boots in the future, implementing 
the use of secondary raw materi-
als from the recycling process in 
the production new products and 
ski components, while new ski 
boots will be designed to facilitate 
the recycling process. The group, 
whose brands include Nordica, 
Blizzard and Rollerblade, among 
others, also aims to open the proj-
ect to other products and brands, 
even outside the ski sector.

The Italian group is not alone in 
its mission. The Rossignol Group 
already announced its own ski 
recycling program early last year. 
In September of this year, Dalbello 
said it was partnering with the Life 
Reskiboot project to optimize pro-
duction processes and the develop-
ment of recycled ski boots, so far 
limited to rental boots.

HeiQ unveils high-
performance cellulose 
yarn derived from 
carbon-negative 
materials

HeiQ unveiled what it calls a potential 
game-changer for the textile industry 
on Oct. 26 in a digital presentation. 
HeiQ AeoniQ is a high-performance 
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cellulose yarn derived from a wide 
range of natural, carbon-negative 
sources, including wood pulp and 
algae. The new fiber is currently 
advancing to pilot production prior 
to mass commercialization.

The Swiss ingredients brand said 
that AeoniQ yarns are designed to 
be cradle-to-cradle circular and 
can be recycled repeatedly while 
maintaining fiber quality, offering 
performance properties that are 
comparable to those of polyester, 
nylon and conventional regenerated 
cellulose yarns.. The manufacturing 
process is expected to use 99 per-
cent less water than cotton yarns.

HeiQ AeoniQ yarns (from Aeon, 
meaning “striving to be eternally 
circular”) are made from third-gen-
eration cellulosic biopolymers that 

sequester carbon from the atmo-
sphere while generating oxygen as 
they grow. HeiQ is positioning the 
new high-performance yarn as a 
potential replacement for synthetic 
filament yarns, which account for 
more than 60 percent of the world’s 
108 million tons of annual textile 
production. Compared to conven-
tional cellulosic products, AeoniQ 
yarns do not require farmland, pes-
ticides or fertilizers to produce, 
according to HeiQ.

HeiQ said it is investing $5 million 
to set up a pilot plant for the new 
product at Herzogenburg, Austria, 
and stands ready to deliver the first 
HeiQ AeoniQ yarns in the second 
quarter of 2022. The initial capac-
ity would be 100 tons of AeoniQ per 
year, mainly for prototyping.

Given the claimed qualities, the 
unique decarbonizing potential 
offered and outstanding ESG3 cre-
dentials, HeiQ is now inviting a max-
imum of 20 sustainability-driven 
brand partners to be the first to 
market with products made of the 
yarn. The Lycra Company is the 
first confirmed development part-
ner with exclusivity for stretch and 
performance fabrics.

As a next step, HeiQ plans to build 
a first “gigafactory” for AeoniQ by 
the end of 2024, which will require 
an investment of an estimated $300 
million. The new factory could sup-
ply up to 30,000 tons per year as 
early as in the fourth quarter of 
2024, securing recurring mass deliv-
eries by the first quarter of 2025.

for the offering. Stifel, Raymond James and Roth Capital 
Partners are also acting as book-running managers.

Dometic, the Swedish producer of coolers, has taken over 
Igloo, a Texas-based manufacturer of passive coolers and 
drinkware for the outdoor market, from a private equity 
group, ACON Investments. The closing of the transac-
tion was subject to certain regulatory approvals, which 
have now been granted. The acquisition was completed 
on Oct. 26. Dometic has bought Igloo for $677 million, 
on a cash and debt-free basis. In addition, the takeover 
agreement includes an earn-out element of a maximum of 
$223 million, which will be realized depending on Igloo’s 
future Ebitda performance. More on Dometic and similar 
companies in The Outdoor Industry Compass.

According to Diffusion Sport, New Millennium Sports 
has asked the third commercial court of Alicante, in the 
Spanish autonomous community of Valencia, to allow it 
to enter into bankruptcy protection proceedings. The 
former owner of the Kelme brand, which has a contract 
for its dstribution in Spain, seeks to avoid a fine of $3.2 
million – levied by the provincial court of Alicante on 
Sept. 14 – for breach of contract with a former distribu-
tor in Panama back in 2007. The move appears to be a 
way of temporizing, however, as New Millennium intends 
to appeal the commercial court’s decision before the 
supreme court. Sources within the company have 
told Diffusion Sport that the management is drafting a 
restructuring plan and negotiating with its creditors, so 
as to guarantee the brand’s viability and keep its staff 
of 35 on the payroll. The maneuvering comes just as the 
company’s annual revenues have plunged by half, from 
about €12 million in 2019 to about €6 million last year. 
New Millenium Sports acquired Kelme after its salvaging 

Corporate

Aquasphere has founded an R&D Hub that will rely on 
swimmers of any level from fitness to elite to help develop 
its products and the related marketing, retailing and mer-
chandising. As a start, the Italian brand of swim goggles 
and masks has signed a deal with the French swim club CN 
Antibes, whose vice president is the four-time Olympic 
medalist Alain Bernard. Expansion into North America 
and Asia-Pacific is in the works. Aquasphere recently 
established new headquarters in Sophia Antipolis, 
France, but its factory remains in Genoa, the Italian city 
where it was founded. The brand is a subsidiary of the 
Aqualung Group.

Clarus Corporation, the company based in Salt Lake 
City that owns brands such as Black Diamond, Pieps, 
Sierra Bullets and Rhino-Rack, has priced a stock offer-
ing of 2,750,000 shares of common stock at $27 each. The 
expected gross proceeds of $74,250,000 would be used 
for general corporate purposes, including repayment of 
debt, capital expenditures and potential acquisitions. 
The company also intends to grant the underwriters a 
30-day option to purchase up to an additional 412,500 
shares of common stock. The group currently has about 
$190 million in debt on its balance sheet, much of which 
came from its recent acquisition of Rhino-Rack for $198 
million. Earlier this month, Clarus raised its guidance for 
the full year in the wake of expected strong third-quar-
ter figures, leading the stock price to rise above $30. Its 
announcement of the impending dilution sent it down to 
just over $28, and it is now trading below the $27 price 
of the offering. BofA Securities is acting as lead book-
running manager and representative of the underwriters 

News Briefs & Short Stops
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in 2008 by Generalitat Valenciana through Tirant, one 
of the private equity firms owned by the Riva & García 
financial group. In 2019 New Millennium sold the brand 
and its licenses to a new company, Kelme Sports, which 
is majority owned by China’s Yuanxiang group. Tirant 
holds a minority share. Kelme Sports has no stake in 
the aforementioned legal disputes, as New Millennium’s 
only business with the company is to distribute Kelme 
brand products in Spain. Kelme Sports handles distri-
bution in all other parts of the world as well as Kelme’s 
sponsorships, even in Spain (Espanyol de Barcelona, 
Alavés, Baskonia).

