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IT’S GAME TIME
New 2019/2020 waterpolo series
MIKASA FINA EXCLUSIVE OFFICIAL GAME BALLS
W6000W & W6009W
•
•
•
•

FINA Exclusive Championship game ball
Iconic Wave design
Professional deep buffed surface for superior grip & control
Exclusive & official game ball for all FINA championships as
well as the 2020 Tokyo Olympic Games
• Available in official size 5 & compact size 4

MIKASA COMPETITION BALLS
W5000, W5009 & W5008.5
• Competition game ball
• Deep ridge buffing for superior grip &
control
• Available in size 5, size 4 & size 3

MIKASA HEAVYWEIGHT TRAINING BALLS
W4000 & W4009
• Heavyweight training balls ideal for improving strength &
conditioning
• Unique black buffed rubber for superior grip & control
• Available in 1.5kgs size 5 & also in 800gms size 4

MIKASA W500 MINI
PROMOTIONAL BALL

Pat Wiltshire Sports (Pty) Ltd
Exclusive agent and distributor
Tel: +27 11 466 1800/1/2 info@pwsports.co.za www.pwsports.co.za
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The Haffajees’ famous Skechers shared shoes
WHEN IT comes to durability
and sustainability, there can be
no doubt that the pair of Skechers shoes held by Ridhwaan Haffajee (right) passed the tests with
flying colours — it is still being
worn nearly 15 years after it was
bought. What’s more, the original owner had passed it on to his
grandfather.
In 2005, when he was in Grade
11, Ridhwaan Haffajee’s parents
bought him a black pair of leather
and suede slip-on Skechers shoes
from Kingsmead Shoes in Durban.
“My parents believed in buying
practical footwear that looked
good and neat so that it could
be worn with smart and casual
clothes. I wore them with my
school clothes as well as jeans.”
The shoes looked so smart that he
wore them to his matric ball the
following year.
When he began his dentistry
studies in 2007, the Skechers
shoes formed part of his wardrobe that travelled with him to
Cape Town.
In 2016 his grandfather, who
was deep in his seventies, visited from Durban. He complained
that is was difficult to find shoes
that didn’t cause him discomfort
because of his bunions. He was
wondering if his grandson could

People on
Falke SA rewarded their sales agents
Falke SA sales team members were awarded for their hard work at the company’s recent sales conference.

perhaps help him by breaking in a pair
of shoes to fit more comfortably?
Haffajee – now practicing as a dentist
in Cape Town – immediately thought of
his comfortable pair of Skechers shoes,
which were still in excellent condition,
even though he had worn them occasionally for more than ten years. “Only
the rubber outersole had worn down
and I had them replaced, but otherwise
they were still in fantastic condition,”
he recounts.
His grandfather tried them on, and
agreed: indeed a comfortable solution
to his problem! And three years later,
his grandfather is still wearing them.

Martin Grobbelaar (Falke
SA Group GM),
Keaton Quarmby
(Group Marketing Executive)
with fashion
and sport agent
Allie Coetzee,
who won the
fashion sales
award, and Paul
Copson (Group
Sales Executive).

Fashion agent
Bibette Prins, flanked
by Keaton Quarmby
and Paul Copson,
won an award
for ‘Oustanding
Innovation in helping
drive sales within
retail’.

Peter Foley hands Boone baton to daughter
AFTER YEARS of representing
Boone Baits as president at the annual SAFTAD fishing trade show, Peter Foley has handed over the baton
to his daughter, Antoinette, better
known as TL. Almost since the inception of the South African show
Foley has
personally
represented his US
bait company
on
the stand
of their local distributor, Apex
Walker. The
soft-spoken
Foley became such
a familiar
face on the
stand that many South African visitors thought that he was local – and
never realised that he was one of
the big global leaders of the tackle
industry.
Last year the American Sportfishing Association (ASA) honoured him
for his decades of service by awarding him lifetime board membership. He was ASA board chairman in
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1985-86 and had served numerous
terms as Exco and ordinary board
member. He also holds the title of
ASA Treasurer Emeritus. ASA is the
owner of the biggest global tackle
show, ICAST.
Foley recently stepped down as
president
of saltwater
lures and
accessories
manufacturer Boone
Bait after
36 years in
the
role,
but
will
continue as
vice-president. His
daughter,
Antoinette,
is the new
president after serving as executive vice-president for the past five
years. She started working in her
father’s Florida manufacturing business in 1994 and returned full-time
after college.
Boone Bait is represented in more
than 70 countries. Foley was initially
50% shareholder, but became president when his partner died in 1983.

Sales Administration
Liaison Desire Arendse
won an award for
‘Exceptional Customer
Service, for always going
above and beyond for
our customers’.

Bernard
Nel (Sales
Manager),
Keaton
Quarmby with
award-winning
sport agent
Glynn Hughes
and Paul
Copson.

These runners participating in the Run Your City series pitted themselves against
the speed of icon Usain Bolt. Sponsor PUMA hosted a competition within the
races: the #ForeverFaster Beat
Bolt sprint over the last 100m of
the race. Two of the CityRun road
races have achieved IAAF (International Association of Athletics
Federation) Bronze Label status:
the FNB Durban 10K CITYSURFRUN and the FNB Cape Town 12
ONERUN. This indicates that the
events meet international ‘race
organising’ standards,” explains
Steve Mkasi of KZN Athletics.
Photo: Tobias Ginsberg.
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Left: Lori Freeman,
Laurence and Lara
Slotsky, Fila’s representatives in South
Africa from 1721 Distributorship, met Fila
president Gene Yoon
(right) at the Milan
Fashion Week (MFW),
where Fila, for the first
time, had a standalone
show — making a statement that it should be
counted amongst the
noted fashion brands
(see p18).

SA national men’s hockey goalie,
Rassie Pieterse, who is global MD
of the hockey brand TK and its
South African distributor, TK Sports,
was honoured for playing his 150th
game for South Africa. He received
a pennant to mark this playing
achievement on the first day of the
African Hockey Road to Tokyo 2020
tournament at the University of Stellenbosch. Although both the South
African men and women qualified
for the Olympic Games, SASCOC is
only sending the men to Tokyo. Pieterse is part of the Olympic squad of
36 announced by SA Hockey.
Photo: Nicol du Toit.

Below:
Laurence Slotsky enjoying the company of
the Miss South Korea
finalists.

BRITISH GOLF legend
Colin Montgomerie’s
dramatic win at the Invesco QQQ Championship at Thousand Oaks
in California, earned
him a #4 ranking on
the PGA Tour. He competes in Skechers GO
GOLF footwear and
Skechers-branded apparel. “There's nothing like a win, and I'm
happy to be supported
on and off the field by so many, including Skechers and its comfortable and
reliable golf shoes,” he said. Montgomerie has been wearing Skechers Performance footwear and garments for the past four years and has been featured in ongoing marketing campaigns for the brand. He wore the Skechers
GO GOLF Elite 4 shoes when he won, which is known for its lightweight,
high-quality, stable and comfortable designs.
Known affectionately as Monty, the golfer can look back on a prestigious
career that included many highlights – for example, two-time Senior Major
winner, eight-time European Order of Merit winner, and the winning Ryder
Cup team captain. He rose to fame in the 1990s during an unprecedented
seven-year run as Europe’s #1 player and has earned more prize money than
any British golfer in history.
Photo: Big Hit Entertainment.
Model and actress
Adriana Lima has
launched a first collaboration collection
with PUMA. “The classic performance pieces have a streetwear
and boxing influence
that complement any
wardrobe,” says the
brand. “Retro graphics elevate understated blacks and greys,
functional materials,
and flawless fits.”
Lima has been a passionate boxer for more
than 18 years and
that is why she was keen to collaborate with PUMA on creating a performance
collection that will make you look great. The performance footwear make a
flawless transition from the gym to the street with its training features and
overall gritty vibe. The LQD CELL Shatter XT AL trainer features a provocative geometric design, and has been engineered for breathability. The LQD
CELL stable-cushioned midsole features a shattered glass effect with an engineered mesh upper.

Boy band BTS becomes Fila brand ambassadors.
FILA HAS signed the supergroup boy band BTS as brand ambassadors to be
the new faces of their sports-fashion ranges. The seven band members will
wear Fila wherever they perform in the Americas, Europa and Asia, as well
as in their home country, South Korea. This will tie in with Fila’s marketing
campaign communicating the message One World, One Fila.
The band, also known as the Bangtan Boys, was formed in Seoul in 2013
and has since gained a massive worldwide following with their individual
style, lyrics with social commentary storylines and their energetic live performances. The band is the first group since The Beatles to have three number
one albums on the US charts in less than a year with Love Yourself: Tear, Love
Yourself: Answer and Map of the Soul: Persona.
“BTS’s passion, positivity and their genuine communication with fans are
qualities that align with Fila,” says a spokesperson for the brand. “Their
energetic and unique personalities also make them an optimal fit as brand
ambassadors. We look forward to creating a meaningful synergy between
two global brands.”
Fila shares a Korean connection with the band as Fila Korea acquired the
global brand business rights of the brand founded in Biela, Italy, in 1911. It is
now sold in more than 70 countries around the world.
As Fila brand ambassadors, BTS will appear in an ad campaign to showcase
their new Fila looks to a worldwide audience early next year. “Throughout
the partnership, Fila will actively engage consumers and BTS fans in a variety
of ways,” says the brand.
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Kim Clijsters is returning to tennis tour
KIM CLIJSTERS, former WTA #1 and
Fila ambassador, has announced her
return to the professional circuit in
2020 — and she’ll again be wearing
Fila. For the past seven years the
six-time Grand Slam Champion has
been a full-time mother to her three
children Jada (11), Jack (6) and Blade
(3). Clijsters has worn Fila throughout her career, which started in
1997. In 2003 she was ranked world
#1 in both singles and doubles. In total she can count four singles Grand
Slam titles and two double Grand
Slams amongst her 41 singles and 11
doubles titles.
Before and after the birth of her
eldest daughter she took a break
of two years but returned in 2009
to win the US Open … the first unseeded woman and first wildcard to
win the Open and the first mom to
win a major in 29 years. She again retired in 2012 to be with her daughter
when she starts school. During the
intervening years she also founded
the Kim Clijsters Sport & Health Club
in her hometown of Bree, Belgium.
Despite last playing Tour in 2012,
Clijsters was inducted into the International Tennis Hall of Fame in 2017.
Above right: Clijsters posing with her
daughter Jada after winning the US
Open in 2009. Photo: Ray Giubilo.

Many victories for Team Fila Tennis
Fila’s tennis stars ended the year
on a high: World #1 Ashleigh Barty
(right) ended her dominant season
by winning the WTA Finals singles
championship in Shenzhen and
Timea Babos won her second consecutive WTA Finals doubles crown
alongside partner Kristina Mladenovic. 2019 has been an exceptional year for Barty, the 23-yearold Australian, who entered her
first-ever Grand Slam quarterfinal
in Melbourne in January, broke into
the Top 10 for the first time in
March, won her maiden Premier
Mandatory title at Miami, captured
her first Grand Slam trophy at Roland Garros in May and became the
World #1 ranked player in June.
The WTA Finals victory is Barty’s fourth
overall of the year and the seventh singles title of her career, in addition to 10
career victories on the doubles circuit.
This win was the third overall WTA
Finals victory for Babos (left), and her
second consecutive title with partner
Mladenovic. She also won the trophy in
2017 with Andrea Sestini Hlavackova.
Not only is Fila the China Open tennis tournament’s official supplier, the
brand sponsors Sofia Kenin (right)
who forms one half of the doubles
team that won the women’s title. This
is the first tournament in which Kenin
and partner Bethanie Mattek-Sands
have played together, and the second
doubles victory for Kenin this year (the
other was in Auckland). In addition to

her doubles performance, Kenin has
also won three singles titles this year.
She is currently ranked World #16.

In Memoriam
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Herby Prout leaves industry after 73 years

Although Herby Prout officially retired in 1998 after more than 50
years in the industry, he maintained an office in the office complex
where they rented, until the children bought a building in 2013.
But, he remained connected to the sports industry until close to his
death. A few months ago he was among the “Old Timers” invited to the
Old Timers lunch at Zwartkop, where he had began calling on Otway
Hayes as an agent more than 67 years ago.

WITH THE death of Columbia’s chairperson,
Gert Boyle (95), the global sports industry lost
a spirited, inspiring and visionary leader with
a delightful sense of humour … often targeted
at herself. Sports Trader had the privilege of
interviewing her when she visited South Africa
in 2004 when Columbia was introduced into the
country via the newly-opened Duesouth chain
of stores.
We therefore could enjoy some of her most
famous utterances first hand — for example her
recipe for brand success: “early to bed, early
to rise and advertise!” Lots of hard work and
innovative promotions became the brand’s
building blocks.
She also recounted how she told the bankers
Photo: Trudi du Toit.
who offered her a pittance to cover the outstanding loans of the Columbia clothing factory after her husband’s sudden death from a heart-attack: “for that amount I’ll run the company
into the ground myself.”
Instead, she and her son Tim, who was then a senior at the University
of Oregon, grew the almost-bankrupt company into one of the world’s
biggest selling brands. Gert attributed this to luck that the young people in the early 1970s changed from wearing grey slacks and blazers to
colourful, individually-styled garments and the growing popularity of
the outdoor look. “My son (who became Columbia CEO) is especially
good at tagging what will be new trends and getting the right products

in place,” she told us.
Their right product was the Quad hunting coat
with its waterproof, breathable outer shell in
camouflage colours and reversible inner liners
for warmth, which was such a hit with hunters
that they transferred the same features to the
Bugaboo ski jacket … and launched one of the
most successful outdoor clothing brands sold in
66 countries. Their registered layered system
— made from waterproof, breathable fabric —
changed the way that people thought about
outdoor brands.
Their irreverent and very funny advertising
campaign also contributed hugely to establishing Columbia as a brand that is quite different
from the run-of-the-mill. As a counterpoint to
the nurturing, cookie-baking mommy figure
normally depicted in advertising, they created the ultra-tough, uncompromising Ma Boyle persona who would put her hapless son through the
most arduous ordeals (like being buried in snow, hanging from a cliff,
etc.). He would, of course, be wearing Columbia and after each rescue,
the Tested Tough tag line would reinforce the Columbia message. What
made these adverts utterly unique was that instead of using actors,
Gert and Tim Boyle played their parts.
“I told Tim he would have to pump me up to use me in the ads when
I die,” she joked back then. Many people now wish that he would also
be able to pump in some of her indomitable spirit.

Photo: Nicol du Toit.

THE 43 YEARS Herbert Prout devoted to the sports industry is more
than the lifespan of many of the youngsters currently active … although his children might claim that he had spent 73 years in the
industry as he never fully retired. When he passed away in October,
aged 90, the industry lost a large part of its heritage.
Herby joined the sports industry fresh from school in 1946 and he
got to know most of the retailers during the 1950’s when he visited
them as a sales agent for one of the leading distributors, A&J Agencies. During the 1960’s he joined golf distributor Golfex, where he
worked for 17 years. There he got to know the prestigious Ping golf
brand, which Opal Sports started distributing after his restraint of
trade expired in 1984.
The sports industry has been in the Prout family’s genes. His late
wife, Natalie, also worked for A&J Agencies and during school holidays their daughter, Anne, joined her father on sales trips.
It is well-documented that Anne and Natalie Prout bought Opal
Canvas and Webbing, which manufactured the martial arts brand
Mitsuko in 1978. More than 40 years later it is still one of their many
brands. When they added their first sports agency — Durus soccer
— they changed the name to Opal Sportswear (later Opal Sports).
The following year Herby joined them and used his knowledge of
the golf industry to acquire Munsingware golf shirts and TaylorMade
equipment.
The Prout family became the distributors of the Gunn & Moore
and Unicorn brands in South Africa in 1980 – a relationship with the
Lowy family from the UK that spans nearly forty years. Herby’s sons
Nigel and Robert joined the company in the early 1980’s and they
acquired various other brands like Summit and Ping, which is part of
the golf division run by his son-in-law Doug Vilas.
They sold Opal Sportswear to Interleisure in 1987, but the family
continued working for the group until they again bought back their
company. In 1990 Anne was appointed MD.

