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UNDER ARMOUR INC. 
DEFIES MOTHER NATURE 

WITH ROBUST Q4

(Con’t Pg. 2)
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Under Armour Inc. (NYSE: UA) belted out another strong 
fourth quarter with earnings running ahead 20.4 percent on a  
30.8 percent revenue hike. 

Footwear was the star category. Sales jumped 94.5 percent on 
the strength of its expanded running collections and Stephen 
Curry signature basketball shoes.

More impressive was the 22.2 percent gain in its core apparel 
category, a feat accomplished despite the impact of warm winter in 
most parts of the country that has already led several department 
store and apparel chains to reduce their EPS targets for the quarter. 

“Was it 72 degrees on the East Coast this past Christmas?,” Un-
der Armour CEO Kevin Plank rhetorically asked on his compa-
ny’s conference call. “It was. Did it affect our business in the way 
some thought it would? No, it did not. Because here in the U.S., 
where we currently do the majority of our business, we know that 
football will be played in the fall, basketball will be played in the 
winter, baseball will be played in the spring and like soccer, per-
sonal health and fitness is a year-round all-weather interest.”

In the Q&A session, Plank admitted that weather “had a little 
bit of impact” and the company would have to liquidate some 
excess inventory. But generally, the weather only impacts top-line 
growth “a couple percentage points” positively or negatively in 
the fourth quarter and the company has diversified its offerings 
over the years to become much less weather dependent.

“With the diversity of our product lines in apparel, footwear’s 
strong growth and international’s strong growth, there is much 
more going on in our business that offsets some of those weather 
impacts,” Plank said.

After being under pressure in recent weeks on the weath-
er concerns, shares of Under Armour stock jumped $15.61, or  
22.8 percent, on Jan. 21, following the earnings release. The re-
sults bode well for other stocks in the space that have likewise 

been beaten down by weather concerns. On same day, Nike Inc. 
was bid up $1.70 to $61.28; VF Corp. added $1.31 to $60.06; and 
Columbia Sportswear rose $2.37 to $53.40.

In the quarter, Under Armour’s sales climbed 30.8 percent to 
$1.17 billion and leapt 33 percent on a currency-neutral basis. 
Earnings reached $106 million, or 48 cents a share, beating Wall 
Street’s consensus estimate by two cents.

Apparel revenues reached $864.8 million with the 22.2 percent  
net gain marking the 25th consecutive quarter of more than  
20 percent net growth in its largest product category. The gains 
were boosted by continued expansion in key product categories 
like training, running, golf, team sports and basketball. 

“With our efforts to build a more diversified business, we 
posted impressive growth across channels and categories de-
spite well-documented weather challenges,” said Brad Dicker-
son, CFO, on the call. Elevated product and experiences also 
supported strong apparel growth internationally and within di-
rect-to-consumer in the quarter.

In footwear, sales vaulted 94.5 percent to $166.9 million led by 
“broad-based footwear strength” the brand has seen throughout 
2015 although the Curry Two signature basketball style stood out 
with an “exceptional performance” in the period. 

Accessories sales rose 23 percent to $97.1 million, primarily 
driven by continued strong demand for bags.

Global direct-to-consumer net revenues increased 25 percent 
for the quarter, representing approximately 36 percent of net rev-
enues. The apparel category faced weather-related challenges at 
its Factory House doors but “strong e-commerce business con-
tinues to diversify how we reach global consumers,” Dickerson 
said. Investments continued to be made in mobile and interna-
tional, where the brand more than doubled its in-country web-
sites during 2015.

Among segments, North America sales jumped 25.6 to  
$1.02 billion and gained 27 percent on a currency-neutral basis. 
Growth accelerated from the 25 percent gain seen in Q315 de-
spite the warm-weather backdrop. Said Dickerson, “This strength 
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demonstrates the diversity of our product mix including accelerated 
footwear growth and consistent apparel performance, as well as chan-
nel mix between our wholesale partners and our direct-to-consumer 
businesses.”

International sales jumped 69.8 percent to $138.7 million and 
gained 85 percent on a currency-neutral basis. The United Kingdom 
and Germany drove growth in the EMEA region, which is also benefit-
ing from awareness raised from the launch of nine new in-country sites 
in 2015. The Asia Pacific region saw triple-digit growth across Greater 
China and with its Southeast Asia distributor, led by the success and 
expansion of its Brand House stores. In Latin America, recent country 
expansions like Chile more than offset macro challenges in Brazil.