SpringHill Company – the video-production firm 
founded and led by the basketball player LeBron James 
and the sports marketer Maveric Carter (chairman and 
CEO respectively) - has sold a minority of its shares 
to Nike, RedBird Capital Partners, Fenway Sports 
Group and Epic Games. The deal suggests a valuation 
of $725 million for the firm, which has attracted at least 
one more funding round since it started as SpringHill 
Entertainment in 2015. As part of the transaction, a 
current shareholder, UC Investments, will be upping 
its investment, while James and Carter will retain their 
controlling stake. SpringHill will be using the new funds 
to expand IP development, commerce, content, brand 
consulting and live events. It will be looking into new 
markets abroad, exploring acquisitions, and building 
games and other digital content. It will also be working 
with Epic, owner of Fortnite, to “bring new content to the 
metaverse.” SpringHill’s mission is “empowering great-
ness in every individual,” said Carter in a statement, not-
ing that he James started the company with the tagline 
”More Than an Athlete.” SpringHill has served as pro-
ducer on the HBO talk show The Shop and on the recent 
Space Jam sequel. The movie, in which James plays a 
role similar to Michael Jordan’s in the original, appears 
to have lost money, earning some $162 million on an 
estimated production budget (exclusive of marketing 
costs) of $150 million. James is financially involved in 
many other businesses. The Los Angeles Lakers star 
has been one of the newest investors in Tonal, a leader 
in the connected strength training category.

The Wall Street Journal reports that Saudi Arabia’s 
Public Investment Fund is about to make a major invest-
ment in Signa Sports United, the big operator of online 
stores based in Berlin, which indicated four months ago 
its intention to go public. It would join other investors 
including Abu Dhabi’s sovereign wealth fund, Mubadala. 
According to other sources, funds worth a total of $372 
million are being collected through a Private Investment 
in Public Equity (PIPE) in the special-purpose acquisi-
tion company, Yucaipa (YAC), with which SUU would 
merge in order to go public. According to the Journal, 
the new funds would primarily be used to promote SSU’s 
growth in the U.S., where it made a couple of acquisitions 
recently. Signa International Sports Holding, the con-
trolling shareholder of SUU, and another shareholder, 
Bridgepoint, have also agreed to provide up to $178 

million of additional liquidity, if necessary, in the event of 
elevated redemptions by YAC public shareholders and to 
help complete the acquisition of Wiggle Chain Reaction, 
the U.K.-based bike e-tailer.

JD Sports Fashion has granted performance-based stock 
options to Peter Cowgill, executive chairman of the 
company, and Neil Greenhalgh, chief financial officer, 
under the company’s 2021 Long Term Incentive Plan. 
The options will become ordinarily vested in five years’ 
time, subject to the achievement of certain performance 
conditions. Cowgill got options for 81,855 shares, and 
Greenhalgh for 19,645. The JD share is currently trading 
at around £10.62, up from £3.07 five years ago.

After its recent acquisition of the Finnish water sports 
equipment supplier Finwake in September, WeSports, 
a Stockholm-based group of individual sports, outdoor 
and mobility companies operating both online and with 
physical stores and product brands, has completed the 
acquisition of a Swedish sports retailer, Pölder Sport 
AB. Founded in 1990, Pölder Sport is one of the Nordic 
region’s oldest specialists for cross-country skiing equip-
ment. The company has been an “Official Vasaloppet 
Store” since 2004. In addition to its solid online presence, 
it claims to operate the world’s largest physical specialty 
store for cross-country skis in Nässjö, Sweden. Pölder 
Sport also offers a wide range of equipment for orien-
teering, running and “swimrun,” a competition format 
popular in Sweden consisting of several swimming and 
running stages in the same event.

Wolverine Worldwide has amended and extended its 
credit agreement with JP Morgan Chase, refinancing a 
$200 million term loan and taking its existing revolving 
credit up from $800 million to $1 billion. The maturity of 
both credit facilities has been stretched to end on Oct. 
21, 2026. There was an outstanding amount of about $310 
million due on the revolver at the time of the amendment. 
Standard & Poor’s lowered its rating on Wolverine’s 
existing $550 million worth of unsecured senior notes 
because of the $200 million upsizing of the revolver, to 
which it has assigned a BBB issue-level rating. Praising 
the better-than –expected results published by the com-
pany for the first half of 2021 and attributing them to 
continued strong consumer demand for footwear, the 
rating agency said it expects that the group will keep its 
adjusted debt/Ebitda leverage at between three and four 
times. It is predicting solid margins going forward, with 
an improved channel mix and reduced promotions more 
than offsetting rising freight and input costs.

According to the British trade magazine Retail Technology, 
XXL ASA has begun to use RFID tags to track its inven-
tory. With the help of a Scandinavian firm, Securitas, it has 
adopted Nedap’s iD Cloud platform throughout Norway 
and plans to roll it out to its 89 other megastores in vari-
ous countries by mid-2022. The accuracy of XXL’s cur-
rent inventory tracking system has apparently until now 
been no better than 75 to 85 percent, to the frustration of 
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certain customers, as single orders would at times need 
to draw items from multiple stores. Retail Technology 
quotes XXL’s chief information officer, Espen Terland, 
as saying: “We tried to offer omnichannel services like 
click & collect with other technologies. However, none of 
these provided us with what we really needed: a single 
point of truth, showing all inventory we have available. 
We are now close to 100% accuracy.”

JD Sports Fashion has further expended its presence 
in Europe by acquiring 80 percent of Cosmos Sport, a 
retailing group that operates 57 stores in Greece and 
three in Cyprus under various banners, associated with 
web stores. Of these, 32 are under the Cosmos banner, 
offering an “elevated sporting goods / lifestyle proposi-
tion,” according to JD. Another 19 stores operate under 
the more upscale Sneaker 10 banner. Its revenues 
amounted to about €52 million last year. The value of 
the transaction has not been disclosed. Before the deal, 
Cosmo Sport’s ownership was split between the found-
ing Tsiknakis family and EOS Capital Partners, at 70 
and 30 percent, respectively. EOS, which invested in the 
business two years ago, has now relinquished its stake, 
leaving a 20 percent balance in the hands of the family. 
Headquartered in Crete, Cosmos was founded in 1982 by 
Fragiskos Tsiknakis, who is still active in the business 
but has since yielded operational reponsibilities to his 
three sons: Michail, CEO; Eleftherios, head of property 
and private label; and Konstantinos, head of commercial 
and buying. Put and call options give the Tsiknakis fam-
ily the possibility to sell their shares at a later date. The 
family will continue to work in partnership with JD “on 
the development opportunities in the region,” says the 
acquisitive U.K.-based retailer.