Industry saddened by death of Columbia’s Gert Boyle
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New Hi-Tec SA CFO Esme Coetzee
and CEO Gary de Vogel.
Photo: Hi-Tec.

New CEO for Hi-Tec SA

G

ary de Vogel will officially become
CEO of Hi-Tec Sport South Africa
at the end of December this year,
when Mickey Mallet leaves his position to seek new challenges.
Mallet has worked for the Hi-Tec company
for no less than 28 years — first in various sales
capacities, but in the last 15 years as CEO. “He
leaves the company in fine shape, having confidently grown Hi-Tec South Africa sales,” the
company says in a statement.
“It is going to be really strange not to have
Mickey in the Hi-Tec office anymore,“ says the
brand’s founding chairman and owner of HiTec South Africa, Frank van Wezel. “However,
I am pleased to stay associated with him in our
joint property company which he is going to

expand — we hope — into a major enterprise.”
Van Wezel lives in the Netherlands for the
bulk of the year, but spends at least three
months a year in South Africa.
De Vogel has worked for Hi-Tec and Van
Wezel in various capacities over the past four
years. He has a strong financial background,
with a masters degree in accountancy from
Nijenrode Business University, where Van
Wezel occasionally gives guest lectures and
was awarded a lifetime achievement Award in
2015. De Vogel gained more than five years’
experience to senior level at the accountancy
firm Deloitte Nederland in Den Haag, before
he joined Hi-Tec International in Amsterdam.
He was appointed a director of Hi-Tec Africa
in 2017.

Adolf Stoffberg becomes Hi-Tec COO. Photo: Nicol du Toit.
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Other changes at Hi-Tec SA include the promotion of long-term employee Esme Coetzee
from Financial Director to Chief Financial Officer (CFO). After 28 years with Hi-Tec, she’ll now
be directing all internal matters in the office.
Adolf Stoffberg, who has been with the company for ten years, has been appointed Chief
Operating Officer (COO) — a new position that
was created to shape the organisation to be
ready for the next expansion. He will also remain in charge of the company’s golf and lifestyle brand, Duca del Cosma.
From time to time every organisation needs
an assessment of fresh strategies to tackle
future challenges, Van Wezel believes. “This
reorganisation makes me believe we can now
grow faster and more efficiently.”

Frank van Wezel (right) and Mickey Mallet (left) assisting Amy and Erin Mallet with cutting the
ribbon at the unveiling of their jointly-owned Hi-Tec office. Photo: Nicol du Toit.
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Choosing the right golf shoe is
easy with Duca del Cosma
Today, a golf shoe isn’t just a golf shoe anymore. It’s part
of your game, on and off the course. Whether you’re
looking for comfort when walking the course
or the perfect style for post-tournament
drinks at the clubhouse, finding
the perfect shoe doesn’t
have to be difficult,
especially when you
have Duca del Cosma
on your team.

THE MATERIAL OF YOUR GOLF SHOE
The main options, when it comes to choosing the right material for
your golf shoes, include synthetic materials and natural leather.
When choosing your preferred material for your golf shoe,
keep in mind the weather conditions you frequently play in.
If you usually experience wet conditions, ensure the
material is waterproof. Duca del Cosma’s KUBA A3
offers a waterproof bootie system, breathable membrane and wax laces to keep your feet dry.

THE FLEXIBILITY OF YOUR GOLF SHOE
Your golf shoe should have the right balance between
stiffness and elasticity. Most golf courses are located
on irregular and hilly grounds, so you are going to
want a shoe that helps you take swings on slopes. The
Ascona II was crafted with an Airplay VIII outsole that offers flexibility and grip throughout your game.

THE COMFORT OF THE GOLF SHOE
When looking for the right golf shoe, it’s ultimately about what will work
for your game and lifestyle. Duca del Cosma works within the comfort
of the casual golf shoe and also provides the right
structural support thanks to the Arneflex® insole,
featured in the brand-new Bluegrass Navy.
When you’re looking for the perfect golf
shoe, there might be more to think
about than you initially thought. In the
game of golf there are plenty of elements out of your control, your golf shoes shouldn’t be one of them.
For trade enquiries call 021 506 6900.

p14 :: Advertorial

Crick Clothing’s new home ...
built for brand growth

S

tylish, sophisticated and tasteful
are a few of the adjectives that
come to mind when you enter Crick
Clothing’s brand new head office in
the new Waterfall Distribution Centre. Apart from the obvious attractions of the
new business development housing high profile companies and being situated close to the
highways, Gautrain and within comfortable
travelling distance of both Pretoria and Johannesburg, the move was necessary because “we
totally outgrew our old premises,” explains
Michael Joseph.
Here, they can not only house their four
brands Superga, Kappa, Alpha Industries and
Crep Protect in a beautiful building built and
decorated according to their needs, but a 4
000m2 warehouse is also incorporated.
Until they moved in June, they had two
warehouses in one area and one in another
area, which complicated logistics and required duplication of warehousing functions.
Each of the showrooms of their four brands
have their own look to resonate with the
brand’s heritage and target audience. The offices have a uniformly elegant look and there
is also a cafeteria area with an outside courtyard for staff to enjoy on sunny days. And
there is plenty of room for growth.
Outgrow is a phrase that is not often heard
in these depressed economic times, but with
strong brands, all on a growth path, that was
certainly the case, Joseph assures us.

Crick Clothing born
He and Dave Abramsohn had started the Crick
Clothing distribution company in 2003 when
their restraint of trade came to an end and
they got the license to distribute Superga in
South Africa. They had met at the LA Group,
where they both worked after having sold
their respective clothing businesses to the
group. Michael had sold his business in the late
1990’s and after working for the group for a
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few years, left the industry until his restraint
of trade expired five years later in 2005.
Craig and Ricky Joseph joined a couple of
years later and added another dimension to
the company.
Three years later the world was hit by the
2008 slump, which was scary. But, just as the
strength of the Superga brand helped them
trade through it then, the strength of their
brands now helps them grow despite the tough
economic times. “The brands will be here long
after we are gone,” he says.

Superga finds new appeal
The latest range from the 108-year old Italian
brand Superga, named after the famous Hill
in Torino, has a bright, fresh look. The classic white People’s Shoe is now available in
multiple colours and beautiful upper designs.
Joseph emphasises that the upmarket, more
exclusive Superga sneakers, differs from all
other sneakers.
“About three years ago we repositioned
the brand,” he says. “In South Africa it was a
predominantly mens’ sneaker brand, because
that was the business we knew, while across
the world Superga was a ladies sneaker brand.
After we repositioned it to align with the international positioning of the brand it experienced dramatic growth.”

Kappa fashion and football
Kappa comes from the same Italian stable
as Superga and in 2012 the BasicNet owners
asked them to reintroduce the brand into
South Africa, after former distributors could
not create a sustainable market. The directors
paved the way for a successful introduction of
the Kappa brand by establishing the roots of
its football history.
Ricky Joseph was appointed as the Kappa
brand manager and focused on high level
exposure of the brand on the football pitch
by securing sponsorships of some of South Af-

rica’s leading PSL teams, including the likes of
Bloemfontein Celtic, Bidvest Wits and Supersport United.
While keeping a focus on the brand’s international soccer and sporting heritage (for example, past sponsorship of Juventus, the Italian
national rugby team and the US Olympic team)
growth was driven by the fact that they also
established a big lifestyle following amongst
younger customers and teenagers. “The 1525-year olds love Kappa as a fashion brand,”
says Ricky Joseph, who adds that Kappa sales
are about half soccer and half fashion driven.

Alpha a niche brand
Alpha Industries is a niche apparel brand aimed
at the high-end lifestyle fashion consumer,
which has been growing consistently since it
was introduced about six years ago. The US
brand, inspired by the military and air force,
is locally sold through about 30-40 upmarket
retailers and though it is a premium product,
growth has been good. Initially, mainly military-style jackets were introduced, but the
brand now also offers caps, jeans and T-shirts.

Crep Protect is King
Crep Protect is the world’s leading sneaker
cleaner and protector and is sold locally in
stores that stock high-end, expensive white
sneakers. “This is one of the fastest growing
parts of our business,” says Joseph, who explains that it protects sneaker uppers against
dirt and scuffing. “The growth has been unbelievable. If someone buys a white sneaker,
how do you keep it clean? You Crep it,” he says,
adding that worldwide “Crep is King amongst
footwear cleaning products.”
Now, with the perfect foundation laid, Crick
Clothing is on course for future growth with its
current and future brands.

Enquiries: Crick Clothing
Tel: 011 608 0029
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Top left: The company’s directors are (from left) Ricky Joseph, Michael Joseph, Dave Abramsohn and Craig Joseph.
Top right: Superga is a premium brand that is different to
other sneaker brands.
Above left: Kappa has successfully introduced a lifestyle
fashion range.
Above: The stylish reception area of the new Crick Clothing
building showcases the brands they distribute.

Above left: Kappa’s performance range gets high level
exposure on the football pitch through sponsorship of
some of the leading PSL teams.
Left: Alpha Industries is a high-end lifestyle apparel
brand that has been growing consistently for the past
six years.
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Fila SA offers ...

Last chance for fashion swimwear
FILA SOUTH AFRICA offers retailers a last
chance to stock up on their fashionable range
of mens, ladies and kids swimwear for summer
2019 in time for the holiday season.
“We launched a fantastic limited range of the
global Fila swimwear collection this summer,”
says the local distributor, 1721 Distributors.

The range is fashionwear that has all the technical properties required of swimwear, including:
• Strong resilient fibers that are soft and comfortable for fantastic fit and feel.
• Fabrics that are extremely durable and resistant to shrinkage.
• Fabrics that are quick drying, offer UV protec-

Heritage kids range
for the festive season
REDEFINING MODERN sports fashion, Fila has had an outstanding season
thus far with their kids heritage apparel, footwear and accessories ranges.
“The collection captures the essence of this iconic sports fashion brand
to bring the beauty of Italian design to the market for kids,” says local distributor, 1721 Distributors. “The sell-through at store level has been beyond
expectation.”
Parents are prepared to spend on their kids and want their children
to look cute and individual. As we enter the festive season they want to
spruce up their kids wardrobe. It is therefore the ideal time to offer your
customers something fresh and fashionable for their off-spring.

For enquiries contact:
1721 Distributors
Tel: 011 630 4000
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tion and hold their shape.
“The success of this range can be contributed to
the fact that consumers are able to wear the Fila
products as fashionwear, outerwear and undergarments — suitable for different occasions and
moods. Therefore, expose a little more skin and
feel comfortable all day long,” they advise.
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Launch of European underwear collection
THE RAD EUROPEAN designed range of Fila
men’s and ladies underwear collection is now, for
the first time, available in South Africa.
This range is designed to complement the overall look and feel of the Fila heritage collection of
apparel and accessories.
“Only using ultra soft cotton with spandex, this
product defines body support with stretch and
sheer comfort,” says 1721 Distributors.
“The Fila branding is positioned where the con-

sumer feels proud to show off the product with
self-expression, courage and progressive ideals.”
Cultural influencers and consumers are wearing
the undergarment bodywear for the right occasion and mood: they want to show it off.
The range offers something for everybody.
• For her: a stylish range of thongs, briefs, boyshorts and sports bras in assorted colours and
designs.
• For him : a choice from an assortment of com-

fortable multi-coloured briefs and trunks that
show off the branding above the waistline.
All the undergarments feature comfortable
stretch elastic with Fila branding.
The undergarment category is supported with
a full social media campaign and in-store graphics
to support the brand.
Winter 2020 will see the introduction of additional product lines and Fila South Africa will offer
an ongoing stock replenishment programme.

2019 Q4 :: Sports Trader

Brands on

p18 :: Industry

Justin van Pletzen is the distributor of ANTA in South Africa.

“We were very pleased by the excellent quality and designs of the
uniforms delivered for PyeongChang 2018 and Buenos Aires 2018, and
we have been very impressed by the professionalism, great service
spirit and flexibility of the ANTA team,” said IOC President Thomas
Bach at the signing ceremony.
“ANTA’s value of Keep Moving echoes with the Olympic motto of
Faster, Higher, Stronger,” said Ding Shizhong, ANTA Sports Chairman
and CEO. “As our brand grows in China and in the international arena, we will keep on promoting the Olympic spirit and culture in our
markets. “This agreement marks a significant milestone for ANTA as
the brand is an official partner of the Chinese Olympic Committee
(COC) from 2009 to 2024, and of the Olympic Winter Games Beijing
2022 and the Paralympic Winter Games.”

ANTA will be the next Olympic clothing sponsor
CLOTHING BRAND ANTA will be the official sportswear uniform supplier
of the International Olympic Committee (IOC) until the end of 2022 starting with the Olympic Games Tokyo 2020. The agreement, which includes
apparel, shoes and accessories, makes ANTA the first Chinese supplier of
sportswear uniforms to the IOC.
The agreement with the IOC includes the supply of sports apparel to IOC
members and staff for the Winter Youth Olympic Games (YOG) in Lausanne in 2020, the Olympic Winter Games in Beijing in 2022 and the YOG
in Dakar in 2022. ANTA will also supply apparel, footwear and accessories
for the IOC administration’s needs in Lausanne.
Nike was the former IOC supplier for the 2016 Olympic Games in Rio.
Established in 1991, ANTA Sports Products Limited has become one of
the leading global sportswear companies and has been the official sports
apparel partner of the Chinese Olympic Committee since 2009. The brand
is also the official sports apparel partner of the Beijing 2022 Organizing
Committee. In 2018 the brand also provided IOC uniforms for the Olympic
Winter Games PyeongChang and the YOG Buenos Aires.

Fila hosts standalone fashion show at Milan Fashion Week
FILA HAD its first standalone show at the
Milan Fashion Week, thereby taking its place
amongst the top fashion brands.
The Fila message of combining sport, functionality and fashion was colourfully introduced
by the yellow jacket Italian sailor Giovanni Soldini wore when he broke the world solo record
sailing across the Atlantic (above left).
According to Fila this collection has a “strong
soul, born from natural elements such as water, wind and sand, making one think of the
beach, the pool, and the world of surfing and
sailing”. The brand says the lines are softer,
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more feminine and fully express the concept
of outdoor femininity.
The Fila logo — the F-Box logo created in
1973 — is taken apart, and a mere detail becomes a decorative geometric element on
sweatshirts and sports jackets.
Weekend bags, pouch bags and drawstring
bags, and trainers, skin boots and stiletto sandals are among the accessories and footwear.
Technical fabrics such as neoprene and extra
light or laminated nylon are combined with
chiffon, jersey and twill for a functional sporty
fashion mix.