In its Connected Fitness segment, sales jumped 221.3 percent to 
$17 million. The segment includes MyFitnessPal, Endomondo and 
MapMyFitness.

Gross margin for the quarter was 48 percent compared with  
49.9 percent in the prior year’s period, primarily reflecting negative 
impacts of approximately 90 basis points from sales mix, specifical-
ly from strong footwear growth, approximately 80 basis points from 
the continued strength of the U.S. dollar, and approximately 30 basis 
points from higher liquidations. 

SG&A expenses as a percentage of revenues were 32.8 percent in 
the latest quarter compared with 33.6 percent a year ago, primarily 
reflecting the planned timing of marketing expenses and lower incen-
tive compensation expenses.

Inventory for the quarter jumped 45.8 percent to $783 million. The 
increase reflected efforts announced at its Investor Day last September 
to refill items on a more timely manner, including flowing product to 
its retail customers earlier to meet key seasonal floor set dates, as well 
as strategic investments in auto replenishment.

“While these efforts are driving much of the elevated inventory 
growth rates in the near term, they are also delivering meaningful im-
provements in our service levels year-over-year in support of our rev-
enue growth,” Dickerson said. “In addition, the recent weather trends 
have led to some excess inventory creation, which we will continue to 
work through across our normal liquidation channels during the first 
half of 2016.”

Highlights for the full-year 2015 include sales climbing 28.5  
percent to $3.96 billion and expanding 31 percent on a currency- 
neutral basis. Apparel grew 22.2 percent to $2.8 billion, footwear 
jumped 57.3 percent to $677.7 million, and accessories added  
26 percent to $346.9 million. Net earnings increased 11.8 percent to 
$232.6 million, or $1.08 a share.

In his comments, Plank underscored how much the company has 
diversified as it enters its 20th year in business. Ten years ago, appar-
el represented 93 percent of revenues and compression represented  
64 percent. Today, apparel business represents 71 percent and com-
pression is less than 10 percent.

He said the 22 percent apparel growth shows Under Armour 
has “products for all seasons and temperatures, and perhaps more 
importantly, that today our athletes have the complete head-to-toe 
assortment available to them in more channels globally than ever 
before.”

Ten years ago, the company’s direct-to-consumer (DTC) business 
made up 6 percent of sales with only four outlet doors and one web-
site, Now it makes up 30 percent of sales, stemming from 25 global 
websites and nearly 400 Under Armour owned and partner retail 
doors around the world. Plank said of DTC, “This business contin-
ues to be on fire, not only in the United States but also around the 
world.”

In China, UA saw its first $1 million revenue day online on Sin-
gles Day this past November. And, in the U.S., mobile has grown to 
nearly half of the traffic to its website and represented 23 percent of  
e-commerce revenues in the fourth quarter, officials said.

Among categories, Plank noted that Under Armour wasn’t sell-
ing any footwear ten years ago, and the category now represents  
17 percent of sales. Gains are being driven by an expanded running 
line, which this year will feature eight different offerings over the  
$100 price point compared to the four lines offered in the previous 
year. The star in footwear is the Stephen Curry signature basketball 
shoe line, with its second version becoming an even bigger seller than 
the first launched in January 2015.

Plank in part credited the success to the buzz around Curry, build-
ing off his MVP year last season. Plank said Under Armour continues 
to benefit from the successes of many of its other ambassadors, in-
cluding Bryce Harper, MLB’s recent MVP; Andy Murray, who won 
the Davis Cup for Britain for the first time in 79 years; and Canelo 
Alvarez, who recently became the WBC Middleweight Champion.

Cam Newton, this year’s likely NFL MVP, has been critical to the 
success of the Highlight Cleat and his Super Bowl visit will intro-
duce him to a brand new set of consumers. Observed Plank, “It is a 
platform where companies pay $5 million to air a simple 30-second 
TV spot during the broadcast, while our guy will wear his UA cleats 
throughout the entire three-plus hours of the game.”

Plank also spent considerable time discussing the company’s 
Connected Fitness segment, including the launch the UA Record  
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mobile app platform at the Consumer Electron-
ics Show in January as well as new partnerships 
with HTC, Harman Kardon JBL, IBM and SAP 
revealed at the show. 

While Connected Fitness is about “enriching 
lives” by helping them reach their fitness goals, 
it’s also “a business transformation for Under 
Armour” that’s expected to support innovation 
across categories. Before Connected Fitness, the 
company only had retail transaction informa-
tion for less than 10 million people. Now, Plank 
said, Under Armour has daily activity level data 
from its community members, who logged nearly  
8 billion foods and 2 billion activities last year alone.