+++ A general meeting of JD Sports Fashion share-
holders that was scheduled to be held on Oct. 28 
to vote on a stock split, has been postponed to a 
still undetermined date, possibly toward the end of 
November +++ Marucci Sports, the American pro-
ducer of baseball and softball equipment and apparel 
owned by Compass Diversified, has acquired Lizard 
Skins, a supplier of branded grip products, protec-
tive equipment, bags and apparel used in baseball, 
hockey, cycling, lacrosse and Esports +++ The Casall 
Group is planning to move by next summer into a 
new and larger head office and showroom of 800 sqm. 
in the Swedish town of Norrköping, with an expanded 
storage space of 4,600 sqm.+++ The Alibaba Group 
is expanding its logistics in Europe, opening new 
package handling centers in Spain, France, Germany 
and Italy, and planning to install automatic picking 
equipment at its existing centers in Madrid, Paris 
and Bremen +++ Paul Richardson a former executive 
chairman of Gymshark who is still on its board of 
directors, has reportedly bought a controlling stake 
in Hera London, a British streetwear brand launched 
in 2015 +++ Continuing its development in the con-
nected fitness landscape, The Ironman Group has 
acquired FulGaz, a virtual cycling app that makes 
use of virtual reality +++ The rating agency MSCI 

has raised its rating for the Lenzing Group from 
“A” to “AA” as of September 2021, placing Lenzing 
among the top six percent of rated companies in its 
peer group +++ United Sports Brands, the parent 
company of Nathan, McDavid, Shock Doctor and 
Spalding, has moved its European headquarters 
to a new location in Geel, Belgium +++ Christopher 
Wootton, chief financial officer of Frasers Group, has 
been awarded 600,000 shares in the company, cur-
rently worth around £6.30 each, in the framework of 
an executive share scheme +++

Executive Changes

Crocs has hired Lori Foglia as senior vice president and 
chief product and merchandising officer. Foglia brings 
nearly 25 years of product, merchandising and retail 
experience to the company. She previously worked 
at Victoria’s Secret, where she spent nearly five years 
overseeing product merchandising for more than 1,000 
stores, as well as the company’s digital business. Foglia 
reports to the brand’s president, Michelle Poole. In addi-
tion, Crocs has promoted Erik Olson to the position of 
senior vice president in charge of global sourcing and 
product execution. Olson, who joined Crocs in 2005, has 
held several key global leadership positions within the 
company. In this new role, he will continue to expand the 
influence and scope of product execution, bringing the 
brand’s footwear from concept to production through 
his work with internal innovation teams and external fac-
tory partners.

According to CMDsport, Snow Factory has a new CEO 
in Álvaro Camín, former business director for EMEA 
and global sales director at Suunto. The appointment 
is intended to free up the Iberian distributor’s own-
ers, Javier and Alejo Garriga, to strategize digital and 
operational growth. In September, Snow Factory also 
appointed a new chief financial officer, Álvaro Sansa, 
who had spent the previous six years at Estruagua Water 
Technology, as well as a new head of personnel, Mirèia 
Muixí. The company has yet to settle on executives to 
oversee technology (supplier-customer connectivity), 
purchasing or procurement. These will round out a 
management structure, established two years ago, that 
includes another nine posts: in marketing, retail, digital, 
sales, outdoor sales, snow sales, finance, IT planning and 
customer service. Snow Factory generated €12.51 million 
in sales last year – down by 1.39 percent from the €12.69 
million of 2019 but up from every other year since 2016. 
Profits, which amounted to €962,777, up by 139 percent 
from 2019, were at their highest level since 2017. The 
company employed 37 persons in 2020. At present it dis-
tributes ten brands throughout the Iberian peninsula: La 
Sportiva, Ferrino, Icebreaker, Stuckli, Picture-Organic-
Clothing, Black Crows, Houdini, Ultimate Direction, 
Alpina and SuperDry-Sport.

Hans-Hermann Deters, an iconic figure in the German 
sporting goods market, is planning to leave the position 
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its online marketplace. Like in 12 countries where this 
service is already available, the goods will be ordered 
through Zalando’s website and delivered from the indi-
vidual retailers’ stores via the Italian Post Office. More 
than 5,000 stores in Europe are already connected with 
Zalando’s program

+++ Besides the launch of a French-language web 
shop, Didriksons has opened a temporary store 
and showroom in the Marais district of Paris +++ 
Thule said it will open its first mono-brand store in 
Canada in December, taking 2,000 square feet in West 
Vancouver’s Park Royal Shopping Center +++ Amazon 
has started its own “connected retail” marketplace, 
called Local Selling, initially for click & collect at 
participating brick-and-mortar stores in the U.S. +++ 
Ron Dorff, a Swedish brand of contemporary urban 
sportswear in which Puma invested $4.6 million last 
year, has opened its first U.S. store in the Soho dis-
trict of Manhattan +++ Bergans of Norway, which 
already has a sales subsidiary in Germany, launched a 
German-language web store on Oct. 12, justifying the 
move with the closure of some traditional shops in 
major cities +++ Supreme is reported to be planning 
to open its second store in the U.K., possibly again in 
London, after its openings in Milan and Berlin +++

Distribution

The Italian Oberalp Group intends to invest more in 
other Southern European markets in the coming years, 
according to SAZ. To this end, Marion Alexandre has 
been appointed to the new position as general manager 
for South Europe as of June 1, 2021. She is to be respon-
sible for developing the business of the group’s in-house 
brands - Salewa, Dynafit, Wild Country, Pomoca, Evolv 
and LaMunt - in France, Spain, Andorra and Portugal. 
Alexandre joins from Salomon, where she was global com-
mercial manager for the past two years, responsible for 
the brand’s omnichannel strategy. Prior to that, she spent 
more than seven years in various positions at Oakley, 
including stations as national sales manager for France 
and Benelux. To support and strengthen Alexandre’s role, 
the Oberalp Group has also expanded the existing show-
room of the Dynafit brand in Annecy into a new location 
where Salewa, Pomoca, Wild Country and Evolv will also 
find a home for the French market in the future.