Fila SA has signed a sponsorship deal with the
biggest matric Rage Festival in South Africa. The
Rage Electronic Music Festival 2019 will be held
in Umhlanga, Ballito and Johannesburg from 29
November till 8 December 2019. Synonymous
with the end of the exam season, the festival has
become hugely popular with students wishing
to celebrate in style in the company of over 120
international DJ’s. “The party hubs are spread
around various venues in all locations boasting
nightclubs, refreshing pools, lush beaches and
other cool areas,” says Laurence Slotsky of the
local distributor, 1721 Distributors. Fila will also
be partaking in multiple events as a lead up to
the festival, which is expected to drive consumers
to retail stores to buy their Fila apparel, footwear
and accessories.

the Move
Diadora joins top brand stable
DIADORA IS the most recent
iconic brand to join the CAVI
Brands stable of focused beauty,
wellness and lifestyle brands
available in Southern Africa.
Among the other leading international brands distributed by
the company are Chanel, Dolce
& Gabbana, Hermes, Guerlain,
etc. It is part of the CAVICO
Group, which also includes the
New House of Busby brands
(among them Guess, Aldo and
Steve Madden).
“Investing in brands is central
to what CAVI does,” the company says.
Working closely with brand
principals and retail partners

to deliver above market
growth, it takes a long term
view regarding investment,
growth and development of
brands, it adds.
The Italian sportswear
brand Diadora was founded
by Marcello Danieli in 1948
when he began working in
the trade as a young boy,
making mountain boots. In the
1960’s Diadora entered the
world of sport with high quality
sports shoes and cutting-edge
garments, where it is still a major player.
During the next decade Diadora began partnering with top
sportsmen such as Björn Borg,

PUMA introduces LaLiga ball and stable trainers
PUMA HAS introduced the Official 2019/2020 LaLiga Winter ball, the first
after the brand signed a long term agreement to become the official
sponsor of the Spanish football Pro league, LaLiga Santander. The ball
will be used for all of the LaLiga Santander and LaLiga SmartBank professional matches. “The 18-panel heat sealed structure creates a perfect
sphere that guarantees better stability, a soft touch and reduced water
absorption,” the brand says. “One of the new details is located in the
1mm Hi-Solid Dimple PU (San Fang) casing, which improves the aerodynamics and also provides high
resistance to the graze and wear and tear, which
creates better durability and high performance
level.” The design structure is similar to that of
a golf ball to assure a straight path and better consistency in the shot. An additional POE
foam layer improves rebound consistency.
The brand also introduced three new LQD Cell
trainers that should appeal to all types of active customers who want to stay fit over the holiday season.
LQD Cell Shatter XT Shift, for example is for the active
woman “who shatters stereotypes and shows up loud,” says PUMA.
The LQD Cell midsole technology offers stable cushioning, while lightweight PROFOAM offers immediate cushioning and energy return. The
internal heel counter provides additional heel support during training
movements.
LQD Cell Shatter XT Metal would appeal to the customer who takes one
look at a glass ceiling and breaks right through it, says PUMA. Alternative
colours and materials compliment the LQD
Cell stable cushioning technology. Other
features include PROFOAM for cushioning and good energy and an internal heel
counter provides additional heel support.
LQD CELL Tension Rave (right) is aimed
at the active woman who doesn’t cave
under pressure. Stable cushioning is provided by PUMA’s LQD CELL technology.
“Designed for high-intensity training,
soft yet sturdy hexagonal cells compress
to keep you steady,” says PUMA.

Industry :: p19

Mythos Blushield
Fly 2.

Brasil K soft/wet
ground
football.

Roberto Bettega, Marco van
Basten and Roberto Baggio, who
were true icons of style.
This is how Diadora shoes entered the Hall of Fame of some
of the most requested sneakers
in history. The Diadora Maverick, introduced in 1987, has
been hailed as one of the 80
greatest shoes of the ‘80’s.
Diadora’s headquarters is located in the heart of the shoe

making world — Montebelluna,
Italy, where a fusion of innovation and craftsmanship produce
aspirational products. The Diadora team encapsulates knowhow in design and development
and aims to “bring Italian excellence to the world, always
paying the upmost attention to
craftsmanship.”
Today the brand is present in
more than 60 countries across
the world, and production is
focused on sport performance
lines, with a special focus on
running, fashion and style in
the high-end Heritage collection
(see above) and the more mainstream Sportswear line.
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U.S. Polo Assn brand aids African communities
SINCE THE 1980s the U.S. Polo Assn. brand has risen in global reach and
popularity, and today is a premier name in the fashion lifestyle industry.
In fact, the U.S. Polo Assn. brand is sold in nearly 90% of the world’s
countries, including in over 100 retail stores in South Africa.
Stable Brands is pleased to have re-launched the U.S. Polo Assn. brand
here in South Africa, where it is commonly referred to as USPA, says
Andrew Robinson, managing director of local distributor Stable Brands.
It is the only sanctioned and official brand of the US Polo Association,
the governing body of the sport.
USPA is not only recognized for vibrant, stylish, athletic and comfortable clothing and accessories, but also for its world-famous double
horsemen logo, which distinctively shows two horses and two players in
action with mallets up. The brand is highly regarded for its top-quality
products and a commitment to the utmost in customer satisfaction,
says Robinson.
The US Polo Association uses funds derived from sales of U.S. Polo

Brands Move

Assn. brand products to help fund a variety of worldwide efforts —
ranging from global humanitarian aid, education, tournaments, sponsorships, clinics, intercollegiate/interscholastic play, Team USPA mentoring for children and young adults, equine welfare and player safety.
• For example, here in Africa, U.S. Polo Assn. sponsors Sentabale,
the charity founded in 2006 by Prince Harry, the Duke of Sussex and
Prince Seeiso of Lesotho, to raise money through charity tournaments
in support of vulnerable children and young people affected by HIV
and AIDS in Southern Africa.
• In addition, U.S. Polo Assn. works closely with the Federation of International Polo (FIP) and was proud to sponsor the South Africa Team
playing in the FIP World Polo Championship Zone E playoffs in Tehran
as well as the FIP World Polo Championship held in Sydney, Australia.
This brought well-deserved
global attention and recognition to the South African team.
• U.S. Polo Assn. also sponsored
the Polo 150 where they celebrated the 15Oth anniversary
of the modern game of polo
and the formation of rules that
evolved to form the game that
is played today.
This sponsorship was particularly
meaningful in that it supported
a team from South Africa in conjunction with the charity Polo
Africa.
• The Polo Africa tour ran for two
weeks in June, culminating in a
game played at the Guards Polo
Club in the UK on June 23, the
finals day of the Royal Windsor Cup, which is traditionally
attended by Her Majesty the
Queen, as well as a large number of celebrities.
As the exclusive South African
licensee of the U.S. Polo Assn.
brand — which does so much for
the USPA and South African communities — Stable Brands is proud
to help advance these and other
important causes, says Robinson.
“Further, we are honoured to
help U.S. Polo Assn. maintain its
earned spot among the global
fashion and retail leaders of the
world.”
U.S. Polo Assn. apparel, the official brand of the United States
Polo Association (the official governing board of the sport of polo
in the United States since 1890),
is available in over 180 Countries
around the world.
Recently ranked the 4th largest
sports licensor and 36th overall in
License Global magazine’s 2019
list of Top 150 Global Licensors,
U.S. Polo Assn. now takes its
place alongside such iconic sports
brands as Major League Baseball,
National Football League and National Basketball Association.
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New SA distributor for Hoka One One
HOKA ONE ONE, the footwear brand that is credited with launching the
maximalist running shoe trend, has a new Southern African distributor.
iKhambi Distribution has been awarded the Southern African distribution rights from January 2020.
Two French runners and former Salomon employees, Jean-Luc Diard
and Nicolas Mermoud, launched Hoka One One in 2009, after years
spent handcrafting and shaping lightweight shoes with extra-thick midsoles. Initially embraced by ultra-runners because of their enhanced
cushioning and inherent stability, the brand now offers shoes for all
types of athletes who enjoy the unique ride the shoes provide.
Hoka One One shoes retain features like a low weight-to-cushion ratio
and midsole and outsole geometry designed to promote inherent stability and an efficient running gait.
The brand’s South African connection is well-documented: local marathon champions Mark Plaatjies and Johnny Halberstadt, who founded
one of America’s leading running stores in Boulder, California, saw
Mermoud wearing the thick-soled shoes at a running expo and were
so intrigued that they asked to take it for a test run. Hoka One One
impressed them so much that they not only ordered stock for the store,
but Halberstadt and his son Jason also collaborated with the development of the Clifton model (named after the popular Clifton beach in
Cape Town).
The rest, as they say, is history — with runners across the world embracing the exceptional cushioning and stability provided by the enhanced midsoles. Now, it is the most worn shoe at the Ultra Trail series,

Karakal player
Tesni Evans is a
double British National Champion
and the leading
Welsh woman
squash player with
six Welsh National
Titles, amongst
others.
Photo: Karakal.

Karakal sponsors England Squash Premier League
ENGLAND’S PREMIER SQUASH LEAGUE (PSL) is the world’s longest
established and most successful national squash club competition and
racket sport brand Karakal will be the new title sponsor.
“Karakal is delighted to partner with England Squash on this exciting
initiative to further grow its exposure, influence and reach,” says Steve
Gallienne, Global Sales and Marketing Manager at Karakal.
Industry members will remember him from his time as distributor
of brands, including Karakal, for Dunslaz, Super-Sport and Brand ID.
Karakal is now locally distributed by Justin Schunke, a former Brand ID
agent, of Red Elephant Imports (see p41).
The title sponsorship follows the successful partnership between
Karakal and England Squash on this year’s World Squash Day which resulted in more than 150 squash venues open their doors to nearly 5,000
people throughout England.
“Karakal’s support will allow us to invest in the promotion of the league
and development of our englandsquash.tv steaming platform which will
help raise the profile of the sport as well as showcase the finest players
from around the world,” said Keir Worth, England Squash CEO.
"I have always enjoyed playing PSL, which has been a key part of
my development by providing competitive opportunities against the
world’s best players,” adds Tesni Evans, a two-time British National
champion and Karakal sponsored player.

Ironman global events and recently broke Bruce Fordyce’s 50 mile world
record of 38 years.
Where some global footwear brands are changing their focus to selected chain stores, it provides them with the opportunity to service
independent retailers, explains Christian van Zyl, MD of iKhambi Distribution. “The heritage and passion that drives the Hoka One One brand
resonates strongly with our team and business philosophy. Our business
is focussed on offering more choice to our customers and greater value
in our basket of premium brands.”
iKhambi Distribution is a Pretoria-based brand management and distribution company with a focus on lifestyle and performance products.
The passionate team align themselves with best-in-class brands that
offer value and excellence to their customers, they say. “Our industry
leading team, warehousing and infrastructure enables us to offer exceptional customer support and world-class products through a complete omnichannel marketing and sales approach to a wide range of
customers.”
Other brands in the iKhambi Distribution portfolio are Wahoo Fitness,
Nathan and KASK.

Nike cuts off more local
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As it warned in 2017, Nike is continuing its global strategy of reducing
supply to retailers except a select few across the world. Just before the
start of the Christmas season, Nike informed a new group of retailers that
they will not be receiving stock much longer, reports TRUDI DU TOIT

NIKE HAS dispatched a second wave of Dear
John letters (emails) to South African retailers
— as last year, they informed the new group of
retailers shortly before the start of the Christmas holiday season that they will no longer
be supplying them with product. The cut-off
dates differ.
This is in line with Nike’s Consumer Direct
Offence announced in June 2017, whereby
the brand declared that it was going to concentrate on own retail, online sales direct
to consumers and a few chosen retail chains
in selected cities around the globe. The announcement especially angered retailers because Nike declared that they would cut off
supply to mediocre retailers and only concentrate on differentiated retail partners.
Many of the retailers who have been informed that they will no longer receive new
Nike stock after the middle of next year can
by no means be labelled mediocre. Some of

None of the retailers who
were cut off a year ago say
that the brand loss had the
disastrous implications
them represent the biggest accounts of several sports brands.
Understandably, the retailers who have recently been informed that they are no longer
on Nike’s Christmas list are apprehensive.
More than a third (36%) of the respondents
to our survey* (see below) fear that once they
can no longer offer Nike, customers will walk
out of their stores and they will therefore lose
sales across the board. But then, 46% believe
that their salespeople are good enough to sell
other brands instead of Nike. Another retailer
says “although it is a strong brand, they have
restricted us from buying into the top sell-

ers over the years, hence we won't miss them
much. Several retailers also predicted that not
a lot will change as the demand for Nike has
dropped over the years as other brands become more popular.
They will probably be reassured by the experience of the retailers who lost Nike as a
supplier a year ago. None of the respondents
who were cut off a year ago say that the brand
loss had the disastrous implications for their
stores they feared at the time. Almost half
(45%) found that their salespeople were good
enough to sell other brands to customers instead. Others found that while they lost sales,
it was not disastrous as they could make up
lost sales by selling other brands.
We asked Nike SA for confirmation of the rumour that they will eventually only supply two
large Southern African retail chains that have
stores in most malls and towns — but did not
receive a response before publication.

Sports Direct wants Nike investigated
MAJOR UK retail chain Sports Direct has called
for a wide market review by the appropriate
authorities in both the UK and Europe to investigate the distribution strategies of Nike and,
to a lesser extent, adidas.
South African retailers have also suffered
from the new Nike distribution policy to only
supply a few leading retail chains globally (see
above). Read our article about the anguish this
decision caused to retailers who’ve been longtime stockists — some as long as 50 years — in
Sports Trader of Q1 2019 (Brands end relationships with independents p14.)
This is now also happening in the UK, where
Nike told independents that they would stop
supplying them in two years because their way
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of stocking its goods was no longer aligned
with Nike's distribution strategy — similar
to the response Nike SA gave for cutting off
supply to local retailers, namely Nike is constantly evaluating its distribution needs with
a view to enhancing its brand, and delivering
the best product presentation and consumer
experience at the point of sale.
According to an article in the UK Sunday
Times of 13 October titled Nike’s killer blow
for small stores, UK retailers expressed the
fear that adidas would follow suit.
What is interesting, is that a major retailer
like Sports Direct is leading the charge on behalf of independents by calling for an investigation into the distribution policies of the two

major brands, which reportedly jointly earn
£50-bn worldwide.
The sports retail chain, which has more than
750 outlets in 20 countries, claims it is the UKs
largest sporting goods retail chain by revenue
(total revenue in FY 2019 of £3.7-bn).
Yet, it says in a media statement that Sports
Direct has long fought against such practices
and has historically sometimes found itself at
a disadvantage, with brands like adidas withdrawing supplies of key products (such as replica football shirts i.e. Chelsea shirts in 2013)
or simply refusing to supply key products at all
with no apparent justification.
Because these two must have brands (Nike
and adidas) are in such a strong bargaining po-

retailers

If the rumour proves to be correct, this
strategy would be in line with the changes the
brand announced two years ago to go all out
with their support of selected retailers and cut
off supply to others.
Yet, despite leaving a trail of disgruntled
retailers worldwide and threatened legal action from Sports Direct in the UK (see below),
Nike grew revenue 7% in the first quarter of
the 2020 financial year to $10.7-bn. Currencyneutral growth was 10% for the quarter, the
brand announced. “Our targeted strategic
investments are accelerating Nike’s digital
transformation and extending our competitive
advantage,” said Andy Campion, Nike VP and
CFO at the results presentation.
Revenues for the Nike brand were $10.1-bn,
up 10% on a currency-neutral basis across Nike
Direct (online and own stores) and wholesale
sales. Key growth categories include sportswear and the Jordan brand. Converse revenues grew 8% to $555-m on a currency-neutral
basis, mainly driven by double-digit growth in
Asia and online, while US sales dropped.
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Mark Palmer resigns as
NIKE CEO

The appointment of IT expert
John Donahoe (right) as the new
Nike President and CEO to replace
Mark Parker (left) in January 2020
will, no doubt, bolster the brand’s
digital strategy. Nike created a stir
when it announced towards the
end of October that Parker, who
has been CEO since 2006 and President and CEO since 2016 will step
down to become Nike’s Executive
Chairman.
While Parker’s resignation took most industry commentators by surprise, there are some who
speculate that this can be linked to recent controversies, for example, his close relationship with
Nike’s Oregon Project coach, Alberto Salazar, banned for doping. During 2018 the brand made
headlines with top executives departing following reports of sexual harassment and a revolt by
female employees claiming the workplace was toxic.
Donahoe is currently President and CEO of ServiceNow Inc and chairman of PayPal, but has
served on the Nike board for the past five years and previously served as CEO of eBay and CEO
and worldwide MD of Bain & Co.
New Under Armour’s incoming
President and CEO Patrik Frisk
(second from left) has been
working closely with outgoing
President and CEO Kevin Plank
(second from right) for the past
two years.
Photo: Under Armour.

* Sports Trader conducted a survey amongst local retailers to determine the perceived and real impact
of Nike’s strategy to cut off supply to independents.

sition with the retailers they supply they use
their market power to implement market wide
practices aimed at controlling the supply and,
ultimately, the pricing of their products, the
Sports Direct statement continues.
They specifically mention the following anticompetitive practices: segmentation policies
that restrict the range of products available
to retailers, the withdrawal of the supply of
products and, in most cases, an outright refusal to supply.
What especially rankles Sports Direct, is that
its big rival, JD Sports — owned by the Pentland Group and owner of brands like Canterbury, Speedo, Mitre, etc. — has free access to
all products supplied by the top brands.
In June 2017 Nike introduced its Consumer
Direct Offense policy to concentrate on 40 key
global retailers in 12 cities, its own stores and
online sales direct to consumers.
Then brand president Trevor Edwards told
an investor summit that the policy to stop distribution to the bulk of the 30 000 retailers
it supplied worldwide would be implemented
over five years (until 2022).
He also said Nike would stop supplying “undifferentiated, mediocre retail”, which he
claimed “won’t survive”. This characterisation did not go down well with local retailers
who were cut off … some of them had featured
in Sports Trader’s Shop Talks featuring exemplary retailers.
It is clear that JD Sports — but not Sports
Direct — is amongst the 40 global chains to
receive Nike’s promised special attention and
dedicated Nike salespeople.