“With our Connected Fitness business, we’re 
not releasing just another fitness app or tracking 
device, we are building a complete ecosystem to 
manage your health and fitness with actual in-
sights to make you better,” Plank said.

For 2016, management reiterated that it expects 
revenues of approximately $4.95 billion, repre-
senting growth of 25 percent over 2015, and 2016 
operating income of approximately $503 million, 
representing growth of 23 percent over 2015. 

Revenue growth is expected in the high 
20-percentage-point range in the first half, to be 
led by expected continued strength in footwear 
and international, higher planned inventory 
liquidations and strategies to better service its 
customers year-over-year.

The company’s gross margin rate is expect-
ed to remain relatively consistent in 2016 as 
compared to 2015. An approximately 150-ba-
sis-point decline year-over-year is expected for 
the first quarter due to the higher liquidations 
along with continued currency headwinds. 

With planned investments in marketing as 
well as growth initiatives such as Connect-
ed Fitness and global retail coupled with the 
higher topline growth rate, modest overall 
SG&A leverage is expected in the first half of 
the year and modest deleverage in the second 
half.

BRUNSWICK CORP.  
BOOSTED BY BOAT SALES; 

FITNESS SALES TEPID

Brunswick Corp. (NYSE:BC) nearly reached 
$1 billion in sales in the fourth quarter ended 
December 31, 2015, which marked the end of 
Chairman and CEO Dusty McCoy’s career at 
the Lake Forest, IL-based maker of Sea Ray 
boats, Mercury motors and Life Fitness exercise 
equipment. 

Since the 2008/09 recession, McCoy has 
overseen a major overhaul of Brunswick Corp.’s 
sprawling boat manufacturing operations, sold 
its bowling business and launched a major ex-
pansion at its Fitness segment that included 
the Jan. 20 acquisition of the strength training 
company Cybex. He will retire from Brunswick 
in two weeks after attending the 75th annual  
Miami International Boat Show. 

Brunswick reported January 21 that net 
sales reached $986.1 million in the quarter, up  
5 percent from a year earlier. While the com-
pany swung to a operating loss of $27 million 
from a gain of $14.6 million in the fourth quar-
ter of 2014, the red ink primarily reflected a  
$82.3 million pension settlement charge and 
$12.4 million of restructuring, exit and impair-
ment charges related to the sale of a bowling 
business. Net loss from continuing operations, 
net of taxes, was just $300,000 - an improve-
ment of 85 percent from a year earlier. 

Sales at the Marine Engine segment, which 
consists of the Mercury marine engine unit 
and various parts-and-accessories business-
es, reported net sales of $474.7 million, up  
2 percent from the fourth quarter of 2014. Oper-
ating margin grew 200 basis points to 8.8 percent.

At the Boat segment, which manufactures 
and markets boats under Bayliner, Boston 
Whaler, Crestliner and 11 other brand names, 
net sales were $336 million, up 14 percent. Mc-
Coy said that was more than twice the 6 percent 

industry-wide growth rate. Operating margin 
improved to 0.8 percent, up 220 basis points.  

The growth came despite slowing sales to oil 
producing regions, including parts of Canada, 
the Mideast and Russia. In Texas, boat sales ac-
tually grew faster than the country as a whole. 

“Net-net as we look forward, low fuel prices 
are a real benefit to us, because it keeps people on 
the water for longer periods of time, which will 
benefit our strong P&A business,” McCoy said.

McCoy said Brunswick’s Meridian and Sea 
Ray boats accounted for virtually all of the 
growth in large motor yacht category during the 
quarter. CFO Bill Metzger said he has seen no 
evidence lenders are tightening credit require-
ments for consumers or dealers. 

Sales at the Fitness segment, which designs, 
manufactures and sells strength and cardiovas-
cular fitness equipment and active recreation 
products under the Life Fitness brand, rose  
1 percent to $237.7 million. The increase in 
revenue reflected growth in the U.S. at health 
clubs, local and federal governments and hospi-
tality customers, partially offset by a slight net 
decline in overall international markets due to 
lower sales in Europe. International sales, which 
accounted for 43 percent of total segment sales 
in the quarter, were down 7 percent (-1 percent, 
currency neutral). Sales comparisons in the 

quarter were affected by revenues from an ac-
quisition completed in the third quarter of 2015.

Fitness segment operating earnings reached 
$39.9 million compared with $40.8 million in 
the fourth quarter of 2014 due to transaction 
costs associated with the Cybex acquisition and 
an unfavorable customer and channel sales mix, 
partially offset by benefits from higher sales, 
cost reductions and savings related to sourcing 
initiatives. 