Zalando has ordered 20 order picking robots specifically 
designed for the footwear industry from the German 
start-up Magazino. Zalando, which has invested in 
Magazino, initially bought two of the robots called Toru 
in 2018, before increasing the fleet by an additional six 
in 2019. Once the latest robots are fully operational, the 
German online fashion retailer will be Magazino’s larg-
est client with 28 units. The first ten robots of Zalando’s 
newly ordered batch were delivered in September to sup-
port the online retailer for the upcoming Cyber Week at 
the end of November. The remaining ten units are sched-
uled to be delivered by the end of the year and will be 

of joint general manager of Sport 2000 GmbH next March 
31, after seven and a half years of successful work with 
the retail organization, where he reinforced its specialist 
orientation. At the age of 62, he plans to dedicate more of 
his time to his private life, cultivating his passion for the 
outdoor, travel and culture, and settling back in Munich 
instead of shuttling back and forth to Sport 2000’s head 
office in Mainhausen. Deters has worked for more than 30 
years in the sporting goods industry. He spent more than 
13 years as senior vice president and managing direc-
tor for Reebok Central Europe before joining Kettler as 
managing director in January 2007. He left in July 2011 
as chief marketing officer of Ara Shoes, a major German 
footwear producer, but after a three-month sabbatical, 
he went back to the sporting goods sector as manag-
ing director of Sport 2000 Germany, which merged two 
years ago with the Sport 2000 units in the Benelux coun-
tries and Switzerland to form the new Sport 2000 GmbH. 
In 2015, he joined the supervisory board of Sport 2000 
International. He is a board member of the European 
Outdoor Group and of ISPO’s advisory board.

+++ After spending more than six years with 
PrimaLoft as vice president of business devel-
opment for Europe, Michael Jakob has been 
appointed by Deuter as head of international sales, 
with responsibilities for English-speaking countries, 
France and China +++ Andrew Burns, who has been 
running Columbia Sportswear’s investor relations 
in the past three years, has been promoted to the 
position of vice president of strategic planning 
and investor relations +++ Allegra Perry, who has 
worked for institutional investors, Mulberry and 
The Watches of Switzerland, will become a vice 
president of VF Corp. in charge of investor relations 
in January +++ Nautilus has expanded its board of 
directors by adding Kelley Hall, senior vice presi-
dent and chief financial officer at REI Co-op and 
Shailesh Prakash, chief information officer and vice 
president of Digital Product Development at The 
Washington Post +++ CEP has appointed a triathlete, 
Christian Reinhardt, as product manager +++ Keen 
Footwear, which is said to be growing strongly in 
Germany, has appointed its sales agent for the state 
of Baden-Württemberg, Ralph Hermann, as the 
brand’s new German country manager +++ Asics 
has promoted Richard Sullivan, former president 
of Asics Canada, as president and CEO of Asics 
North America, with a seat in the parent company’s 
executive board +++ Kathmandu Holdings, the par-
ent company of Rip Curl, has appointed a new inde-
pendent member of its board of directors, Abigail 
Foote, a legal and accounting professional with over 
12 years of experience in governance +++

DTC & E-Commerce

Zalando is launching its Connected Retail program 
in Italy, offering a reduced commission until the end 
of the year to the physical retailers that wish to join 
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Results & Statistics

Steve Evers, CEO of Intersport International Corp., tells 
us that the international retail network of Intersport 
returned to the 2019 level of €8.5 billion (including VAT) 
in the first nine months of 2021. The retail sales of the 
affiliated stores went up by 12.6 percent in the third quar-
ter as compared to the year-ago period, in spite of sup-
ply chain challenges. This led to year-on-year growth of 
16.0 percent for the first nine months, thanks in part to 
a 70 percent increase in e-commerce. It will depend on 
the critical fourth quarter, which will be partly impacted 
by snow conditions, to determine whether Intersport will 
compensate what it lost in 2020 due to retail lockdowns, 
as it did in the first half of this year. Sports participation 
is clearly on the rise,” said Evers anyhow, “and we are 
pleased to be able to benefit from that development.”

CORRECTION: In contrast with previous years, we used 
figures compiled in euros rather than U.S. dollars in report-
ing about NPD’s annual Global Sport Market estimate. We 
have put a new story on our website with the figures in 
euros as well as dollars, and here are the main data in both 
currencies: The global sports market was worth €429 bil-
lion or $508 billion in 2020. The Chinese market recorded a 
2 percent decrease to €55.7 billion ($66.0bn) and remained 
the second-largest market in the world after the U.S., 
whose 3 percent increase to €136.8 million ($162.0bn) con-
tributed to 48 percent of the global market’s growth. The 
market declined by 3 percent to €19.6 billion ($23.2bn) in 
Japan. France came next with a drop of 1 percent to €15.5 
billion ($18.4bn). It was followed by the U.K., flat at €13.2 
billion ($15.6bn), Canada with a turnover of €11.6 billion 
($13.7bn), South Korea at €11.3 billion ($13.4bn), India at 
€10.9 billion ($12.9bn) and Italy at €9.2 billion ($10.9bn). 

The fitness segment outperformed the outdoor segment 
in Garmin’s third quarter, ended on Sept. 25, but the 
company is still predicting 17 percent growth in both seg-
ments for the full financial year. Outdoor segment rev-
enues fell by 3 percent to $323.8 million, due primarily to 
the timing of new product introductions in 2020. The seg-
ment’s gross margin contracted by 1.8 percentage points 
to 65.0 percent, and its operating profit declined by 16 
percent to $123.9 million. In the fitness segment, Garmin 
enjoyed a sales increase of 4 percent to $342.3 million, 
driven by sold demand for the brand’s cycling and 
advanced wearables. However, the gross margin dipped 
by 0.6 percentage points to 53.5 percent and operating 
earnings declined by 12 percent to $77.8 million.

Munich, a leading Spanish shoe producer in the futsal 
category, is on track to break its record for annual sales, 
Diffusion Sport reports. Sales for the first half of this year, 
ended on Sept. 30, matched those of the equivalent period 
in its current record year of 2018. The owner and CEO of 
the Barcelona-based sportswear and accessories brand, 
Xavier Berneda, is expecting to finish off 2021, next March, 
with annual sales of €35 to €38 million. Leading the charge 
is the category of padel, which has come to generate 

put into operation by April 2022. All the robots are being 
deployed in the Zalando’s logistics site in Lahr, Germany 
and they will ultimately cover a working area of 16,000 
square meters. Magazino was founded in January 2014 
and its first robot was delivered in 2016. The company 
has sold over 50 robots to various other clients including 
Asics, CCC and Lloyd Shoes. More about this company in 
Shoe Intelligence.