Photo: Business Wire.

Under Armour founder resigns as CEO of struggling brand
JUST A few years ago, Under Armour’s charismatic founder and President Kevin Plank
was compared to Nike founder Phil Knight.
Now, he can be likened to another Nike
leader: Plank’s resignation as President and
CEO was announced about the same time as
Mark Parker stepped down as Nike President
and CEO.
Under Armour COO Patrik Frisk has been
given the thankless task of stepping into
Plank’s shoes to try to get the brand back
on the meteoric growth path that formerly
gave rise to expectations that Under Armour could give Nike a run for its money as
America’s #1 brand.
The 20% plus annual growth trajectory
took a dip after April 2017, when the brand
first posted a loss. Around this time Under
Armour, like Nike, announced that it was
going to concentrate on direct-to-consumer
sales and communication rather than other
retailers. It has been struggling ever since,
despite an $300-m restructuring campaign,
and reducing its workforce by 680 over the
past two years.
According to the latest financial results,
third quarter revenue was 1% down to $1.4-

bn and was flat on a currency neutral basis.
Wholesale revenue was 2% down to $892-m
and even direct-to-consumer sales was 1%
down at $463-m. Direct sales now represent
32% of the brand’s total revenue.
US sales was its soft spot as sales in North
America was 4% down (to $1-bn) but international business grew 5% to a modest $368m. Good news, however, is that sales grew
9% in EMEA, which includes South Africa.
Frisk (56) will take over from Plank in
January 2020 as President and CEO, but he
will report to Plank, who’ll be Executive
Chairman and Brand Chief. Apart from running the board, Plank will focus on product
elevation and improving the brand story.
Frisk had 30 years’ experience in the apparel, footwear and retail industry when he
joined Under Armour in 2017. He had been
CEO of The Aldo Group and before that
worked for the VF Corporation for about
ten years, where he had various leadership
titles like Coalition President of Outdoor
Americas (The North Face and Timberland),
President of the Timberland brand, President of Outdoor & Action Sports (EMEA),
and VP and GM of The North Face.
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Skechers helps the planet and animals
The brand focuses on sustainable packaging and donates to animal shelter.

SKECHERS HAS reduced the use of plastic in
its footwear packaging by 85% since 2016 to
10% of its foot forms — all recyclable. This was
as part of the brand’s aggressive worldwide
strategy to ensure that all packaging is sustainable.
Currently, 99% of Skechers shoeboxes meet
FSC standards for responsible sources and
94% of the boxes and packaging paper
are recyclable. All the
packaging materials
are also printed with
soy- or water-based
ink. FSC is an accreditation system
that ensures standards of sustainability
are met.
Shipping methods are included in Skechers’
global sustainability philosophy. All the company’s master cartons from its factories, as
well as outbound shipping cartons, are printed
with soy- or water-based ink and are 100% recyclable. But, because recycling guidelines,
practices and capabilities vary around the
world, they warn that packaging may not be
100% recyclable in all areas.
“As the third largest worldwide athletic lifestyle footwear brand with more than 170-m
pairs expected to ship this year, we want to be
forward-thinking with our packaging and shipping of our product — and these sustainable
improvements can have a tremendous impact
on the world,” says Michael Greenberg, president of Skechers. “I’m proud of the ongoing
efforts we are making to reduce our footprint
as we’ve increased our global presence — and
look forward to progressing these initiatives as

we continue to find ways to lower our impact
on the environment.”
Skechers has made environmental responsibility a priority as it expands globally.
This includes the company’s Moreno Valley
distribution centre for North America and the
new Manhattan and Hermosa Beach offices
expected to open in 2020, which achieved
(or are slated to achieve) LEED
Gold certification for their
sustainable features.
These include natural lighting, droughttolerant landscaping, renewable energy
and reduced waste.
LEED (Leadership in Energy and Environmental Design)
is an international sustainable building certification system.

Helping stray dogs and cats
Skechers’ BOBS for Dogs and BOBS for Cats
fundraising is helping to get rescue and abandoned animals adopted. This year alone Skechers has helped save more than 155 000 animals
and get them adopted through its more than
$830 000 donations to Petco Foundation (this
partnership started in January 2019). Since
2014, Skechers has donated more than $4.23m to animal welfare organisations, helping to
save more than 396 000 cats and dogs.
The donations to Petco Foundation have
helped to support 63 500 dog adoptions from
shelters and rescue centres, more than 86 900
adoptions from Petco stores, as well as 5 000
adoptions through events. It has also paid for
more than 11 000 spay and neuter surgeries.

The sale of animal-themed casual and sleepwear and pet accessories have contributed
towards fundraising initiatives, with the Petco
Foundation receiving 25c from certain items.
“We are thrilled and inspired to see how substantial an impact our collaboration with Petco Foundation has had in such a short period
of time,” says Michael Greenberg, president
of Skechers. “It’s really thanks to all of our
consumers, their impassioned commitment to
our shared cause—and all of the creative ways
that we have built our partnership with Petco
Foundation to make a greater difference.”
“Skechers is unique because the company
has the ambition of a strategic global brand
and the heart of a non-profit charity organization,” says Susanne Kogut, president of the
Petco Foundation.
“Since the beginning, they’ve shown a strong
interest in hitting the ground giving and making a difference in new, impactful ways. We’re
excited to pursue new lifesaving records this
year and hope to save more shelter pets than
ever with their continued support.”

Skechers shine on the fashion runways
SKECHERS IS no stranger to the catwalk, hav- managing partner of Skechers S.à.r.l., about
ing been on runways in New York, London, the Premium Heritage Collection.
Milan, Berlin, Moscow and
The Limited Edition range is
Budapest and, most recently,
a five-pack of Skechers Energy
at the Mercedes-Benz Lonand Skechers D’Lites styles
don Fashion Week. Its footcrafted with high-end matewear formed part of shows
rials and on-trend embellishby Jamie Wei Huang, Fyodor
ments.
Golan and Bobby Abley, which
Skechers was part of seven
featured D’Lites, Energy and
New York Fashion Week shows
Stamina ranges and as well as
where some of its most onthe Skechers Premium Herittrend styles were featured —
age Limited Edition range.
and in three of these shows
These shows also served as
the only footwear that models
the debut for the Premium
wore were by Skechers.
Heritage Collection.
Combined, models for Mery
“This chunky sneaker look
Playa by Sofia Resing and Rehas been resonating with
vival Swimwear showed off 41
trend-focused
consumers
looks while wearing D’Lites,
around the globe and our
and models for threeASFOUR
new limited-edition styles rewore customised Ultra Flex
ally take the fashion appeal
and Elite Flex footwear from
Skechers Stamina shoes are paired
of these styles to the next with Jamie Wei Huang garments at the the Skechers Sport range.
“Last year, we were here
level,” says Marvin Bernstein, London Fashion Week.
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with just our Skechers D’Lites collection, and
now with so many relevant lines, we’re back
at New York Fashion Week with even more
styles that pair seamlessly with the beautiful
designer swimwear, ready-to-wear, and couture on the runway,” says Michael Greenberg,
Skechers president.

Skechers received the Best Brand of the Year at this
year’s Schuhkurier Awards for outstanding performance in footwear retail in Germany. Its GOrun Razor
3 Hyper running shoe was also named Gear of the
Year by Runner’s World.
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Clothing that protect against the sun
OUR LONG, hot summer days invite people to
enjoy the outdoors — whether playing sport,
cooling off next to water or just enjoying the
weather by sitting outside. The downside is
that South Africa has one of the highest monitored ultra violet (UV) levels in the world, resulting in one of the highest skin cancer rates
globally, reports CANSA (The Cancer Association of South Africa).
Annually at least 20 000 South Africans are
diagnosed with non-melanoma skin cancer and
about 1 500 are diagnosed with the more dangerous melanoma cancer, reports CANSA.
According to the World Health Organisation (WHO) an estimated 10
% decrease in the world’s ozone
levels will cause an additional
300 000 non-melanoma and 4
500 melanoma skin cancer cases across the world.
Sunburn can occur within 15
minutes — and the damage
could be permanent. Shielding your head and face
from the sun and wearing UV-protective clothing,
could protect your customers
when they are not even aware
that they are in danger of sunburn.
Wearing a hat or cap whenever they

go outside not only protect their faces from
sunburn, but the shade offered by a hat brim
can reduce UV radiation to the eyes by 50%,
say the Australian cancer research council ARPANSA. This country has the highest skin cancer rate in the world.
And according to the US Skin Cancer Foundation clothing “remains one of the most effective forms of protection against sun damage
and skin cancer.”
During October — breast cancer awareness
month — Falke South Africa introduced a Limited Edition CANSA sock in support of the association’s Women’s Health campaign. During
the month they donated R5 for every pair of
these socks sold to fund research into the diagnosis, treatment, and cure of the disease.
The versatile CANSA socks are very light

and breathable and therefore suitable for all
sporting activities. Comfort features include a
sensitive cuff, a seamless toe and arch support
to prevent the sock from sliding down and creating friction that leads to blisters.
Arm protectors have a number of benefits
for runners and cyclists such as regulating
temperature, protecting against the sun and
increased visibility (and therefore making running and cycling safer!).
Falke’s arm protectors offer UV protection of
SPF50+ and are approved by CANSA.
The brand’s Coollayr yarn technology keeps
the wearer cool when temperatures rise and
the arm protectors also feature moisture management. In addition, strategically placed
mesh panels facilitate ventilation and keep
the arms dry.
Reflective print on the elbow joints help
make runners and cyclists more visible.
Safety and being seen is important, especially to runners and cyclists who are out in
low light conditions. To help, Falke has added
reflective print on the elbow joints.
The arm protectors are made from a mix of
75% Polyamide, 21% Elastane and 4% Polyester.
They come in three sizes (Xsmall, small-medium, and large-xlarge) to allow the athlete
to find the perfect fit and there are also six
colours to choose from.
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You gave us hope, ‘Bokke!

A

nd now there is hope. As coach
Rassie Erasmus said, it was a
privilege for the Springboks to
have played to give South Africans
hope. And they did.
Defying all the bookies, sceptical commentators and even consumers who were at first
loath to show their colours by buying supporter shirts and replica, the Springbok team
showed #StrongerTogether actually works …
for all. From the homeless to the privileged,
as Captain Kolisi so eloquently said.
But, did they deliver for retailers?
Initially not. Many retailers, fearing that they
would be left with unwanted stock, began discounting supporter and replica shirt prices —
even in the week leading up to the final.
But, as the ‘Bokke progressed in the tournament, fans started to believe in them and
showed this by purchasing Rugby World Cup
(RWC) supporter shirts as a memento of what
eventually became a momentous event.
Retailers who responded to our survey on
RWC shirt sales reported that sales started
picking up after the group stages, increased
as the ‘Bokke progressed, grew well after the
semi-final and reached fever pitch in the days
before the final. Those who responded after
the final, mostly ticked the Sold Out box.
Even after the tournament ended some retailers reported that fans were looking for Springbok shirts as a keepsake — and many were hoping for the delivery of their commemorative
World Cup Champions t-shirts before the end
of the absolutely joyous and wonderfully uniting week-long championship tours.
But, heartwarming and proud-making as
the public outpouring of support were, the
pictures also showed that most of the people
lining the streets were wearing old Springbok
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or Sevens jerseys. The fans’ hearts clearly
pumped green-and-gold, but their purses told
them to make do with what they had. The
frantic search for supporters’ jerseys that
characterised the 2007 victory tour just did
not materialise.
There is no doubt that the economy and resultant lack of consumer buying power was a
major deterrent to shirt sales — especially in
the early stages of the tournament.
That is why so many retailers discounted
shirt prices. While the bigger chains and online stores discounted supporters’ shirts, independent retailers responding to our survey
said that they mainly discounted replica wear,
which they believed was too expensive for
their customers.

Many retailers, fearing
that they would be left
with unwanted stock, began discounting supporter and replica shirt prices
Interestingly, one of the reasons for discounting was to be able to compete with
cheap counterfeit prices, an anonymous retailer reported
But, the retail respondents were not too
concerned that they will be left with World
Cup stock: they will keep it on their shelves
as there will be a demand for ‘Bok supporter
wear throughout the year, especially now that
they are the champions, retailers reported. A
third of the respondents said they would add
it to their Black Friday offering, in the hope
that it would draw customers to their stores.
In the week before the final we were all giv-

en hope and a renewed belief that the South
African can-do spirit can confound all the pundits to achieve the impossible. Compared to
that incredible achievement a massive economic and retail turnaround doesn’t sound so
far-fetched.
When a youngster from a village that nobody
has ever heard of, who grew up so poor that
he often went without food and had to walk
10km to school, becomes the first Springbok
to score a World Cup try, everything becomes
possible. Even if Makazole Mapimpi himself
didn’t believe his classmates when they told
him he is destined for rugby greatness.
When a young boy who had to sleep on the
floor and often went hungry — until he won
a rugby bursary to Grey High School in Port
Elizabeth — becomes the first black Springbok
captain to lead a team to World Cup victory,
the unimaginable becomes reality.
The symbolism of Siya Kolisi lifting the Webb
Ellis Cup stretches so far beyond a victory in
the IRB World Cup — momentous as that is.
It has so many similarities to 1995 when
Pres. Nelson Mandela united a divided nation
in celebration when he presented the trophy
to captain Francois Pienaar, both wearing the
#6 jersey. That finally silenced those who predicted that South Africa was on the brink of a
civil war, at best, or genocide, at worst.
The symbolism of a broadly smiling Pres. Cyril Ramaphosa also wearing a #6 shirt when he
endured a beer soaking with the triumphant
team members, has not gone unnoticed. Again
our country is on a precipice — this time the
deep financial hole dug by the previous regime, who, as in 1995, are also continuing
their fight-back efforts.
Many started losing hope that we’ll be able
to stop the slide, but now we have been re-
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As the Springboks proceeded through the final stages of the World Cup to make
the impossible become possible, they ignited hope in all South Africans that Yes! By
working together we can beat all odds and achieve a miracle ... in all walks of life.
But, did they sell shirts? Words: Trudi du Toit. Photos: Carin Hardisty
minded that Yes, we can!
The way captain Kolisi tried to cajole coach
Erasmus to come with him to accept the trophy is another symbol of the team spirit and
sense of togetherness that carried the team
to the top — and earned Erasmus the title of
Coach of the Year. They were team mates who
enjoyed each other’s company for 19 weeks.
Race played so small a role in the team dynamics that Erasmus confesses that the significance of a black Springbok captain completely
passed him by until well into the tournament.
Former Springbok captain Eben Etzebeth was
quoted as exclaiming Can one say you love another man? I so love that man! when he heard
that his friend Siya was appointed Springbok
captain last year. Kolisi and Etzebeth had been
best friends since they were 18 years old.
Scenes of Springboks hugging and kissing
each other on the head after scoring a try became commonplace — irrespective of colour.
That sense of we are all together probably
explains the huge public backlash to the Totalsports tweet announcing that they removed
the life-size posters of Eben Etzebeth from
their stores in the week before the RWC final
because the media controversy surrounding
Eben Etzebeth* has been felt in our stores.*
Within a few days the #Totalsports Must Fall
petition had gathered more than 12 500 signatures and the Twitter backlash resulted in
more than 2 000 comments and shares criticis-

ing the move as a PR disaster, especially days
before the final … the supporting messages
were minimal and the 736 likes were mainly
on comments calling for a boycott of stores, or
general criticism of the retail chain.
None of the retailers responding to our RWC
sales survey believe that the Eben Etzebeth
controversy* contributed to the initial slow
sales of Springbok shirts in their stores.