Looking ahead, Brunswick continues to ex-
pand its manufacturing capacity at Marine En-
gines to keep up with greater than expected de-
mand for Mercury’s new 350 and 400 outboard 
engines. 

“Dealer attitudes are good,” said Mark 
Schwabero, Brunswick’s president and COO. 
“They’re pretty upbeat and positive that 2016 is 
going to be a continuation of some of the good 
things they saw in the 2015 environment.” 

The company also continues to invest in the 
factories that make Lifetime Fitness gear in 
Ramsey, MN and overseas in Hungary.

With Cybex now in the fold, Brunswick  
officials expect revenue to grow in the  
9-to-11 percent range in 2016 compared with  
7 percent growth reported for 2015. Diluted 
earnings per share is expected to hit $3.35 to 
$3.50, up from $2.56 for 2015. 

Sales of Brunswick’s Sea Ray boat brand helped boost Q4 results
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compares to a deficit of $308.1 million  
fiscal 2014 and $229.4 million in 
2013. Revenues slid to $1.35 billion  
from $1.57 billion in 2014 and  
$1.82 billion in 2013.

By region, sales in the Americas last 
year fell 15 percent to $619 million.  
Net revenues on a currency-neutral 
basis decreased 4 percent, primar-
ily due to a reduction in Roxy and 
DC brand apparel net revenues in 
the Americas wholesale channel of  
$14 million and $6 million, respectively. 

In other regions, net revenues 
in its EMEA segment decreased  
18 percent to $477 million and were 
down 1 percent a currency-neutral 
basis, primarily due to lower apparel 
net revenues in the wholesale chan-
nel. In the APAC region, net revenues 
decreased 6 percent to $245 million 
but grew 7 percent on a curren-
cy-neutral basis. 

By brand, Quiksilver brand net 
revenues decreased 15 percent 
to $537 million and were down  
0.4 percent on a currency-neutral 
basis due to lower apparel revenues 
in the EMEA wholesale channel. 
Roxy brand net revenues decreased 
16 percent to $404 million and were 
down 4 percent on a currency-neutral 
basis decreased 4 percent, primari-
ly due to lower apparel net revenues 
in the Americas wholesale channel. 
DC brand net revenues decreased  
14 percent to $367 million, and on 
a currency-neutral basis remained  
unchanged.

Quiksilver’s reorganization plan 
calls for sales to decline again this 
year before resuming growth in fiscal 
2017.

Quiksilver Inc., reorganizing in 
bankruptcy proceedings since Sep-
tember, last week won final bank-
ruptcy-court approval of a plan  
that restructures some $800 million 
in debt and ensures a fresh start  
for the company under its new  
private-equity owner, Oaktree  
Capital Management.

The company is set to emerge in  
early February.

Under a deal reached before 
Quiksilver filed for bankruptcy in 
the U.S. Bankruptcy Court in Wilm-
ington, DE., Oaktree, which owns 
about 73 percent of Quiksilver’s  
$279 million in senior notes, will 
swap its debt for equity and buy any 
remaining shares not sold in a rights 
offering to existing bond holders, 
taking the company private.

“This is an important milestone in 
the evolution of Quiksilver and we are 
pleased with the court’s confirmation 
of our plan to emerge from bank-
ruptcy only months after filing our 
voluntary petitions,” said CEO Pierre 
Agnes. “Today marks a new beginning 
for Quiksilver, Roxy, and DC Shoes.” 

Oaktree also has a significant stake 
in Australian surfwear company Billa-
bong International Ltd. with a merger 
between the two long-rumored brands 
as part of longer-term turnaround 
plan. Oaktree teamed up with another 
private-equity company to recapitalize 
Billabong in 2013 and currently owns 
about 20 percent of the business.

“We look forward to partnering 
with Quiksilver management to 
continue shaping and driving their 
multi-year turnaround program,” 

said Oaktree managing director, Da-
vid Tanner, who will join the Quiksil-
ver board along with two other Oak-
tree representatives. “Quiksilver has 
tremendous brands that customers 
all over the world gravitate toward. 
Their emergence and new strategy 
will allow them to focus on inno-
vating best-in-class products while 
extending the reach and relevance of 
their leading brands,” Tanner said.

For months, Quiksilver’s deal with 
Oaktree had faced opposition from 
junior bondholders, who were owed  
$227.4 million. To win over the bond-
holders, Quiksilver increased the pool 
of cash set aside for its lowest-rank-
ing creditors to $14 million, up from  
$7.5 million it initially offered, and will 
also divvy up a 4.75 percent stake in the 
reorganized company among them.