+++ Trade Art Distribution of Stuttgart, which 
already works with Volcom, is the new agent for 
Dakine in Germany and Austria +++ Def Shop, 
a German online retailer for sneakers and other 
streetwear products, is reportedly claiming to be 
the first retailer to offer the shoes China’s Anta in 
Europe, starting in November +++

Retail

Decathlon is about to open two pilot stores in France and 
Switzerland for a new “Decathlon Mountain” concept 
that it plans to franchise in about 15 mountain resorts 
in the two countries. They will be selling only Decathlon 
products from the retailer’s huge range of private label 
items for winter and outdoor sports, including bikes, 
adopting a click-and-collect omnichannel model. A large 
part of the surface will be used for rentals of skis and 
other products, including those of international brands. 
The first such store is set to go live at a 350-square-meter 
location in the middle of the Swiss village of Zermatt, 
which is known for its snow and mountain sports. The 
second one will be deployed on a 320-square-meter sur-
face in the French ski resort of La Plagne. Starting next 
month, Decathlon will also start offering its own ski pass 
for use at several French ski resorts.

Trade & Sourcing

Alarming new reports are coming in about serious short-
ages of components and finished products made in China, 
which may prevent brands, distributors and retailers in 
all the sectors to respond to a surge in post-pandemic 
demand ahead of the critical Christmas selling season. 
One major cause is a big shortage of electricity to power 
the country’s factories, which may last through March. 
It has led the Chinese government to engage in a mas-
sive program to boost coal mining, which will affect the 
environment. Supply chains are also being strained by 
the ongoing congestion at major ports and the recent 
coronavirus outbreak that has hampered production in 
Vietnam and; to a lesser extent, other sourcing countries. 
The Financial Times reports that waiting times for con-
tainer vessels to unload or offload their merchandise are 
now ranging from one to three days in the Shenzhen and 
Shanghai/Nimbo areas to up to six days at Rotterdam’s 
harbor and 7 to 12 days in Los Angeles/Long Beach, 
according to research conducted by Seaexplorer in 
cooperation with Kuehne+Nagel.
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The World Health Organization (WHO) has released a 
statement on state-encouraged exercise under the title “Fair 
Play: Building a strong physical activity system for more 
active people.” The pandemic, it reads, has “exposed vul-
nerabilities and inequities in opportunities for communities 
and people to be active,” and therefore physically and men-
tally fit. Present government programs for physical activity, 
or “PA systems,” are “fragmented, uneven and unfair” and 
therefore “require collective action from all stakeholders at 
all levels to deliver sustained communication campaigns, 
supportive environments, and access to programmes and 
services for all people” regardless of their “age, gender, abil-
ity, socio-economic status or geography.” As a first step, the 
WHO proposes “understanding how financing mechanisms 
and regulatory frameworks must align.” This and other 
matters are detailed in an advocacy brief available online.

+++ Nike has reportedly lost a suit launched by 
Lontex in 2019, alleging that the Swoosh had 
infringed on its trademark for Cool Compression 
apparel, registered in 2006 +++ Shimano warns that 
the shimano-clearance web store is not legitimate, 
even though it uses its own logo, and that it is peti-
tioning to be it shut down +++ The International 
Surfing Association (ISA) has confirmed the appoint-
ment of Federico Ferroni, an Argentinian who previ-
ously worked for Nike and Vans, as marketing and 
media manager, replacing Evan Quarnstrom after six 
years in the post +++ The city of Beijing has started 
offering booster shots of an anti-Covid vaccine four 
months before the start of the Winter Olympics in 
the Chinese capital and its region +++

Product

Foot Locker is launching a new clothing line called LCKR 
by Foot Locker that ”merges sneaker and sports culture 
with the heritage of Foot Locker to bring a new iteration 
of casual wear to the market.” The launch is supported 
by U.S. rapper and activist Gunna, the first promotional 
protagonist for the collection. The collection will range in 
price from $40 to $75 for fleece pullover hoodies, tapered 
sweatpants, full-zip hoodies, cargo pants and matching 
track jacket and pants sets, and will officially launch 
Wednesday, Oct. 20, at Foot Locker stores worldwide and 
online at www.footlocker.com. Additional collections will 
be released through the end of the year and into 2022.

Champion is releasing a limited-edition collection of uni-
sex sportswear that displays pictures of and song titles 
by the rock band Queen. Yes, the obvious candidate, “We 
Are the Champions,” is included. Among the items are 
Reverse Weave sweatshirts and hoodies and Athletic 
Jersey T-shirts. The collection will be sold at a recent 
pop-up, called “Queen - The Greatest,” which will be 
operational on London’s Carnaby Street through January 
2022. Prices range from £40 to £85 (€47-$55 to €100-$117).

The new Diract Voice avalanche transceiver from 
Ortovox, which was awarded “Product of the Year” in 

about 32 times the revenue of football (futsal excluded), 
but Munich has enjoyed exceptional online sales as well. 
Its website garnered €1 million in sales in its first month 
of operation. On top of this, Munich has found success 
taking the excess stock from its underperforming points 
of sale and selling it instead through Zalando. Meanwhile, 
the brand will be opening two own-stores, in Valencia and 
Madrid, by the end of the year and should soon be inau-
gurating a new shoe factory, for both athletic and fashion 
models, in Elx, in the Spanish province of Alicante.

According to recent research work by Sports Marketing 
Surveys (SMS), 3 percent of golfers in nine Asian markets 
have taken up the game within the past year, and 6 percent 
within the past two years – that is, during the coronavirus-
related lockdowns. Also, a quarter of the new golfers are 
women, and more than half are no older than 40. In the 
most mature Asian markets, Japan and South Korea, only 
19 percent are no older than 40. Only in Singapore and 
Taiwan women now account for more than 20 percent of 
all golfers, which is regarded as a milestone in a part of the 
world where grassroots golf has been a male-dominated 
pastime. SMS’ new special advisor for Asia, Eric Lynge, 
says that women are “vital for the long-term health of the 
sport. In the short term, too, there are clear benefits to 
diversifying the player base, not least that these are demo-
graphics that advertisers and partners are keen to appeal 
to.” The survey in question, titled Asian Golf : Playing 
Habits 2021, is available free of charge online.