Team jersey sponsors in RWC
CANTERBURY was the biggest sponsor of in
the 2019 Rugby World Cup Japan. Their seven
teams included finalists England and hosts Japan. Japanese brands ASICS and Mizuno each
sponsored two teams: apart from sponsoring
the Springboks, ASICS supplied shirts for Australia, and Mizuno sponsored Tonga (#15) and
the lowest ranked (#23) Namibia. The numbers each brand sponsored were:
Canterbury: 7
ASICS: 2
Macron: 2
Mizuno: 2
adidas: 1
BLK: 1
ISC: 1
Le Coq Sportif: 1
Nike: 1
Oxbridge: 1
Under Armour: 1

* For those still in the dark: shortly before the Springbok World Cup squad departed for Japan, Langebaan
residents accused Etzebeth of racially abusing and assaulting them late at night outside a pub. The ‘Langebaan 4’, assisted by the Khoisan Defiance campaign and Western Cape ANC, laid a complaint with the NPA
and SA Human Rights Commission (SAHRC), who referred the case to the Equality Court. Etzebeth, who visited the pub with a group of 12-15 friends and family members, denies any involvement in the alleged racial
abuse or assault. Etzebeth subsequently instituted proceedings in the Johannesburg High Court against the
SAHRC, whom he says is in breach of the August agreement that they would investigate the veracity of the
allegations and report back to his legal team.

Above: Hi-Tec SA owner Frank van Wezel and his
wife Caroline proudly showed their “colours” at the
Springboks’ semi-final victory in Yokahama. Photo
supplied.
Top right: Bryan Habana and son celebrated with the
Springboks.
Top middle: Siya Kolisi, the statesman? The ‘Bokke’s
Cape Town victory tour started at the City Hall.
Top: Young and old showed their Springbok colours
with pride — irrespective of the year the shirts were
bought.

2019 Q4 :: Sports Trader

p28 :: Sport

Some of the Springboks’ children shared the stage with them during the victory parades held at the start of November. It’s very likely they’ll take part in school sport
and you never know … maybe they’ll be among our future sport heroes. Photo: Carin Hardisty.

School sport can
improve learners’ futures
No matter the sport status of the school, they offer their learners the opportunity to play sport and to get coached from a young age, gaining life
skills. Thus, schools offering sport provide more than exercise to their
learners: they offer a way to improve their future, reports CARIN HARDISTY

A

mong our Springbok World Cupwinning heroes are examples of
the way sport can make a huge
impact on the player’s life.
Siya Kolisi, for example, comes
from a very poor background and only received the proper nutrition required to grow
strong because he’d earned a rugby bursary
and he was able to eat properly at the school.
Similarly, life changed for Warrick Gelant,
who comes from the poor Hornlee community
in Knysna, when he got a bursary to attend
Outeniqua High in George.
Historically, the vast majority of all Springbok players have come from only 23 schools,
with Grey College and Paul Roos Gymnasium
alone contributing almost 10% of the 915
Springbok players to date. But the 2019 World
Cup winning Springbok squad shows that the
school does not always make the ‘Bok. Only
eight of them attended schools that currently
fall within the Top 10 schools ranked by their
overall rugby teams’ performances for the
past season, and several attended schools that
aren’t even on the Top 100 list published by
the SA Schools Sports magazine.
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Only 8 of the victorius ‘Bok
squad attended traditional sport schools
Makazole Mapimpi and Lukhanyo Am, for example, come from schools that are not seen as
rugby threats to competing schools. They didn’t
even get the opportunity to be noticed by talent scouts during Craven Week as their schools
don’t feature much — instead, they worked
their way up through the Currie Cup first division and by playing for the Southern Kings.
Similarly, Pieter-Steph du Toit, the IRB World
Player of the Year, attended rural Swartland
High school — hardly the first place recruiters
might turn to to find new talent.
Sports Trader contacted schools about what
team sports they offer their learners, if this
selection has changed over time and, if it did,
what contributed towards the changes.

Tradition dominates boys’ sports
Rugby is currently the boys’ sport offered by
the majority of our respondents (71%): 77% of

all responding high schools indicated that they
offer rugby, as do just under two thirds (63%)
of all primary schools. A third of the schools
that offer the sport are high schools.
Close to a quarter of the high schools that
offer the sport indicated increased rugby participation over the past five years, as did 38%
of primary schools.
Interestingly, there are also some schools
that offer rugby for girls: 13% of all responding
primary schools and 8% of all the high schools
offer girls the opportunity to play the sport.
Soccer is the boys’ sport that is offered by
the second highest percentage (62%) of all respondents, with half of all primary school and
69% of all high school respondents indicating
that they offer soccer.
Additionally, 15% of the high schools that
now offer soccer didn’t do so a few years ago.

Netball offered by most schools
Not only is netball the girls’ team sport that’s
offered by the most by our respondents (81%),
it’s also the sport that’s offered the most
among all the team sports we asked about.
All of the primary schools that re- To p30
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FOR A REASON
SUMMIT prides itself on designing and producing
products that deliver the very best.
SUMMIT is focused, passionate and committed to making a difference to sport. All of our products have
been tested to make sure they hold true to our quality standards, and designed to make sure they are a
leader in any category.
We take pride in what we produce, creating products that give the consumer the very best experience possible.
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Sports offered by all
respondents

School team sport cont. from p28
sponded offer netball, while 69% of the high
schools offer the sport. Of the respondents
that currently offer netball, 47% indicated
that there has been an increase in interest
over the past five years.

More hockey offered to girls
Among all of our respondents, more offer
hockey for girls (62%) than they do for boys
(52%).
Hockey is the sport offered by the second
most respondents as a sport for girls. As comparison: the same percentage of respondents
offer girls’ hockey as a sport as those who have
boys’ soccer teams.

More girls are now playing sports like soccer and
rugby
Just under two thirds of all high school respondents offer hockey for both genders, but at primary school level girls’ hockey is offered by 63%
of respondents vs the 38% that have boys’ teams.
Of the respondents that offer hockey, 76%
have girls’ teams and 65% have teams for
boys. Additionally, among these respondents,
47% report that there has been a growth in

Hockey girls
Ind volleyb boys
Ind volleyb girls
Netball
Rugby boys
Rugby girls
Soccer boys
Soccer girls
Water polo boys
Water polo girls

Girls’ soccer on the up
Overall, soccer is the second highest boys’
sport offered by respondents (62%), but more
than half of the responding schools have
teams for girls.
In fact, at primary school level, girls’ soccer is the sport offered by the second highest
percentage of respondents, and only half of
primary school respondents have boy soccer
teams.
A quarter of the respondents indicated that
there has been increased interest from both
genders to play the sport over the past couple
of years, and 13% indicated that they now offer soccer for girls, but didn’t five years ago.
When considering only primary school respondents that offer soccer, all of them in-

dicated that they have girls teams and 80%
teams for boys.
Overall, high school responses tell a completely different story: only 54% have teams
for girls and instead a higher percentage (69%)
has boys’ teams, which is also the sport that
is offered by the second highest percentage of
high school respondents.
Respondents indicated that there is a growing interest from both genders in playing soccer — 15% added that they now offer soccer for
boys, but didn’t five years ago.
When only the high schools that offer soccer
are taken into account, 70% of the teams are
girls’ teams and 90% teams for boys. There has
been a slight decrease in interest among girls,
indicate 10% of these respondents, but 30%
also say girls have shown increased interest.
There is definitely growth overall at schools

Olympic International offers on court support

OLYMPIC INTERNATIONAL
understands the need for
dedicated netball shoes that
absorb and reduce the impact
of the short sprints and rapid stopping that characterises the sport. This was recognised by SA Schools Netball when it partnered with
the brand as official supplier. Olympic International
offers several court shoes to meet all needs.

Defense 08W027N

Arena Court

This unique court shoe will be available in ladies,
youth and men’s sizes from April 2020. In the upper
a combination of breathable sports mesh and a flexible moulded outer shell offers strength and support
and also provides protection for the foot. The tongue
and collar are padded for a snugger fit and added ankle protection. The inner sock is removable for easy
replacement if needed. The upper has a strobel construction that eliminates the boardy insole, for added

Contact your local agent for more information:
Gauteng:		
KwaZulu Natal:
Free State/ Lesotho:
Namibia:		
Eastern Cape;
Western Cape:

flexibility and comfort.
The sole has a sporty design
with a lightweight phylon midsole and durable outsole with an aggressive tread
pattern for added grip on all surfaces.

Defense Netball

This attractive entry level netball shoe is aimed at the
player that just wants to have some fun on the court.
The 3-colour sport-specific synthetic upper is both
durable and attractive and has punching for aeration
assistance as well as a mesh tongue for breathability
and weight assistance.
Both the tongue and the collar are padded for added comfort and ankle support. The inner sock is removable for easy replacement if needed. The upper’s
strobel construction (eliminating the boardy insole)
adds flexibility and comfort.
The sole has a sporty design with a light-weight

Dilesh & Gary Wilson		
Kamal & Hilton			
Owen				
Carl & Bernidine			
Wayne & Danie			
Brent & Grant Way			

082 566 6607/ 082 376 1635
082 731 5568/ 082 070 6893
072 346 6045
022 648 112 40125/ +2646 123 2948
083 647 6091/ 073 637 0770
082 779 3349 / 082 557 7938

Basketball girls
Hockey boys

interest among girls wanting to play
the sport while 29% indicated an increased interest among boys.
The interest in hockey increased
“dramatically with the massive development of astroturfs for boys hockey,”
an anonymous responder indicated.
“On astro the sport offers everything
boys like: speed, challenging high skill
sets, adrenaline and immediate satisfaction of good execution. Hockey on
grass was very boring for boys.”

Arena Court OAW444D (left)
and OAW442M (below).

Basketball boys

Advertorial
Goalie 06S135E

phylon midsole with a moulded waist support and
durable outsole with an aggressive tread pattern for
added grip on all surfaces.

Goalie Netball

Olympic International’s top end netball shoe offers a
great looking upper made from a breathable sports
mesh and sport-specific synthetic material. There are
punch holes in the fore-part or toe area for aeration
assistance. The tongue is breathable mesh and both
the tongue and the collar are padded for added
comfort and ankle support. The unique inner sock is
removable for easy replacement if needed and also
offers many comfort features.
The upper has a strobel construction (eliminating
the boardy insole) for added flexibility and comfort.
The eyelets have a unique lace lock feature to help
secure the foot in the shoe and prevent unnecessary
movement.

Primary school sports offered
that offer soccer, as 13% indicate
they now offer soccer for boys
and 7% for girls where they hadn’t
before, which is a good sign.
In South Africa, basketball might
not be seen as a traditional school
team sport, but 38% of all school
respondents currently offer it as
a sport for boys and 19% for girls.
At high school level, 54% offer the
sport for boys and 23% for girls.
“As a school we are trying to
cater for more sporting codes, especially in summer and thus the
offering of basketball and soccer,”
says an anonymous respondent
whose school didn’t offer basketball five years ago, but does now,
and reports increased interest in
the sport.
Another anonymous respondent
points out that there has been a
change in demographics at the
school, which has led to an increased interest in both basketball and soccer developing over
the past few years.
Of the schools that offer basketball, 73% offer the sport for boys
and 36% for girls. Additionally,
almost all of these respondents
have seen increased interest from
learners who are eager to play

Basketball boys

High school sports offered
Basketball boys

Basketball girls

Basketball girls

Hockey boys

Hockey boys

Hockey girls

Hockey girls

Ind volleyb boys

Ind volleyb boys

Ind volleyb girls

Ind volleyb girls

Netball

Netball

Rugby boys

Rugby boys

Rugby girls

Rugby girls

Soccer boys

Soccer boys

Soccer girls

Soccer girls

Water polo boys

Water polo boys

Water polo girls

the sport and 45% now offer basketball as a school
sport where they didn’t five years ago.
One of the reasons is increased exposure to the
sport, say some of the respondents. “Basketball is a
more popular sport due to global interest,” explains
Graeme Wepener of South African College (SACS)
High School.

Water polo niche
Of all respondents, 48% offer water polo: a third
have boys’ teams and 14% have girls’ teams.
The sport has also seen a 10% increase in interest
from learners, especially in boys’ teams. “Water polo
takes less time than cricket,” Wepener points out.
Water polo also tends to be a sport that only richer
schools can offer as the pool has very specific specifications (it has to be deep enough so that players
have to tread water and can’t stand in the shallow
end) and the caps and swimming costumes come

Water polo girls

with a cost as they are also specialised.

Facilities and maintenance
Talking about difficult playing areas: 5% of respondents indicated that over the past five years they have
had to stop offering some of their sports because
they weren’t able to keep up with maintenance.
Then there’s also the problem of equipment: 10%
said they weren’t able to offer the sports anymore
due to a lack of equipment.
Two thirds of all responding schools, however, currently do provide sport equipment of various types
for their teams. Just over 42% of respondents, for
example, buy equipment for their schools’ boys’ and
girls’ soccer teams. A quarter of respondents also
buy equipment for their rugby teams. This is mostly balls, but other items mentioned include tackle
shields and practice equipment.
When it comes to hockey, a third of re- To p32
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School team sport cont. from p31
spondents buy equipment for their girls’ and
boys’ teams. Some also supply hockey sticks
and shin pads that learners can use to practice
in if they have forgotten their own, but it is
expected that the learners provide their own
equipment.
Only 10% of respondents don’t provide any
sport equipment for their learners to use.

Influence to play sport
Indeed, 29% of respondents agree with
Wepener that an increased exposure to the
sport drives their learners’ interest in it.
Not only do learners get to see their national
teams on television or in stadiums, if they’re
lucky, but local events such as the Varsity tournaments are slowly being introduced to our
television channels as well and offer exciting
viewing.
Additionally, 10% of respondents indicated
that the performance of our national teams
also affect how interested (or not) the learners
are in that specific sport.
The 2019 Rugby World Cup win is sure to
leave an impact in learners’ memories.
And perhaps our netball Proteas’ performance is also impressing youngsters: at the
time of going to press our national team was
ranked #5 in the world (the highest ranked
Africa team). Additionally, we are the 2019 Africa Netball Cup champions, achieved fourth
place at this year’s Netball World Cup in Liverpool, England, and the 2023 World Cup will be
played on home soil, which will have netball
lovers in the country abuzz — especially in the
host city of Cape Town.
Banyana Banyana, our ladies’ soccer team is

% of schools that supply
equipment
Basketball boys

Basketball girls
Hockey boys
Hockey girls
Ind volleyb boys
Ind volleyb girls
Netball
Rugby boys
Rugby girls
Soccer boys
Soccer girls
Water polo boys
Water polo girls
Don't supply

also outperforming the men, ranked
#55 on FIFA’s world ranking, while
Bafana Bafana is ranked #72.

Coaches have impact
There are parents who like to give
coaches hell next to the field during
matches, but they forget that if these
coaches weren’t there, their children
might not have a team to play in or a
sport to practice.
A third of all respondents indicated
that they now have better coaches
than they had before (so more interest). In
fact, 48% of respondents indicated that they
started offering new sports at their schools
due to a new coach promoting the sport.
Other factors cited for introducing new
sports are that learners and parents specifically asked for the it (14% of respondents), and
5% now offer new sports thanks to sponsorship
from companies.
None indicated that extra funding from the
government had led to them introducing a
new sport at their schools.
Some schools (14%), however, now have fewer coaches, which is hindering participation
in certain sports at their schools. A quarter of
respondents even had to stop offering some
sports due to a lack of available coaches.

Demands on learners
Almost two thirds (62%) of respondents said
the increased demands on learners’ time plays
a role in the amount of interest in sport. It’s
especially at high school level that this is a
problem — 69% of respondents that indicated
that learners have a tough time coping are

from high schools.
A lack of interest from learners in certain
sports is one reason that 14% of all respondents indicated why they no longer offer the
sporting code.
Additionally, “there seems to be a move
towards individual sport choices like ballet, gymnastics and synchronized swimming
rather than team sport,” adds an anonymous
respondent.
“Reasons can be the climate change (drastic changes in temperature), parents do not
want to be involved at school activities over
weekends and the influence of quotas in team
selection at provincial and national level.”
In addition to the normal academic pressure,
29% of respondents also indicated that the
parents at their schools often can’t afford the
required clothing, footwear and/or equipment
that the learners need to participate.
Perhaps, as the new generations of learners
pass through the school system, learning their
skills and making the best of offered opportunities, some of these worries will be eased for
future families.