QUIKSILVER  
WINS COURT APPROVAL TO EXIT BANKRUPTCY

Junior bondholders were also 
promised the right to participate in 
a piece of a proposed rights offering. 
Oaktree, which will backstop the 
rights offering, is set to earn nearly  
$9 million in fees in exchange 
for making sure Quiksilver raises 
enough cash. The funds raised in 
the rights offering on top of another  
$140 million in bankruptcy-exit  
financing will help the company pay 
off its debts and fund its emergence 
from bankruptcy. Existing equity will 
be canceled.

Under the plan, Quiksilver’s 
group debt is expected to fall from  
$900 million to less than $300 million, 
reducing gearing and freeing up 
funds to reinvest in its core brands.

Quiksilver has been plagued by a 
litany of operational issues such as 
slow delivery of its products and an 
overall slump in the action sports 
channel. It has also struggled in re-
cent years after taking on too much 
debt and making a series of failed ac-
quisitions, including ski brand Ros-
signol in 2005.

The company began working to 
turn around its business in 2013, 
selling off assets including Mervin 
Manufacturing, a snowboard maker, 
and Hawk Designs, named for skate-
boarder Tony Hawk, as well as a stake 
in an online retailer called Surfdome 
Shop Ltd. But those efforts failed to 
save the business from bankruptcy, 
and Quiksilver filed for Chapter 11 
protection in September.

According to its 10K filed 
last week, Quiksilver reported a  
$306.2 million loss last year after 
sales tumbled 13 percent. The loss  
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Specialty retailer’s frustration with brands’ ex-
panding direct-to-consumer (DTC) businesses 
- particularly via frequent online promotions - 
may be reaching a boiling point. 

On the eve of the 2016 SIA Snow Show, spe-
cialty snowsports retailer Christy Sports LLC 
disclosed it spent the previous 18 months fight-
ing back by overhauling its online marketing 
budget to focus on full-margin goods and that it 
is “no longer seeking sales that yield no return.”

The Lakewood, CO-based company with 
45 stores said it was inspired to share its de-
cisions after reading a December 4 article in  
The B.O.S.S. Report in which the Co-owner of 
Rock/Creek laid out why the outdoor specialty re-
tailer had slashed its online marketing budget and 
was refocusing on a brick-and-mortar expansion 
after concluding some of its vendors were driving 
down prices via their online DTC channels.  

In its release, Christy Sports officials said that 
it had taken many of the same steps over the last 
18 months, including:

• dramatically rebalancing the online market-
ing budget to focus on full-margin goods and 
support the company’s 45 brick-and-mortar 
stores;
• launching a feature last winter (2014/15) 
that enables customers to order items not 
available at the store they are visiting from 
Christy Sports corporate stock for either in-
store pickup or delivery to a location of their 
choosing; and
• launching a “Buy Online-Pickup in Store” 
program.

“We are committed to seek growth oppor-
tunities with the companies that demonstrate 
allegiance to the long-term health of specialty 
retailers, and we will be more focused on only 
buying select pieces we know will sell from the 
promotional DTC brands,” said Christy Sports 
VP of Merchandise Thomas O’Winter.

MAP Manipulation
Historically, most specialty vendors have been 
diligent with their distribution strategies to pre-
vent an over-saturation of their brand within 
certain geographic regions. But by selling DTC 
through both their own sites and third-party 
marketplaces like Amazon.com and manipu-
lating their own minimum advertised pricing 

(MAP) policies, some brands are effectively 
“nullifying their distribution agreements,” ac-
cording to Christy Sports Director of Internet 
Commerce, Gordon Wade. 

“Online retailing has always been challeng-
ing and never lacks its fast-paced competitive 
elements, but, as Dawson Wheeler from Rock/
Creek so clearly points out in the SportsOne-
Source Media article, the reality is that most 
brands have established an online presence and 
many will opt to go DTC,” stated Wade. “There 
are those who have managed to do this in a 
way that has minimized impact on their retail 
customers. Most recently however, and notably 
during this last November’s Black Friday/Cyber 
Monday, some of our most successful brands 
revealed a newly introduced, full-blown DTC 
promotional push in direct competition with 
their retailers. Supported by manufacturer-lev-
el margins, these brands justified an increased 
budget to engage in every digital marketing 
solution available and effectively take sales from 
their own retailers.”