+++ Quoting Refinitiv as the source, the Financial 
Times notes that the number of deals grew to more 
than 40,000 worth more than $4 trillion around the 
world in the first nine months of 2021, reaching a 
record level since the year 2000 or longer also in 
terms of volume and value +++

Legal & Institutional

Ahead of the COP 26 conference on climate change due 
to start in Glasgow on Nov. 1, the International Olympic 
Committee (IOC) pledged to halve its “direct and indirect 
greenhouse gas emissions” by 2030. Its previous pledge 
was to cut them by 45 percent by the same deadline, 
in keeping with the 2015 Paris Agreement. The IOC has 
in addition set an interim deadline of 2024 to achieve a 
reduction of 30 percent – notably in its travel, energy use 
and procurement – and the status of “climate positive.” 
It claims to be carbon-neutral already. By the final dead-
line it aims to be compensating for all of its emissions 
and a bit more, mainly by planting an “Olympic Forest” 
in Mali and Senegal. In March of last year, moreover, the 
IOC pledged to make the Olympic Games themselves cli-
mate-positive. As of 2030, each Organising Committee for 
the Olympic Games (OCOG) will be contractually bound 
to minimize and compensate for direct and indirect car-
bon emissions and implement “zero-carbon solutions.” 
The forthcoming 2024 Summer Olympic Games in Paris 
are expected to be climate-positive ahead of schedule.
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line of clothing and shoes by Ivy Park for Peloton, 
whose launch is being accompanied by a campaign 
featuring some of Peloton’s best instructors +++ 
Setting a new record for a shoe worn by a champion, 
a pair of Nikes used by Michael Jordan in 184, at the 
beginning of his career, fetched a price of $1,472,000 
at an auction organized by Sotheby’s in Las Vegas, 
more than double the $615,000 price of a Nike Air 
Jordan shoe auctioned by Christie’s in August 2020 
+++ Lululemon was reportedly awarded a patent on 
Oct. 12 for its new line of footwear, developed in coop-
eration with experts from Adidas, Nike and Under 
Armour, which is scheduled to be offered at the ath-
leisure brand’s stores from the beginning of 2022 +++ 
Italy’s Cisalfa Sport is launching a line of athleisure by 
Puma in collaboration with two of its sponsored ath-
letes, Gianmarco Tamberi and Larissa Lapichino, on 
its web shop and in its own stores +++ Supreme has 
launched a collaboration with The North Face for the 
current season - a logical step since both companies 
now belong to VF Corp. +++ Louis Vuitton unveiled 
a trendy and functional ski goggle with interchange-
able lenses, the Monogram, at its latest fashion show 
+++ Adidas has partnered with both PrimaLoft and 
Parley for the Oceans on two new “My Shelter” styles 
for its autumn/winter 2021 Terrex outdoor apparel 
collection (more in The Outdoor Industry Compass) +++

Marketing

This year Asics is once again sponsoring the World 
Ekiden, scheduled for Nov. 22 and open to the public 
for enrollment since Oct. 4. Just as the marathon sym-
bolizes a herald’s run to Athens thousands of years ago 
to deliver news of a battle, the Ekiden symbolizes the 
relay that messengers once effected between the old 
and new capitals of Japan, Kyoto and Tokyo. The race 
dates back about a century, and its name means some-
thing like “stagecoach.” Teams may have as many as six 
runners for its six variable stages: three of 5,000 meters, 
two of 10,000 meters and one of 7,200 meters. The race 
is run virtually, from anywhere on earth. Instead of a 
baton, runners pass to one another at the end of their 
leg a digital version of the tasuki, the Ekiden’s traditional 
fabric band. Last year’s Ekiden drew more than 56,000 
runners from 179 countries. This year, the participants 
will be raising funds for organizations in the field of men-
tal health, notably the foundation Progetto Itaca. Not 
coincidentally, for World Mental Health Day, on Oct. 10, 
Asics and the charity Mind set up an outdoor gym on the 
streets of Retford, an English town in Nottinghamshire, 
with the aim of lifting the town’s spirits. The experiment 
apparently resulted in an improvement of 27 percent. 
In similar fashion, runners in this year’s Ekiden will be 
scanning their faces before and after the race with Mind’s 
Uplifter app. The data will go into a World Uplift Score, 
and tracked live on a World Uplift Map.

Stating that it “favors a partnership model relationship 
over a sponsorship,” New Balance has established what 

the Snowsports category at ISPO Munich 2021Online 
and voted Best Product of the Year by the ISPO Open 
Innovation Community, is now available in stores. So are 
its slimmed-down sister model, Diract, and the accompa-
nying Ortovox App. The Diract Voice is described as the 
world’s first avalanche transceiver with voice navigation. 
It is supposed to guide the searcher reliably and quickly 
to the buried victim with clear and distinct voice com-
mands in an emergency. The design is logically reduced 
with only one control button, an extra-large display and 
a handy toggle switch to move between transmit and 
search mode. The device can even be used with gloves. 
The Diract model is technically identical but does not fea-
ture voice navigation. The suggested retail prices of the 
devices are €330 (Diract Voice) and €280 (Diract).

Reebok has launched a “commercially priced” collection 
of sportswear that incorporates graphene – an unusually 
strong, thin, lightweight and conductive material made 
of a single layer of carbon atoms. Researchers at the 
University of Manchester have isolated graphene to its 
thinnest layer, discovering that it is one of the lightest, 
thinnest, strongest and most heat conductive materials. 
According to the brand, the leggings, jackets and other 
items in its new Thermowarm+Graphene collection 
make use of internal grid print zones to retain 8 to 15 per-
cent more heat than unprinted zones. Total heat reten-
tion varies by base fabric. Prices range from $70 to $140.

Germany’s MTS Sportartikel Vertriebs is introducing a 
new range of products as part of its Schildkröt fitness 
product line. It consists of a new push-up multi-trainer 
board, a sit-up trainer and a shaping loop set with three 
elastic loops at different strength levels. Besides that, the 
German brand is going to market with a set of expander 
resistance tubes and hula-hoop rings in new colorways.

Sweaty Betty has embarked on a second collaboration 
with re•spin, the brand founded by the actress Halle 
Berry. The result is a limited edition of 24 articles of 
activewear designed by Lindsey Flores and called The 
re•spin Edit. The collection’s jackets, leggings and other 
items range in price from $14 to $348. They became avail-
able on Oct. 22 through sweatybetty.com and selected 
retailers worldwide.