Culture and sport mix in PUMA soccer
THE ITALIAN FOOTBALL FEDERATION
(FIGC) kit by PUMA highlights the
country’s influence on culture
as well as soccer, and the design takes influence from the
Renaissance period and mixes
in modern elements, suitable
for a new decade. Aptly named the
Renaissance kit, the white away kit
(right) is also inspired by this art era
with Renaissance patterns reimagined as modern geometric graphics.
“The design delivers a uniquely
Italian look that fuses the country’s
culture and style into the national
team kit, readying FIGC for a new decade,
new tournament and a new generation of
players,” says PUMA.
PUMA has also added Morocco to its growing
portfolio of national soccer federations, signing a multi-year partnership with the Fédération Royale Marocaine de Football. PUMA will
again partner with the Atlas Lions — the third
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time that the cat will adorn the
country’s jerseys.
Morocco has been one of
the leading African football teams and was the first
country from the continent
to finish top of the group
stage at a FIFA World Cup final,
when they advanced to the Round
of 16 in 1986. The brand also sponsors four other teams in Africa,
namely Egypt, Ghana, Ivory Coast
and Senegal.
PUMA is supplying performance
products to all of the country’s
representative teams from October this year.
“We are very pleased to welcome Morocco
back to the fold,” says Johan Adamsson, Director of Sports Marketing and Sports Licensing at PUMA. “Morocco has a rich football history and passionate fanbase whom we are very
excited to supply with our products. PUMA has
always had a strong presence in African foot-

ball, and we are glad we can expand our reach
with this partnership.”
“Last year, the Atlas Lions returned to the
world stage, playing their first global tournament in 20 years,” says Adil Barii, Marketing
Director of the Fédération Royale Marocaine
de Football. “With our new partner PUMA,
we look forward to building on this success at
both continental and global stages.”
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PRESENTS
SOLISTA III
Solista 100 III Gravity is a tribute to the first laceless football shoe, a Lotto innovation
which has set a new standard and which today is available with a completely new
look.
It is designed and made especially for players who want to be the fastest on the pitch.
With no laces or seams, the one-piece upper in knit elastic mesh
wraps the foot like a glove, guaranteeing ultimate lightness and
aerodynamics, precision and maximum support up to the ankle.
The result is a feeling of absolute comfort and stability that succeeds in enhancing agility during performance.
The Ergo Tongue technology with a stretch tongue allows
a total comfort and fit, and the special design and emboss on the upper front part enhances the ball control.
The FG outsole features conical studs mixed with six
EVO studs that are placed in strategical areas to improve
traction, acceleration, braking and direction changes.

Features
hh Ergo Tongue
hh EVO-stud
hh Puntoflex
hh Special moulded
insock
hh Evonik TPA PA12

Features
hh Laceless
hh Ergo Tongue
hh Ankle-fit
hh EVO-stud
hh Puntoflex
hh Evonik TPA PA12
hh Special moulded
insock
hh Double fit

Solista 200 III is the premium take-down with laces of Solista
100 III Gravity.
It has an one-piece knit textile material to provide ultimate
lightness and aerodynamics — the same features as the III
Gravity, but with a low cut shape.
The Ergo Tong technology with a stretch tongue creates total comfort and fit and, as a result, more precision, agility
and velocity during the game.
It also features a special design and emboss on the upper
front part to enhance ball control.
The FG outsole features conical studs mixed with six EVO studs that are placed
in strategical areas to improve traction, acceleration, braking and direction changes.

MIRAGE 100
Mirage 100 is the new top of the range tennis
shoe in Lotto’s collection. Tested by and developed in conjunction with its tennis players,
Mirage 100 is currently worn by a large number of Lotto athletes, such as current World #8
and ATP finals contender Matteo Berrettini as
well as Kevin Anderson.
The feedback received was that top players
especially want three things from their tennis
shoes:
hh A lightweight shoe for
enhanced agility and
speed;
hh Stability for rapid
direction change;
hh Cushioning to reduce
injury risk, increased
comfort and im-

proved energy return.
Mirage 100 ticks all these boxes.
The upper features a multilayer Kurim support and 3D open mesh with a cage to support
the foot for rapid direction change.
Inserts are thermoformed, the toecap is reinforced, and the heel TPR stabilizer on the
back counter is preformed.
The innovative and Lotto patent-pending
SynPulseTM technology, with its ellipse
in the heel area between the midsole and outsole, provides
optimal cushioning,
energy
return
and
stability.

The BFC (Biomechanical Foot Control) medial plate, in innovative peba material, guarantees a correct heel-to-forefoot movement
while ensuring correct flexion and torsion during play.
Mirage 100 also features two removable Ortholite PU open cell insocks of different thickness for a customizable fit.
The Mirage rubber compound outsole features the Puntoflex device allowing the foot
to flex correctly.
The new herringbone clay 90° geometry offers grip, sliding stability and clay removal.
The shoe is also available also with a speed
outsole.
And it all weighs a mere 350gr!
Mirage 100: for high-level players looking for
lightness, stability and cushioning.

For trade enquiries, contact Bearded Monkey on 087 057 1111 or info@beardedmonkey.co.za
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Africa, which means that finishing times for each
event will be counted
towards official qualification for provincial and national
championships.
Potential future stars
will be scouted and
formally contracted
to the PUMA squad for
one calendar year. Category medals
and prizes will be awarded to each
podium placement for every event in
every age group.

T

he PUMA School of Speed event is South Africa’s most exciting school athletics talent identification program and it has
now added a new venue to the roster for 2020: it will take
place for the first time in Nelspruit.
The School of Speed series is, and always has been, a gold
mine for future athletic stars. With Usain Bolt as it’s president the exposure it creates for athletics is phenomenal. This is an amazing opportunity to showcase local talent with international potential dominance.
The locations for the series of events are spread around the country,
giving athletes from various schools of undiscovered talent the chance
to be featured and showcase what they’ve been working on.
The first 2020 event will kick off in Paarl on the 22nd of January at Dal
Josaphat Athletics Stadium. Thereafter it will be held Saturday the 25th
of January in Johannesburg at the Ruimsig Athletics Stadium. The third
event of the series will be held at PUK McArthur Athletics Stadium in
Potchefstroom on the 27th of January, the 8th of February at the University of Mpumalanga in Nelspruit and the last in the series will be held at
Bestmed Tuks Stadium on the 29th of February in Pretoria.
Athletics entry is free to any participating and registered school athlete. The entries for participants close two days prior to each event and
they can enter on www.schoolofspeed.com.
For spectators, entry fee is usually R20 for adults and R10 for children
at the stadium.
The main events taking place at each of the School of Speed series
event are 100m sprint, 200m sprint, 400m, 800m, 1500m, long jump,
high jump and 100m hurdles.
The School of Speed meets are officially endorsed by Athletics South

The correct spikes
Within its range, PUMA offers spikes specifically designed for different athletics
events — the correct spikes could, after
all, make the vital difference between qualifying, winning and a new
personal record.
The ideal tools of choice are:
• 100m, 200m, hurdles: evoSpeed Electric and evoSpeed Sprint.
• 400m, 800m, 1500m: evoSpeed Distance and evoSpeed Star.
• Long jump: evoSpeed Long Jump.
• High jump: evoSpeed High Jump.

Rise to challenge netball shoes
PUMA have designed a court
shoe that is not
only fast
and lightweight,
but
durable
to withstand
the highest
intensity matches
thrown at it. The Netball Rise CT design is fast,
sleek and very different to the regular netball
shoe deign silhouette.

PUMA have used advanced technology to
create a lightweight and ground breaking upper. The sleek Netfit upper is a combination of
performance yarns, that weave and interlock
according to the resistance placed upon the
material at any given time.
This shoe sports a rigid and responsive midsole shank that is similar to what’s been used
in the other top end performance shoes from
PUMA. The midsole plate is an enhanced heel
to mid-foot shank, placed in the middle of
the shoe to increase propulsion rigidity, and
the response in the enhanced midfoot unit is
quicker than most performance product within the PUMA range.

For trade enquiries contact PUMA on 021 551 0832.

The Rise CT shoe uses a full ProFoam midsole, which is lightweight and durable. A subtle high-collared ankle design creates a second skin sock-like feel around the foot.
The launch colour is a Grey, Mint Green and
white, which really stands out as a “newcomer” as well.
There are also two takedown versions of the
shoe, which use
a more traditional tongue
fitted upper
across the
lacing bridge.
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The right spikes for the job

A

thletes move in different ways
and have different needs while
taking part in their chosen track
or field activities. Thus, they
have different requirements from
their footwear, for example to help them to
run faster or to support them when landing
after jumps.
Keep in mind that spikes are shoes and the
spikes are pins with specific functions.
It’s important to find out what activity your
customer will be taking part in before suggesting footwear. If he’ll participate in several
track and field events it is sometimes possible
to use the same pair of spikes and just change
out the pins, but not always.
The plate underneath a spike has threaded
holes into which the pins are screwed, enabling
the athlete to replace the pins when worn down
and blunt and to change them for his requirements (see a description of the different pins
and their functions later in the article).
Unless stated otherwise in this article, the
pins are positioned under the forefoot (there
are occassions where they are needed below
the heel as well).

Our cut-out-and-keep series to
assist retailers with product
knowledge
Words: Carin Hardisty. Compiled with the
help of www.runnersworld.com, www.
vsathletics.com, www.alexandrasports.
com, athleteaudit.com, thewiredrunner.
com, www.myactivesg.com

Sprints: since they’re designed to keep the
athlete on his toes, these spikes have little to
no heel and not much cushioning.
• Aggressive and stiff plates that run from the
toes to heels, being stiffest at the toes.
• Support: fore- and midfoot
• Very lightweight
• Short sprints:
◦◦ Plate: rigid
◦◦ Pins: 6-10
• Longer sprint (200m +):
◦◦ Plate: slightly more flexible than needed

Field events
Athletes taking part in jump events (long and
triple jump, as well as pole vault) run on the
balls of their feet. The footwear have thin,
full-length midsoles for support in the foreand midfoot areas, stability and comfort when
planting.
They also need to be very lightweight.
Long jump:
• Plate: stiff.
• Cushioning in the heel for landing.
• Pins: 6-10. Labeled LJ
Triple jump:
• Plate: slightly flexible
• Good cushionining
• Support: fore- and midfoot and in the heel.
• Pins: 6-10. Labeled TJ
Pole vault:
• Plate: stiff.
• Good cushionining.
• Support: fore- and midfoot and in the heel.
• Has a heel-to-toe offset to make the transition from running to vaulting easier.
• Pins: 6-10. Labeled PV, but can also use LJ
or TJ pins.

Track running
On the track, a split second can make the dofference between winning and second place.
Each of the different track types (sprint, mid
distance and long) have their own different
requirements from footwear, considering that
the runner can spend either a few seconds in a
pair during a sprint which can therefore offer
less comfort, or a much longer time in which
case comfort makes a much bigger impact on
how well the athlete can perform.
Sprint and middle distance spiked footwear
are angled up at the front to encourage the
runner onto his forefoot, in order to aid his
speed.

ible sprint or middle distance shoe because of
the cushioned heel.
• Plate: slightly flexible.
• Some cushioning.
• Support: fore- and midfoot and especially on
the heel.
• Pins: 5-8.

for the shorter sprint
◦◦ Pins: 6-8
Middle distance:
• Plate: stiff and aggressive plate, but not as
firm as for sprints.
• Pins: around 6.
• Support: fore- and midfoot and in the heel.
• Cushioning under the heel section.
Long distance (1500m or more): runners
need more support and cushioning than the
shorter distances do.
• Made to be light and nimble with a flatter
design than the shorter distance spikes.
• Comfort and durability are more of a priority.
• Support: fore- and midfoot and in the heel.
• Plate: flexible.
• Pins: 4-6
◦◦ Mostly needed for traction on the turns
Hurdles: athletes often use either a more flex-

High jump has slightly different requirements
to the previously mentioned jumping events.
• This footwear has pins (typically 11) under
both the forefoot and the heel for support
and traction during the approach and plant.
• Flat with a thick sole to protect the heels.
• Plate: stiff.
• Good cushionining.
• Support: fore- and midfoot as well as in the
heel.
◦◦ Lateral support to keep the spike secure as
the athlete twists over the high bar.
Hammer and discus throw as well as shotput
require a flexible shoe with a wide, flat-bottom outsole that don’t have pins.
The athlete can use glide or rotational shoes
with textured outsoles:
• Glide: textured bottom for grip.
• Rotational: smoother bottom for better
spin.
To p36
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Athletic spikes cont. from p35
The requirements for the outsole’s performance differ slightly:
• Hammer throw: smooth and slightly rounded for natural rotation.
• Discus throw: flat, wide base that is smooth
and rounded to allow the athlete to spin.
• Shotput: slightly curved with a wide flat
heel. Slightly textured for more lateral stability, as the shotputter needs shoes with
extra grip.
Other requirements:
• Flexible.
• Cushioning.
• Support: ankle, midfoot and achilles.
Javelin throwers use boots, which are bigger,
heavier and offer more support. They come
in low-, mid- or high tops.
• The plate is the full length of the boot to
provide traction during the approach and a
solid plant when throwing.
◦◦ Thus they also have front and rear pins
(usually 11 in total).

How to choose the pins
It’s important that your customer always has
pins or studs in his spikes, so that he doesn’t
pick up debris in the holes.
Events often limit the maximum length of
the pins on spikes (usually around 6mm), so

recommend that your customer finds out what
the event rules say before he competes.
Also advise your customer that he can’t
sharpen his pins and will have to buy replacements should they become dull. It takes quite
long to dull the pins, however, so he won’t
need to replace often.
He can swop out his pins should he need to,
for example if he were to take part on a different surface.
The five spike shapes each have their own
function and benefits:
• Pyramid: for dirt or grass surfaces, hard
tracks or rubber.
◦◦ Most common length: 1/4”
• Needle / pin: good for all weather and rubber tracks.
◦◦ Also known as Slim as they are slimmer
than Pyramid pins.
◦◦ Most common length: 3/16”
• Christmas tree or compression pins: for
softer tracks such as rubber or tartan, when
the athlete doesn’t want to stick to the surface.
◦◦ Design prevents the pins from sticking into
the track too much.
◦◦ Most common length: 1/4”
• Tartan: for rubber tracks.
◦◦ Not as sharp and stick less to the surface.

◦◦ Has a cylindrical shaft and pointy spike at
the top.
• Blank or stud: for indoor surfaces or surfaces where no pins are allowed.
◦◦ Flat and can be used to fill spike wells to
keep out debris.

Fitting the shoe
How to tell if the shoe fits:
• The toes shouldn’t feel cramped, but there
shouldn’t be a lot of room between the toe
and front of the shoe.
• Shoe should fit very snug, more than a running shoe would, for example. Sometimes
athletes will even size down from their normal running shoes.
• It should have the correct stiffness, support
and padding in the right areas, as descibed
earlier.
How to fit the shoes and what to keep in mind:
• Socks: to wear socks or not is up to personal
taste. Find out which your customer prefers
(with or without socks) before recommending spikes as it will determine if he needs
to try on the footwear with socks on or not.
• Advise your customer that there’s no breakin period for the footwear: how it fits when
trying on is how it will fit on the track.
• If it’s possible in your store, have your customer jog in the shoes to see if they fit properly while he’s moving.

Get Olympic speed on athletic tracks

Pace Mid Spike 09S928M

Pace Sprint 09S929R

THE OLYMPIC footwear brand entered the South African market in
1918 with a range of athletic running shoes, or spikes. Today, as Olympic
International, the brand provides technically advanced athletic spikes to
assist the modern athlete to reach new milestones.