O’Winter told The B.O.S.S. Report Wednes-
day that some softgoods brands appear to be 
abusing a common provision of their MAP 
policies that allows their DTC units to uni-
laterally violate their own tiered-markdown 
schedules. Such provisions reputedly enable 
vendors to rapidly liquidate inventory re-
turned by a retailer in-season due to weather or  
financial issues.

Apparel Brands Worst Offenders
The promotions have dragged down Christy 
Sports’ margins online, particularly in the ap-
parel and footwear categories where the promo-
tional activity has been most intense. O’Winter 
said he did not think they had affected mar-
gins at the company’s brick-and-mortar stores, 
which are located primarily in or near destina-
tion resorts. However, the practice poses risks 
for equipment brands, because the healthiest 

specialty retailers have traditionally offset the 
lower margins they earn on kayaks, bikes, skis 
and other equipment with the higher-margin 
profits they earn from apparel and footwear 
sales.

While Christy Sports does not sell on Am-
azon.com, O’Winter questioned how brands’ 
growing DTC promotions are affecting those 
that do. Typically, a retailer pays up to 15 per-
cent of each sale made via Amazon.com or oth-
er third-party marketplaces in fees. 

“With many brands now using tiered-mark-
down schedules, at the point they move to 20 
percent, we would need to pull those goods 
from Amazon or lose money on each sale,” 
O’Winter said.

A Side Effect Of Consolidation?
O’Winter tied the rising tide of vendor promo-
tions online to the consolidation of the indus-
try’s top apparel and footwear brands under a 
handful of publicly traded companies. 

“As so many brands have been acquired by 
larger multi-brand groups, pressures to grow 
increase,” O’Winter said. “We understand that, 
of course, however, we also understand that we 
must do what is best for our company’s long-
term growth and sustainability as a specialty 
retailer. We have a 57-year history of provid-
ing our customers with great advice and selling 
them the best products to best suit their needs. 
I don’t believe we will have an issue finding 
brands eager to suit our needs.”

O’Winter does not foresee dropping any 
brands over the issue, but he hopes Christy 
Sports’ announcement generates discussion at 
the SIA Snow Show, which kicked off January 27 
in Denver and ran through January 30.   

“We are not a cut-our-nose-off-to-spite-our-
face kind of business,” he told The B.O.S.S. Re-
port. “We can’t afford to do that. But what we do 
know is, that if we don’t share our posture on the 
topic, nothing will happen.”

CHRISTY SPORTS  
HITS BACK AGAINST 
DTC DISCOUNTING



  6  SPORTS EXECUTIVE WEEKLY | FEBRUARY 1, 2016 © SportsOneSource, LLC

Sales at Decathlon-branded sporting 
goods stores reached €9.1 billion in 
2015, up 11 percent from 2014, thanks 
in part to new-store growth in its na-
tive France as well as in 25 overseas 
markets where it has franchisees, ac-
cording to figures posted to it website.

The growth rate bested last year’s 
10.6 percent pace, which had marked 
the fastest growth rate for one of the 
world’s largest sporting goods ban-
ners since at least 2010.

The company reports 65 percent 
of its sales in 2015 came from foreign 
markets, which were home to 730 of 
1,030 Decathlon stores as of Decem-
ber 31, 2015. The company opened 
147 new stores in 2015, including 12 in 
France and 134 overseas. Employment 
across the Decathlon system reached 
70,000 up 11.1 percent from 2014. 

Decathlon will not file its annual 
report until April, when it will re-
port results for its French retail op-
erations in addition to its franchisee 
and brand operations. In addition 
to earning franchise fees, the com-
pany owns and operates most of the 
Decathlon stores in France as well 
as 20 sporting goods brands that are 
sold exclusively by its franchisees. 
Its portfolio includes the Quechua 
hiking, Kalenji running, BTWIN 
cycling, Caperlan fishing and Kipsta 
team sports brands.

At year’s end, Decathlon’s five larg-
est markets by number of stores were 
in France (300), China (166, includ-
ing 6 in Taiwan), Spain (133), Italy 
(106) and Poland (45).

Adidas AG plans to terminate its sponsorship deal with the International 
Association of Athletics Federations (IAAF), track & field’s governing 
body, three years early due to the ongoing doping scandal.

Asics signed two new global tennis ambassadors: ATP world No. 16 
David Goffin, and WTA world No. 50 Julia Goerges.

Columbia Sportswear signed three PGA players, Robert Garrigus, Jason 
Kokrak and Ryan Palmer, to support its broader line of golf apparel.