+++ Timberland and Tommy Hilfiger are launching a 
new series of collaborative items of apparel, footwear 
and accessories in their respective online and physical 
stores +++ Titleist has developed a golf ball with Radar 
Capture Technology in collaboration with Trackman, 
which makes it suitable for tracking its trajectory in 
an indoor simulator +++ The French fashion house of 
Balmain has teamed up with Rossignol for a capsule 
skiwear collection that is being sold exclusively at 
Balmain stores since Oct. 15 +++ Working with Adidas 
and starring Paul Pogba, the football champion play-
ing in the Manchester United team, Stella McCartney 
has come out with what is said to be the world’s first 
vegan football shoe, called Predator Freak +++ Adidas 
and Beyoncé have teamed up for the first collaborative 
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+++ New Balance has signed a multi-year spon-
sorship contract with Tim Weah, a 21-year-old 
footballer born in Brooklyn, New York who plays 
in the U.S. Men’s National Team as well as in the 
French first-division LOSC Lille club, and who 
is the son of George Weah, president of Liberia 
since 2018 +++ Italy’s Macron has signed a techni-
cal sponsorship deal with the American Football 
Bund Österreich, the Austrian American football 
federation +++ Macron has signed up as the tech-
nical sponsor of the Dragons Catalans, a rugby 
team in the French border city of Perpignan that 
plays in the Betfred Super League +++ Macron has 
announced a technical sponsorship contract with 
Sportclub Heerenveen, a Dutch first-division foot-
ball club, taking the place of Jako during the next 
five seasons +++ Hoka has signed a contract as the 
first “premier partner” for footwear and apparel 
through 2023 of the new UTMB World Series, the 
global trail running starting next year in coopera-
tion with The Ironman Group (more in The OutDoor 
Industry Compass) +++ Bogner has extended its 
endorsement contract with the German national ski 
team (DSV), which started back in 1952 +++ Vans is 
allowing customers to customize their skateboards 
and shoes, practice tricks and shopping for prod-
ucts – all virtually – with its Vans World experience 
through a partnership with the Roblock platform 
+++ France’s Fusalp has become the official sup-
plier of GB Snowsports’ alpine ski team ahead of 
the Beijing Olympics and through the 2023 FIS 
World Cup in France +++ Puma has become an offi-
cial partner of the Hailstorm FC, the first profes-
sional global football team in the state of Colorado 
+++ Fischer Alpine signed an endorsement deal 
with Brody Leven, a 34-year-old American ski pro-
fessional and climber known for his warnings about 
climate change +++ Aquafeel, a brand owned by 
Germany’s Fashy, has become an official supplier of 
the German Swimming Federation (DSV), starting 
with a national challenge in Berlin on Oct. 26-30 +++ 
Revo, the American brand of sunglasses, has signed 
a partnership with Annika Sorenstam, for a capsule 
collection wir h the LPGA’s all-time money leader 
+++ Altra has signed up Frank Lara, a 26-year-old 
professional distance runner born in the U.S. +++

Trade Shows & Other Events

The Korea Outdoor & Sports Industry Association 
(KOIA), one of the most active and advanced national 
industry associations in the world, is organizing a series 
of online matchmaking events with European brands, 
distributors and retailers in view of the new EU–Korean 
free-trade agreement. Taking place at different time slots 
in November, the program is a unique opportunity for 
them, as Korean companies will not be able to partici-
pate in European trade shows this winter. Subscribers 
to the news services of EDM Publications, including SGI 
Europe and The Outdoor Industry Compass, are invited to 

it calls the Athlete Advisory Board, described as a “col-
lective” of professional athletes, executives and “brand 
associates” to “aid in the important work coming from the 
internal teams grounded on the principles of co-author-
ship.” The board will have two co-chairmen – the activist 
and former baseball player Curtis Granderson and the 
middle-distance runner Emma Coburn – and the follow-
ing members: the baseball player Francisco Lindor, the 
runner Brenda Martinez, the tennis player Milos Raonic 
and the basketball player Darius Bazley. The first meet-
ing was held in September, and the board will henceforth 
meet quarterly. The brand’s vice president of perfor-
mance footwear, Yuron White, and its global director of 
communications & entertainment, Romina Bongiovanni, 
will be leading the executive governance board.

In addition to its long-standing sponsorship activities in 
the sports of tennis and golf, Porsche will also support 
the further development of kitesurfing in the future. The 
first event sponsored by the automotive brand will be 
the Red Bull King of the Air in Cape Town in November 
2021. In addition, the German sports car manufacturer 
is entering into a partnership with the kitesurfing brand 
Duotone. The kitesurfing community will be able to expe-
rience the first results of a collaboration on the “Duotone 
Academy App,“ which will get a relaunch and numerous 
new features in December. Additional joint efforts with 
Duotone are in the works. With Liam Whaley and Rita 
Arnaus, Porsche has also gained two professional kite-
surfing athletes as brand representatives.

PrimaLoft has launched its first consumer-facing 
image campaign for its insulation solutions under 
the headline “Seek the Unseen”. The advertising spot 
wants to inspire users to recognize the surprising emo-
tional moments in life that often pass unnoticed – just 
like the components of a garment that have an impact 
on personal well-being and are not visible – like the 
insulation in a garment. The ingredient brand’s global 
campaign is being mostly run with paid media on 
Instagram and Facebook, added by influencer activa-
tions and regional PR projects. All of the activations in 
the campaign lead to the newly revised website of the 
U.S. brand, www.primaloft.com.

Venum, a producer of combat-sports apparel and gear 
founded in France 15 years ago, has launched a cam-
paign, under the hashtag #Weareartists, to get mixed 
martial arts (MMA) recognized as a fine art, on the same 
footing as sculpture, painting or music. “Our favorite 
MMA fighters display much more than pure athletic 
performance every time they enter the UFC octagon,” 
says the brand. “We get to witness the skill, creativity, 
discipline, dedication, and technique that, when com-
bined, surpass the very definition of art.” The cam-
paign comprises videos, interviews between artists 
and UFC fighters, and photographs. Venum released its 
first video – with the UFC heavyweight Ciryl Gane and 
the French rapper Gradur – last month, with the next 
two scheduled for Nov. 13 and Dec. 12.
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education +++ The Swedish Stadium chain has 
started a collaboration with Sysav, described as the 
first large-scale plant that can sort fabrics automati-
cally, to extract polyester that can be recycled and 
re-used in new products +++

Obituary

+++ David Kennedy, one of the founders of Wieden 
& Kennedy, an advertising agency that has worked 
with Nike for many years, has passed away +++

HYDRO FLASK, the world’s premier company for insulated products, is loo-
king for a SALES MANAGER to work in Switzerland (Basel or Lausanne) 
or Germany.
Your role will be to set up and manage an efficient network of sales agents 
and direct customers in the assigned region(s) with the main objective to 
grow sales and develop the brand presence across the region in the Sport & 
Outdoor channel and beyond.
What will help you do the job well

• Native speaker or fluency (C1) in German. Fluency in English.
• Business Education with experience in management of accounts / 
sales from a German-speaking country
• Excellent knowledge of the Sport & Outdoor Retail/Distributor scene. 
At least 3-4 years’ experience with key/e-retailers.
• Demonstrated expertise in business development, negotiation, and 
analytical skills required.
• Excitement about joining a midsize yet growing company with fast-
growing brands! 