PACE SPRINT
This lightweight sprint shoe has a flash colour combination of red, white
and yellow. The upper features breathable sports mesh and moulded
trim features and a comfortable and light inner sock.
Designed specifically for the sprinter, the sole has aggressive cleats for
added traction on tartan race tracks. The spikes are removable to suit
the running surface of the athlete.
Contact your local agent for more information:
Gauteng:		
KwaZulu Natal:
Free State/ Lesotho:
Namibia:		
Eastern Cape;
Western Cape:

Advertorial

Dilesh & Gary Wilson		
Kamal & Hilton			
Owen				
Carl & Bernidine			
Wayne & Danie			
Brent & Grant Way			

The heel area has an EVA support block to aid a more natural walking
motion.

PACE MID
A lightweight shoe with a flash colour combination of blue and yellow,
this spike is for the middle distance athlete. The breathable upper has
sports mesh and moulded trim features. The inner sock is comfortable
and light. Designed specifically for the middle distance runner, the sole
has aggressive cleats for added traction on tartan race tracks.
The spikes are removable to suit the running surface of the athlete.
There is an EVA support wedge running the length of the sole to provide
support to the athlete’s feet as they run their event.

082 566 6607/ 082 376 1635
082 731 5568/ 082 070 6893
072 346 6045
022 648 112 40125/ +2646 123 2948
083 647 6091/ 073 637 0770
082 779 3349 / 082 557 7938
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Dunlop
boosted
by new
supplier
Dunlop will be distributed by Srixon SA from January next month, as a
subsidiary of the Japanese company with which the brand has a 110year relationship, reports Trudi du Toit.

Above left: Dunlop sales manager
Eugene Brown. Photo: Nicol du Toit.
Above: Srixon SA MD Louise Cooper.
Photo: Supplied.

its own Srixon brand. It added a full range of
Srixon golf clubs and accessories early in the
1960’s after the Sumitomo Group acquired
control of Dunlop Japan and renamed it Sumitomo Rubber Industries (SRI) in 1963, and also
added a Srixon tennis ball and racket range.
The XXIO line of golf balls and clubs was introduced to its manufacturing portfolio in 2000
and in 2007 it bought Cleveland Golf in the US,
which became a subsidiary the next year.
Apart from manufacturing golf and racket
sport equipment, SRI Sports also operate golf
schools, tennis schools and fitness clubs in Japan to support their customers in improving
their games. They have also developed several
golf courses and present golf tournaments, in-

distributorship, founded by Mike Powell and
joined shortly thereafter by current operations manager Mark O’Brien & Cooper.
They locally supplied golf brands like Srixon,
Adams Golf, Hi-Tec golf shoes, and several
subsidiary golf brands. Seven years ago Powell was appointed joint CEO of Srixon Sports
Europe, before being promoted to his current
position as President North America Sales and
Marketing of Cleveland Golf USA. Cooper became MD of the local company in 2017, and
Powell remains a director and shareholder.
While there will always be a market for
sought-after consumables like Dunlop balls,
you have to provide a racket range that covers
the full spectrum of players’ needs in order to
build a strong brand, Brown believes. “There
is a really good Dunlop racket range coming
next year which I am very excited about,” he
says, which will be properly marketed with
the assistance of the brand owners.
Since it was founded in Ireland 130 years
ago, Dunlop has had a proud history of providing equipment to top tennis players like Kevin
Anderson, John McEnroe and Steffi Graff and
golfers like 2011 British Open winner Darren
Clarke and former world #1 Lee Westwood.

F

rom the beginning of January 2020,
Dunlop racket sport will again be
locally distributed as a subsidiary
brand, this time by Srixon Sports
SA. The local company is guided
by the steady hands of MD Louise Cooper, who
has twenty years’ experience of growing golf
brands in the Southern African market. The
well-liked Eugene Brown, who has been working for Dunlop for almost 30 years, will add his
expertise as brand sales manager.
Cooper, who says she likes to be a handson manager, is excited about the prospect
of expanding into the local racket sports
market. “My passion is growing and developing brands,” she says. As a subsidiary, she is
confident that Srixon Sports SA will be able to
offer Dunlop all the investment support and
dedicated attention it needs to again become
a very visible market leader.
“I’m looking forward to diversifying the company and getting to know different retailers,”
she adds. “We’ll be working closely with other
industry stakeholders.”

Smooth transition
She will be assisted by Brown, national sales
manager for the brand’s current distributor,
Brand ID, which will be disbanded in early
2020. He will be joined by his Brand ID colleague Karen Roux as part of the sales team
that will cover the Sub-Saharan region.
Brown’s current dual roles place him in the
ideal position to ensure a smooth transition
to Srixon Sports SA, owned by SRI Sports Limited, a subsidiary of Sumitomo Rubber Industries (SRI).
This Japanese company has been manufacturing Dunlop tennis and golf balls — among
others — since 1909 when the close collaboration between the Japanese Sumitomo Group
and British owned Dunlop Japan began. It is
now credited with holding the most golf ball
patents in the world, including several for

The close collaboration
between the Sumitomo
Group and British-owned
Dunlop Japan began as
early as 1909
cluding the Dunlop Phoenix Tournament, one
of the few tournaments on the international
tour circuit that is held in Japan.
At the end of 2016, SRI bought the Dunlop
wholesale and licensing rights from Mike Ashley’s Sports Direct International. Dunlop International became jointly owned by Sumitomo
Rubber (which also manufactures tyres worldwide) and its sports subsidiary Dunlop Sports.
The name has subsequently been simplified to
just Dunlop.
In South Africa Srixon Sports gained market
respect as the supplier of the company’s golf
brands Srixon, Cleveland Golf and XXIO, which
have a close relationship with one of their
global brand ambassadors, Ernie Els, his Fancourt Foundation for golf development and his
Els for Autism Foundation.
The subsidiary grew out of the Golf Trends

Dunlop was industry school
In South Africa, the tennis ball factory and
sales office in Durban almost became the
sports industry school, where many of the
leading figures were taught the basics after
BTR Dunlop took over the factory in 1960. For
the next 40 years the rubber factory supplied
locally made tennis and squash balls and during the ‘70’s and ‘80’s Dunlop Slazenger dominated these markets also in racket sales.
It is doubtful that anybody in South Africa
has a better understanding of the Dunlop
brand, and the retail environment it operates
in, than Brown, who has devoted his entire
career to the brand. After joining what was
then known as BTR Dunlop in 1990 To p41
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Will the Federer–Nadal
match in February inspire a new generation
of young tennis players?
Tennis South Africa has
provided many opportunities for young players
wanting to join the ranks
of top pros like Kevin Anderson, Lloyd Harris, and
Raven Klaasen. Industry
experts explain how retailers can benefit from
these developments.

Kevin Anderson gained international exposure as
a 17-year old in a
Tuks Futures
Tournament.
Photo: Reg
Caldecott.

I

Exciting times for
the tennis industry

t is an understatement to say that the
Federer-Nadal/ Bill Gates-Trevor Noah
charity exhibition matches in Stellenbosch early next year captured the attention of local tennis fans: even some
who were sitting ready to book tickets as it
opened, lost out because their computer connections were not fast enough. These exhilarating events will certainly have people talking tennis long after February 8th.
And as another February treat for tennis
fans, South African international star Kevin
Anderson will play an exhibition match against
rising star Lloyd Harris during the final of the
BNP Paribas RCS Rising Star Tennis tournament
at the Arthur Ashe Tennis Centre in Soweto.
This will be Anderson’s first match on home
soil after winning the SA Open at Montecasino,
Johannesburg, nine years ago.
The Rising Star Tennis programme is aimed
at increasing participation and a passion for
tennis among young players. It is open to all
primary school players nationwide.
“Lloyd is part of an exciting new generation
of players who are making a name for themselves on the ATP tour,” commented Anderson.
“For me there’s no better way to support a
tennis revolution than with a South African
sporting showdown.”

International exposure
For years, young South Africans who were
dreaming of a career playing tennis, could
only get ranking points by travelling overseas.
“If you wanted to compete on Tour, your parents have to have a lot of money — if you have
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Retailers should make restringing the centre of
their stores, with maybe a
counter with rackets and
coffee stations strategically placed around them.
no money and no sponsor, you might as well
give up, because you can’t get points,” says
Eugene Brown, Dunlop sales manager.
“We have been severely disadvantaged by
being so far away from international tournaments for so long,” adds Roberto Vaglietti,
co-owner of the Baseline Racquets specialist
stores in Gauteng. “In Europe and the US they
can on a weekly basis play in tournaments that
gain them ranking points.”
Tournaments that provide ranking point opportunities for young players are therefore
crucial in helping them transition up the international rankings, says Anderson, referring
to the Tennis SA (TSA) Tuks International Tournament that was held in October. “The more
we can hold, the better, as it exposes our local players to the playing standards of foreign
players.”

Tournaments identify local stars
Anderson’s potential was initially spotted at
the first international Futures Tournament
held at Tuks in 2003. The then 17-year old
didn’t win the tournament, but it launched
him on the path to become the longest ITF
Top 10 ranked South African player and one

of a handful to have played in more than one
Grand Slam final.
The Curro International Tennis Federation
(ITF) U18 tournament in Stellenbosch was the
launching pad for Lloyd Harris — another South
African ranked in the Top 100, and climbing.
For the past seven years it has also offered local youngsters like Joubert Klopper (U18 Junior champion), Khola Montsi (TSA Growthpoint
Junior Player of the Year) and Delien Kleinhans
(Junior Girls Player of the Year) the chance to
gain ranking points.
This year, 225 youngsters from all parts of
the world participated in two back-to-back
tournaments — about a quarter of the 100
boys and girls entered in the Grade 4 level
were from abroad, while about half of the 125
entrants in the Grade 2 tournament were from
outside the country.
These two tournaments were a warm-up
for the Samaai Junior Open, a junior Grade
A tournament in Cape Town, which was won
by the 16-year old Montsi from Soweto. Apart
from the four Junior Grand Slams, the Samaai
carries the highest-ranking points on the ITF
Junior Circuit.

Tennis market
At an estimate TSA has doubled tennis participation over the past decade, says Brad Summers
of the Wilson distributor in Southern Africa.
There are a lot of positive things happening
under the new leadership, agrees Vaglietti.
Although tennis clubs and league tennis
around the country are battling, especially
on the senior side, the abundance To p40
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Young Kholo Montsi
is an inspiration for
players from Soweto to
Sandton. Photo TSA.

Joubert Klopper, son of
Kloppers Sports’ Dirk Klopper, won a tennis bursary to
study in the US. Photo TSA.

Exciting developments in tennis cont. from p38
of new tournaments for juniors, schools, clubs
and seniors offer plenty of new playing opportunities. “Growthpoint has invested a lot
of money in junior tennis and that resulted in
junior tennis being in a healthy place,” he says.
“There is also more attention paid to senior
tennis with more tournaments and concerted
efforts to promote the senior game.
He agrees that a lot more tennis is being
played nowadays — which is evident from the
higher demand for tennis racket stringing in
their stores and also for new footwear. These
are consumables that have to be replaced
when used a lot.

Sponsor support
These exciting developments are no coincidence. Several people in the industry credit
the new energy and focus Richard Glover, the
new TSA CEO, brought to new initiatives of the
association. These were, in turn, made possible
by the contributions of sponsors.
Lotto became the apparel sponsor of TSA
for three years in April 2017, supplying playing and practice wear for all high performance
teams from U12 to the Davis Cup and Fed Cup
teams. The brand also sponsors top ranked local players Anderson and Harris.
The countrywide Wilson series of tournaments for school-age boys and girls made
news this year by offering the same prize
money for boys and girls. The number of entries from girls were about the same as boys,
indicating a growing interest in tennis from
girls, says Summers.
Growthpoint’s contribution to the TSA devel-

opment programmes also make a significant
impact: the third Growthpoint Development
Centre to nurture young talent was recently
opened in Atteridgeville, Tshwane. Supported
by Dunlop Sport, the first development centre
was opened in Cape Town in 2018 and a second
in Soweto earlier this year. The centres work
with target schools in their areas to identify
and develop talented junior tennis players.

Stringing services and footwear
are the main tennis growth areas at retail because they are
consumables that have to be
replaced.
In addition, Growthpoint sponsors tournaments like the Top Guns National Club Championships, the Junior Masters, and #Growthpoint
Super 8.
The Soweto development initiative has been
fantastic, says Vaglietti, as residents can now
see tennis is a sport for everybody. “The Montsi brothers have made huge impacts and will
hopefully inspire many more youngsters to
take up the game. The game needs inspiration
and opportunities to unearth new talent.”

Strings are major sellers
Stringing services and tennis shoes are the main
tennis growth areas at retail, says Vaglietti, because they are consumables that have to be
replaced.

Summers agrees with him, adding that retailers should make restringing the centre of
their stores, with maybe a counter with rackets and coffee stations strategically placed
around the stringers. “The stringers can talk
to customers if they show an interest in the
rackets on display and generate interest in the
ranges,” he suggests.
Besides, while customers can buy rackets
and balls online, stringing has to be done instore, he adds.
Stringing, however, requires a high level of
expertise and customers want to be assisted
by people qualified to customise rackets, cautions Vaglietti, whose stringing team recently
received international accreditation (see opposite page). “A lot goes into restringing and it
could take many years and a solid understanding of techniques and the way new strings perform before you master the art.”
For example, players don’t realise that tennis elbow issues can sometimes be resolved
by restringing a racket, he says. “With a bad
string job on a magnificent racket you can still
have bad play.”

Balls and rackets
Tennis balls are also good sellers for Dunlop —
especially with the growing demand for balls
from tournaments, which have become the
main consumer market for balls, adds Brown.
Surprisingly, schools are not such big purchasers of tennis balls as one might believe
— except the Curro schools, which actively
promote tennis as a sport and offer the Curro
Junior Tournament, he explains.

Rush Pro 3.0 reaches new heights of stability. And
stability means your game will be at its peak too, with
explosiveness in every step, cut, shuttle or plant-movements
that propel you around the court with an aggressiveness
that puts the ultimate pressure on your opponents.
Trade enquiries
Tel: 011 807 5362
brettsummers@mweb.co.za
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Right: Bandile
Mahlangu,
Peter Dickson
and Philemon
Malebane as
well as Nolo
Motsaneng
and Jabulani
Mahlangu (below right) are
the Baseline
Racquets
stringers who
received ERSA
certification.

Some SA tennis stats
Profile of tennis players
(from ITF 2016 Study):

• There are 700 000 active
players in South Africa;
• 119 00 (17%) of SA players
are U15;
• 300 000 (44%) of SA players
are U24;
• 220 000 (59%) of SA tennis
players are older than 24;
• 52% of players are male,
48% are female;
• Most (44%) players start
aged 6-11, 27% start at
age 12-15 and 16% at age
16-24, but 2% players start
when they are older than
45.

Left: Mark
Maslowski
evaluating the
stringers.

Stringers achieve international certification
THE STRINGERS at Baseline Racquets’ stores in Gauteng are
now official testers and certifiers for ERSA (European Racquet
Stringers Association). During a recent trip to South Africa, Mark
Maslowski — owner of ERSA as well as the editor of the ERSA
Pro Stringer magazine — certified four of the retailer’s racquet
stringers as Pro Stringers and Master Pro Stringers. This certification involves a written and a detailed practical test, both of which
measure the applicant’s understanding and skills with respect to
all facets of racquet servicing, such as installing grommets and
string, re-gripping, and handle sizing. The Master Pro Stringer certificate is awarded to racquet technicians who pass all portions of
the certification exam and being certified as a Pro Stringer means
that the stringer has a good knowledge of strings, stringing, racquet maintenance and customer service. In 2016 ERSA replaced
the CS and MRT tests for Pro Tour Stringer Certification, which
has become the industry standard for tennis, badminton and
squash stringers.

The tennis fan profile:
• LSM 6: 22%, LSM 7: 18%,
LSM 9: 18%;
◦◦ From Gauteng: 32%;
◦◦ From Kwazulu Natal: 21%;
◦◦ From Western Cape: 17%.
• Female 52%, male 48%.
• Black 56%, white 31%, coloured 8%, Indian 5%.
TSA in 2019 received a R2-m
grant from Sports and Recreation South Africa.
Tennis rackets are, sadly, no
longer the main sellers in retail
stores. Due to the economy, people would rather refurbish their
rackets than buy new, says Vaglietti. Racket sales are therefore not
benefiting from higher participation numbers.
Another challenge faced by tennis
retailers is the many racket brands
coming onto the market that are
sold directly to players via coaches,
says Brown. “People bring in a few
rackets from a new brand every
month, which they sell out of the
boot of a car, denying retailers
their margins.” This impacts on
the whole industry.