Cycling Sports Group (CSG), which manages Cannondale and other 
bicycle brands, has named Hannah Parish as its new Director of 
Marketing for North America.

HanesBrands, the parent of Champion and Gear for Sports, raised its 
quarterly cash dividend by 10 percent, the third consecutive double-
digit annual increase.

Icebreaker hired Carla Murphy as its new Chief Marketing and Strategy 
Officer. She formerly worked for Amer Sports.

Meredith Corp. signed a brand licensing agreement with Apparel Bridge 
LLC for Shape Active, an activewear collection designed for women.

Former K2 executive Mike Hattrup has taken the position of National 
Sales Manager at Chums and Beyond Coastal sunscreen.

Nutcase Inc. tapped Scott Montgomery, formerly at Club Ride, as its 
newest CEO.

Russell Athletic announced a five-year extension to remain the official 
uniform provider to the Little League World Series.

Saucony signed 2004 Olympian Tim Broe as Program Director for its 
newly-created Saucony Elite Athlete Development Team.

Action sports icon Shaun White has joined the Mammoth Resorts’ 
ownership team as an investor.

Shoes.com plans to raise between $25 to $50 million in private funding 
to help pay for acquisitions.

Under Armour welcomed LPGA pro Alison Lee to its roster of 
ambassadors while unveiling its first UA Women’s Golf line.

Nutcase Inc. tapped Scott Montgomery, formerly at Club Ride, as its 
newest CEO.

AISLE TALK DECATHLON 
STORE SALES UP  

DOUBLE DIGITS IN 2015

Escalade, Inc. has acquired Triumph 
Sports USA, Inc., a maker of indoor 
and outdoor games. Terms of the deal 
were not disclosed.

The Triumph line of indoor games 
is expected to expand and comple-
ment Escalade’s existing table tennis, 
darting, billiard and arcade games 
offerings. Triumph Sports’ outdoor 
games line will allow Escalade to de-
liver lawn and tailgating products at 
popular consumer price points. The 
acquisition is expected to be accretive 
to Escalade beginning in 2016.

“This acquisition will help us pro-
vide improved support to our exist-
ing customers and introduce us to 
new customers as well,” said Dave 
Fetherman, president and CEO of 
Escalade. “We remain confident in 
our strategy to grow our business 
through internal innovation and ac-
quisitions and believe that Triumph, 
with its innovative product portfolio, 
is an ideal embodiment of our plan.”

Justin Voden, founder of Triumph 
Sports, said, “My team and I were 
able to build the Triumph Sports 
brand through innovative products 
and excellent customer service and 
believe that Escalade will continue on 
that path and take the business to the 
next level.”

Triumph marks the latest in a 
string of acquisitions in the games 

space for Escalade, including Onix 
Sports, the maker of paddles, balls, 
sportswear and accessories for the 
sport of pickleball, in July 2015; Cue 
& Case Sales, a leader in specialty 
billiard accessories, in October 2014; 
and DMI Sports, which makes indoor 
games and accessories for darts, table 
tennis, game tables and billiards, in 
November 2013.

Escalade’s other brands include 
Stiga and Ping-Pong table tennis, Ac-
cudart and Unicorn darting; Goal-
rilla, Goaliath and Silverback sports 
training equipment and basketball 
goal systems; and Bear Archery, Tro-
phy Ridge and Cajun Bowfishing 
hunting products.

ESCALADE, INC.  
ACQUIRES TRIUMPH 

SPORTS USA, INC.
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Lax World, the lacrosse retailer based in Balti-
more, MD has acquired Denver-based lacrosse 
specialist, Breakaway Sports. The deal will grow 
the combined company to 14 locations nation-
wide, expand its online presence and warehous-
ing, and broaden the reach of its team sales di-
vision from coast to coast.

Founded in 1996 and headquartered in Cen-
tennial, CO, Breakaway Sports has five stores in 
Latham, NY; Smyrna, GA; Littleton, CO, Boul-
der, CO; and Bellevue, WA. Phil McCarthy, 
founder and owner of Breakaway Sports, will 
join Lax World’s management team.

Founded in 1988 and based in Cockeysville, 
MD, Lax World has ten locations. In Maryland, 
it has five stores in Annapolis, Bel Air, Townson, 
Ellicott City and Timonium. In Georgia, Lax 
World has three stores in Duluth, Kennesaw 
and Roswell. The last two remaining stores are 
in Denver, CO and Gainesville, FL.