Next Steps: We will ask you to complete a quick survey on your experience 
and skills. If your application is selected, we will then reach out to you for a 
first informal introductory call.
Apply here: https://careers.helenoftroy.com/job/190/sales_manager

AG SPORT CONSULTING is the leading Headhunting agency speciali-
zing in top management exclusively for the sports industry. We connect, 
advise, and support organizations and their employees across the world. 
Our expertise and network finds outstanding people and turns them 
into great performers - adding value at every stage of their employ-
ment lifecycle. We attract and select top candidates, perform the entire 
recruitment process, improve employee performance and help to deve-
lop future leaders. Through SPORTYJOB, the leading online recruiting 
platform in Europe for entry and mid level jobs, we are official par-
tner of the ISPO JOB MARKET & SGI EUROPE and offer access to 
the best career ecosystem in sports business: 40.000 registered can-
didates, full integration into ISPO’s global communication platform 

register by Oct. 22 to participate in the matchmaking pro-
gram free of charge. The European co-organizer of the 
program, Huginbiz®, has selected several top Korean 
suppliers of functional fabrics and equipment at the 
forefront of innovation and sustainable development to 
meet with European brands and leading Korean sports, 
outdoor and cycling brands to meet with European dis-
tributors and retailers. The available dates for the digital 
matchmaking meetings are Nov. 3-4, Nov. 9-11 and Nov. 
17-18, 2021. The sessions (20-30 minutes each) will take 
place in the mornings between 8 and 11 am CET. For more 
information, please get in touch with Karolina Piekarz at 
EDM Publications’ headquarters in Munich at k.piekarz@
edmpublications.com. The registration deadline for the 
matchmaking meetings is Oct. 22, 2021.

Hervis Sport, the Austrian sports retail chain, has raised 
a total of €100,000 for Österreichische Sportshilfe, an 
organization that helps breed international sports tal-
ents, with this year’s edition of its “Hervis Team Run.” 
Nine provincial teams and one celebrity team took 
part in the nationwide campaign, running for a total of 
25,000 kilometers over several months. Each partici-
pant contributed two euros per kilometer to the fund 
and the amount was matched by Hervis at the end of 
the event. Hervis says it chose a running campaign 
to collect donations because of the high value placed 
on the sport by the Austrian population. According to 
the Hervis Sportbarometer 2021, about one third of 
Austrians practice running, across all age groups. The 
provinces of Upper Austria and Carinthia in particular 
are the country’s running strongholds.

England’s Rugby Football Union (RFU) has announced 
its intention to launch a bid to host the Women’s World 
Cup in 2025, provided it secures sufficient private and 
public funding by next January. The RFU hosted the regu-
lar World Cup in 2010 and won it in 2014, and since then, 
the number of registered female players has grown from 
13,000 to 40,000, with an additional 80,000 girls playing in 
schools, colleges and universities. The RFU’s Red Roses 
is the highest-ranking women’s team in the world.

+++ In response to a survey, Atmósfera Sport, one 
of the Spanish buying groups, has decided to hold 
its in-person in-house fair for the autumn/winter 
2022/23 season near Valencia on Dec. 10-11 - with 
the participation of Adidas, according to Diffusion 
Sport +++ USA Rugby has formally announced its 
bid to host the Rugby World Cup in 2027 or 2031, 
competing against Australia and Russia, and it has 
also offered to host the women’s Rugby World Cup 
in 2029 +++

CSR & Sustainability

+++ Setting a new record, Skechers’ latest Pier to 
Pier Friendship Walk in Manhattan Beach, California 
attracted 17,000 participants and raised more than 
$2.6 million for children with special needs and 

Classified Advertising
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ISM Search Ltd is the leading executive search consultancy specialising 
in the global sporting goods and outdoor markets. Thanks to our Database 
and modern search methods ISM guarantees to locate the candidate who 
will be accepted by the client to fill the vacant position. 
ISM recognises the natural ability and potential of every candidate. ISM 
database includes highly qualified, very senior leaders but also younger 
high performers. The database has been developed over 30 years to meet 
the demands in the sporting goods industry and has no comparable compe-
titor.Founded in 1986, +30 years of experience ensures that our market 
intelligence and product knowledge, together with our strong culture 
of integrity and confidentiality, are widely respected throughout our 
industry. ISM is ISO 9001 certified, which guarantees consistent quality.  
ISM operates globally with HQ in England and regional offices in Germany, 
Russia and China. 
Please contact us at the UK Head Office: 
Finn Carlsen finn@ismsearch.com
Charlotte Steadman charlotte@ismsearch.com
www.ismsearch.com

as well as established partnerships to federations and universities. 
Contact us to discuss our solutions: 
www.agsportconsulting.com 
andy@agsportconsulting.com - Andy Gugenheimer +33 6 27 07 29 06  
www.sportyjob.com 
lennart@sportyjob.com - Lennart Quecke +33 6 09 37 11 35

 

 M & A BROKERS
Global Sports Investors Ltd (GSI) are M&A Brokers.
GSI introduces Sellers to Buyers and Buyers to Sellers.
You may be searching for new Investors because your shareholders wish 
to sell their shares. You may be searching for new Brands or Retailers to 
purchase and develop. Whatever the reason, GSI understands the sensiti-
vity and will be pleased to assist you. 
GSI was founded in 2014 by Ted Ivens, who was one of the leading Inter-
national Head-hunters in the Sporting Goods industry, with world-class 
Clients in every sector.
Ted Ivens was recently elected a Fellow of the Chartered Institute of Marke-
ting (FCIM) and has extensive knowledge, expertise and understanding of 
the global Sporting Goods, Outdoor and Sport-Fashion markets. 
Every GSI Contract is based on Success Fees and guarantees 100% 
Client Confidentiality. 
Please contact Ted Ivens, CEO Global Sports Investors Ltd, Reigate, UK            
tedivens@gsi.ltd    +447803 616777     www.gsi.ltd

SB - Sports Brokers Ltd assists Brands finding the right distributor, 
sales agent or agencies. 
Sports Brokers Ltd is the leading B2B search consultancy specializing 
in the sporting goods industry. Brands looking for new roads to a specific 
market should contact SB. Through our unique database, which has been 
developed specifically for the European sporting goods industry, we are able 
to profile client needs and distributor skills, marrying them with exceptio-
nal accuracy in any European country. SB is ISO 9001 certified, which 
guarantees consistent quality. SB operates globally from HQ in England 
with regional offices in Germany, Russia and China.
SB is sister company of ISM Search (www.ismsearch.com), founded in 
1986. +30 years of experience ensures that our market intelligence and 
product knowledge, together with our strong culture of integrity and 
confidentiality is widely respected throughout our industry. 
Please contact us at UK Head Office:
Finn Carlsen finn@spobro.com

Have you activated your account on  www.
sgieurope.com?

Many of the articles in this issue have already 
been posted there in the past few days. 

Others will follow before  
the next issue.
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Sporting Goods Intelligence www. sgieurope.com