Frank Barbarino, CEO of Lax World, and 
business partners, Michael Stewart, a former 
Jos. A. Bank Clothiers Inc. executive, and Bobby 
Martino, a professional lacrosse player, bought 
Lax World in 2013 from Jim Darcangelo, a Lax 
World founder. At the time of the Lax World 
acquisition, Barbarino said the company had 
identified 50 or 60 locations where Lax World 
could open stores in the next five to seven years 
due to the growing popularity of the sport of 
lacrosse beyond its traditional strongholds of 

Baltimore, Colorado and New York. Increased 
strength has been seen in the expansion of 
women’s lacrosse teams in recent years.

“We are thrilled to be combining forces with 
Breakaway Sports,” said Frank Barbarino, CEO 
of Lax World. “In addition to expanding our 
store base and team sales capabilities, we our 
adding a deep and talented group of profes-
sionals who are industry leaders in the lacrosse 
community. I’m extremely thrilled that Phil 
McCarthy will be part of the management team 
as we continue our growth through more acqui-
sitions and organically. Management members 
from both companies will work collaboratively 
to create a phased integration plan to join both 
entities onto one platform.”

McCarthy added, “This decision will trans-
form the way we come to market for our cus-
tomers and employees. This will maximize our 
potential and allow us to better compete in all 
sales channels in this evolving competitive envi-
ronment. Mergers are mostly about the people, 
and we feel that we are coming together with a 
great group that will allow us to fully reach our 
potential to become the largest lacrosse special-
ty store in the country.”

The largest pure lacrosse specialty player is 
Lacrosse Unlimited, with about 45 stores. Many 
hockey chains such as Pure Hockey, Mon-
keySports and Players Bench also do a big busi-
ness in lacrosse.
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Updating its working capital and 
profitability improvement initiatives,  
Performance Sports Group (NYSE:PSG) 
said last week that it expected its five-
year supply chain initiative to drive 
$3 million in cost savings in its fiscal 
year ended May 30, 2016. 

Combined with this fiscal year’s 
$30 million net working capital im-
provement plan, and other changes 
in working capital, PSG expects to 
reduce total debt by approximately  
$40 million during the last two quar-
ters of fiscal 2016. Based on the com-
pany’s previously disclosed outlook 
for adjusted EPS in the second half 
of fiscal 2016, this would bring the 
company’s total debt to approximate-
ly $423 million, and its leverage ratio 
down to 5.8x at May 31, 2016 com-
pared to 6.6x at November 30, 2015.

Including the impact of the Easton 
Hockey acquisition, PSG expects its 

leverage ratio to be below 6x by the 
end of fiscal 2016. 

The expected significant debt im-
provement from November 30, 2015 
is being driven by an expected  
$17 million inventory reduction in 
the last six months of fiscal 2016 com-
pared to the $25 million increase in 
the same period of fiscal 2015. 

Introduced in October 2014, the 
five-year supply chain initiative 
aimed to improve pre-tax profitability 
by $30 million on an annualized basis 
by the end of fiscal 2020. A specific 
focus in the plan has been placed on 
product cost reductions, inventory 
quality improvements and increased 
customer service levels and efficiency.

After recently increasing its sav-
ings expectations for fiscal 2017 to  
$8 to 12 million from the original-
ly announced $5 to 7 million, the 
company is also now increasing the  

bottom of the range to be $10 million, 
for an expected range of $10 to 12 
million in fiscal 2017. This upward re-
vision in expected fiscal 2017 savings 
is being driven by three main factors:

• A stronger U.S. dollar versus 
Asian currencies (primarily the 
Chinese Renminbi) is driving low-
er labor and other variable costs 
that contribute to lower cost of fin-
ished goods.
• Lower oil prices are further re-
ducing the company’s input costs; 
which also drive down the cost of 
finished goods.
• Solid execution of the company’s 
lean manufacturing and other pro-
ductivity initiatives are helping to 
drive down product lead times and 
reduce labor and inventory costs.

Along with a combination of ad-
justed EBITDA generation, capital 
expenditure reductions and debt re-
payments, PSG expects to reduce its 
leverage ratio to below 5x by the end 
of fiscal 2017.

“We have made significant prog-
ress on cash generating initiatives as 
measured by the substantial debt re-
duction we expect in the back half of 
fiscal 2016,” said Kevin Davis, CEO of 
PSG. “These efforts also underscore 
our commitment to offsetting the 
impact of the weakening Canadian 
dollar on our earnings. Additionally, 
our supply chain initiative is exceed-
ing our expectations, and we will con-
tinue to pursue other opportunities 
to improve our profitability and add 
shareholder value during this volatile 
foreign exchange environment.”
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