Dunlop’s new supplier cont. from p37
Gallienne left for the UK to manage Karakal globally in 2017 and Brown was promoted to national
sales manager of the former Dunslaz brands, which
included Slazenger, Swingball, Opro, Karakal and
Ashaway. More recently, in one of several Brand ID
restructures, he was appointed national sales manager for all the brands in the company.
Apart from squash and tennis rackets and balls,
they will probably expand their product offering into
areas like strings, grips, etc. which were covered by
Karakal and Ashaway at Brand ID. Dunlop also offers
a range of Squash57 products — the name adopted
by England Squash for racketball to eliminate confusion with the American racquetball sport.

as storeman in Southdale, Johannesburg, he became
a sales agent for the brand when Steve Gallienne
was offered the position of national sales manager
in 1998 by the new owners, Dunlop Slazenger International.
When the UK owners closed the Dunlop Slazenger
tennis and squash ball factory in 2001 and announced that they were withdrawing from South
Africa, Gallienne and Richard Agar bought the local
business, which became the Dunslaz Distributorship.
Brown was given the responsibility of managing the
old Transvaal and Free State areas — a position he
retained after the subsequent sales of Dunslaz to
Super-Brands in 2008 and Brand ID in April 2014.
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Alfa hockey makes all players’ dreams come true
Alfa Tango is a full
fibreglass stick
with Mulberry
head ideal for
beginners.

AX-1

AX-2

AX-3

AX-4

AX-5

Alfa AX-9 is a top quality
tournament standard hicarbon technology stick,
featuring shaft impact protection and an extreme low bow.

ALFA, the premium Indian brand of field hockey sticks and equipment, has formed
a Southern African partnership with LGB Distributors. “Alfa hockey sticks stand for
quality and confidence,” says manufacturer Manoj Doshi. He explains that quality
is ensured by the latest technical production processes, which are backed by 59
years’ experience and dedication to manufacturing quality hockey products.“Alfa
sticks generate players’ confidence to utilise their inborn talent and passion to
give power to every stroke played,” he continues.
Among the international players who have shown confidence in using Alfa is Mohamed Mae, who was part of the South African Olympic squad and plays for the
KZN Raiders, says Roger Livesey, General Manager of LGB Distributors.
Alfa sportsgear is popular in ten countries, namely India, the Netherlands, South
Africa, Kenya, Belgium, France, England, Malaysia, Hong Kong and Argentina.
The range covers every player’s needs, from the Alfa Tango traditional wood and
fibreglass sticks for beginners, across the spectrum, to the top end 90% carbon
fibre Alfa AX-9 sticks for the professionals. The carbon fibre range offers players a
wide variety of options at different price points, all named with a numerical number that indicates the percentage carbon in the stick. Alfa AX-1, for example, contains 10% carbon, AX-2 contains 20%, AX-3 contains 30%, etc. up to Alfa AX-7 and
the highest quality tournament standard Alfa AX-9 that also features shaft impact
protection.
Apart from sticks, the brand also offers a full goalkeeper set, hockey balls, short
corner masks, shinguards, hockey bags in various sizes and accessories.

Enquiries:
LGB Distributors
011 708 7948 or 061 533 3833
roger@lgbdistributors.co.za
www.lgbdistributors.co.za

AX-7

AX-9

TK pushes new boundaries
Total One
Plus Gold

Total One
Total Two
Total Three

TK HAS pushed the boundaries by making use of the latest technology
that has not yet been seen in the market in its new 2020 collection.
The second season wait has been well worthwhile and also includes
a design change in the branding, making the elephants and TK logo
more prominent. The new slogan, #The Elephants are Back is all about
advancing the game by always evolving and keeping the brand fresh
and current.
There are four families in the collection: the Total 1, Total 2, Total 3
and Total 4. Total 1 is the top end range and features the latest technology Ballistix — a high performance triaxal weave resulting in a significant increase in torsional rigidity to offer maximum power output
and ultra-light weight. This triaxal weave enables better manoeuvrability during the manufacturing process to offer greater performance
and distribution of the materials in key areas. This makes it the hardest hitting hockey stick on the market.
The new TK sticks also have five unique shapes: gravitate, accelerate, aluminate, innovate and activate. These shapes ensure that TK
has something for every player in every composition of the collection.

TK is excited to see how its goalkeeping gear has grown from strength to
strength over the years. The brand is
very proud that both the number one
ladies and men’s goalkeepers in the
South African National Hockey Team
use TK’s Total One body armour. It is
also the brand of choice for the World
number one goalkeeper, Dave Harte.
The latest collection is a perfect
fit for all, from juniors all the way
through to the top end players — at really good value for money. TK’s
Total One body armour redefines what goalkeeping should be. Once
again reaching the pinnacle of technology advancement and research,
it features a truly revolutionary approach and offer the ultimate level
of protection and performance. The high impact resistant exo-skeletal shell features a honeycomb structure for excellent shock absorption, weight reduction and also helps to dissipate heat.
The high energy absorption capabilities combined with low weight,
breathability and high flexibility, guarantees the best level of comfort
and protection.
TK Sports SA cannot wait to launch the new range in South Africa during January 2020. The range has already been successfully launched
in Europe for the winter season, where it is exploding off the shelves.
TK Sports SA is proud to announce that it has signed a five year deal
with PSI — the Pro Series Indoor League, which is probably one of the
fastest growing indoor tournaments worldwide. PSI has now gone global
and is also played in the UK and Ireland.
Contact TK Sports SA
Phone: 011 440 0818
admin@tksports.co.za
www.tk-hockey.com
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Hockey stick A-Z

Visit Sports Trader’s website for more product knowledge: www.sportstrader.co.za

Hockey stick manufcturers develop various
technologies to improve stick performance.
What are they and what do they do?

A
Advance Matrix Construction (TK): a blend
of carbon, aramid and fiberglass that results
in greater potential output and increased feel.

Aramid: lightweight material good for impact
absorption and durability. Fibres still allow for
flexibility and a smooth feel. Often used on highimpact points such as stick edges and faces. In
the shaft it enhances vibration dampening and
edge protection for backhand skill execution.

B

Our cut-out-and-keep series to
assist retailers with product
knowledge
Words: Carin Hardisty. Compiled with the
help of www.grayshockey.co.za, www.
gryphonhockey-sa.com, www.harrowsports.com,
www.allrounderhockey.
com, www.hockeyperformanceacademy.com, jamiedwyerhockey.com, www.
kookaburra.biz, www.mercianhockey.
com, www.osakahockey.co.za, protips.
dickssportinggoods.com, stx.com, www.
tk-hockey.com, aryanshockey.com.

Balance point: where the weight is distributed evenly on either side of the stick. Impacts
the overall feel of the stick.
• Higher point (further from the head): most
of the weight is in the handle. Helps with
skills and swing speed to create more powerful striking power. Good for drag flicks and
aerial skills.
• Lower point: the lower, the heavier the toe
feels.

Basalt: better quality material than fiberglass
and cheaper than carbon fibre. Composed of
plagioclase, pyroxene, and olivine.
Bow: the position of the arch in the stick. Distance measured between the surface and upper edge of the stick, measured while the stick
is placed flat side down on a flat surface. These
are the three main types, but brands also have
their own variations for more options.
• Standard: 20-22mm curve. Maximises control and power.
• Low bow: 22-23mm curve. Increases ball
control and makes aerial skills easier without affecting hitting technique.
• Extreme low bow: 24-25mm curve. For drag
flicking, aerial and sweeping skills, and elite
players use the shape to increase speed and
accuracy for specialised skills.

C
Carbon fibre: light strands of carbon are woven into strips to add strength, stiffness and
power to the stick. The higher the carbon
percentage, the stiffer and stronger the stick,

F
Fiberglass: strong, durable, lightweight and
flexible. Often used to reinforce material to
add durability and strength, but some beginnger sticks are made from only fibreglass.
• Not as strong and stiff as composite materials based on carbon fibre, but it is less brittle
and the raw materials are cheaper.

Flexibility: flexible sticks tend to be more durable than stiff ones.

G
Geocentric Core Technology (Grays): allows weight and balance redistribution for
a light and nimble pickup. The internal construction process uses polyurethane foam as a
structural core in the head area and combines
with the twin tube carbon fibre matrix top layer to create a highly stable and durable stick.

Graphene: very strong and light material.
Redistributes weight and supports the stick
against impact in key breakage areas.

Grip: wrapped around the top part of the handle. Foam lessens vibration and a textured one
offers a better grip and more feeling.

Ballistix (TK): a high performance triaxial
weave (see under T) for increased torsional rigidity to offer high power output and ultralight
weight. Enables better maoeuvrability during
the manufacturing process to offer greater
performance and distribution of the materials
in key areas.

vides improved shock absorption.

H
which increases hitting power, but also adds
brittleness. When combined with kevlar/aramid the carbon becomes less brittle but performance can be impacted.
• 60-100% carbon: for advanced players.
• 30-60%: intermediate players.
• <30%: for beginners.

Carbotrax (TK): a triaxial weave (see under
T) that offers increased rigidity and structural
strength. The weave results in increased torsional rigidity and lighter weight to produce
high performance sticks that offer excellent
power output and feel
Core: Kookaburra has three core technologies:
• 4-core: enhances resistance against torsional movement and improves power hitting.
• Tri-core: for stiffness and improved power.
• Dual-core: for high power and control.

CVT (Kookaburra): Counter Vibration Technology inserted in the handle help to reduce
vibrations when striking.

Head: the part of the stick that touches the
ground while the player is controlling the ball.
Flat on one side and round on the other for
passing, shooting and stopping the ball.
• A concave face on the head helps to hold
the ball better, making 3D skills, drag flicking and aerial shots easier.
• Brands developed their own head shapes.
(see Toe).
Heel: where the head curves up and ends.
Hybrid: fuses a composite shaft with a wooden head to provide a stick that generates the
power and stiffness of a composite, but with
the feel and control of a wooden stick.

K
Kevlar: a registered fibre name from DuPont.
See Aramid for qualities.

KCF (Kookaburra): the textured playing surface generates a more secure contact area for
better feel, control and agility.

Kraibon (Gryphon): forms a physical bond

E

producing a balanced stick for the ultimate
power and feel.

Epoflex (TK): a modified rubber technology

KVR (Kookaburra): the Velocity Ridge spine

that enhances the bonding of the rubber with
epoxy molecules to create a material that pro-

profiling gives instant power transfer without
sacrificing control and feel, target- To p44
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Hockey technology cont. from p43
ing power directly into the stick head.

L
Length of the chosen stick will differ ac-

sticks drags.

pendent on a combination of the ball speed
and stick stiffness.

Precision Edge (Kookaburra): the backhand

cording to player preference, but a general
guideline is that its top should be level with
the player’s hip. The average stick length for
adults is 36.5 inches.

edge profile has been flattened, enabling improved execution of back hand shots.

N

additives that impart rubber properties that
can improve the strength, flexibility, durability and impact resistance of the stick.

Nano technology: extremely small particles
that enhance the mechanical strength of the
stick to provide maximum stiffness and potential power output.

P
PC2 (Kookaburra): two power channels in
the stick profile provide strength in vital areas
and generate greater power.

Piezoelectric fibres: dampens vibrations.
Certain materials will generate an electric
charge in response to applied mechanical
stress. When piezoelectric material is placed
under mechanical stress, a shifting of the positive and negative charge centers in the material takes place, which then results in an external electrical field. As a vibration damping
material, the vibrations created from striking
a ball create the stress within the fibres and
create an electrical charge (dispersed as heat).

Power: the ability to generate the greatest
ball speed for the swing speed, which is de-

R
Reactive Liquid Polymer (RLP): reactive

S
Scoop: the groove on the head of the stick
that helps with maneuvering, cradling, and
ball control.

SFR (Kookaburra): Soft-Feel Resin in the core
construction of the stick creates durability
and improves the feel on impact.
STC (Kookaburra): the Soft Touch Compound
creates good grip, touch and feel in all conditions.

Stiffness: stiffer sticks offer more power, but
have a harder feel and can be more difficult
to control.

T
Taper Toe: the toe is shaved away to a 45o
angle on certain hockey stick ranges to give
greater ball control, faster on-the-spot spins,
precise pushouts and more control on fore-

TI Reinforcement (TK): the wooden hook is reinforced by a blend of carbon, Aramid and fiberglass for more power, durability and strength.
Toe: where the head curves up and ends.
• Shorti: most maneuverable and offers good
control. Usually used by offensive players.
• Midi: good for beginners and midfield players, and for shooting, flicking and receiving.
• Maxi: large surface area for striking with
power. Good for defensive players.
• Hook / J-shape: for players with an upright
style and on grass surfaces. Has the largest
surface area for increased ball control, and
is good for dragflicks and using reverse skills.

Traction Control: a blend of carbon, aramid
and fiberglass create an enhanced construction that results in greater potential output
and increased feel.

Triaxial weave: elements are woven in three
directions, making the material more resistant
to shearing forces.

W
Weight: typically forwards prefer a light stick
and defenders heavier ones for extra power.
• 540-560gm: for quick, controlled stick movement. Very light sticks (<540gm) are only
used by advanced players.
• Heavier sticks add more power to hits and
are more durable.
◦◦ ± 595gm: good for midfielders
◦◦ 620gm-680: for backs and defenders.

Olympic International gives hockey field advantage
Flick Mens hockey shoe.

Flick Youths hockey shoe.

THE SOUTH AFRICAN Hockey Association has shown confidence in the
technical qualities of Olympic International’s hockey shoes by renewing
its partnership with the brand as official supplier. The nature of the game
requires hockey shoes to offer players cushioning, grip, support and a
good fit – qualities that Olympic International offers at affordable prices.
FLICK is a versatile hockey shoe in striking colours that is available in
men’s and youth sizes. The upper is made from a breathable sports
mesh and sport specific synthetic material.
The toe area has a protective cap and the shoe offers a speed lace
system of webbing loops. Both the tongue and the collar are padded
for added comfort and ankle support. The inner sock is removable
for easy replacement if needed. The upper has a strobel construction
(eliminating the boardy insole) for added flexibility and comfort.
The sole has a sporty design with a light-weight phylon midsole and durable outsole with a gnarly tread pattern for added grip on all surfaces.
Contact your local agent for more information:
Gauteng:		
KwaZulu Natal:
Free State/ Lesotho:
Namibia:		
Eastern Cape;
Western Cape:

Dilesh & Gary Wilson		
Kamal & Hilton			
Owen				
Carl & Bernidine			
Wayne & Danie			
Brent & Grant Way			

Enforcer hockey shoe.

ENFORCER is Olympic International’s top end hockey shoe that has
been tested, and won the seal of approval, from international players.
It offers a great looking upper made from a breathable sports mesh
and sport specific synthetic material.
The tongue is breathable mesh and both the tongue and the collar
are padded for added comfort and ankle support. The unique inner
sock is removable for easy replacement if needed and also offers many
comfort features.
The upper has a strobel construction that eliminates the need for
a boardy insole that adds flexibility and comfort. The eyelets have a
unique lace lock feature to help secure the foot in the shoe and prevent
unnecessary movement.
The sole has a sporty design with a light-weight phylon midsole with
a moulded waist support and durable outsole with a gnarly tread pattern for added grip on all surfaces.

082 566 6607/ 082 376 1635
082 731 5568/ 082 070 6893
072 346 6045
022 648 112 40125/ +2646 123 2948
083 647 6091/ 073 637 0770
082 779 3349 / 082 557 7938
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Pleasing growth for Sportsmans and Outdoor Warehouse
DESPITE SOME of the worst retail trading conditions in decades, Long4Life’s Sport and Recreation division, which includes Sportsmans
Warehouse and Outdoor Warehouse, grew revenue 12.7% to R1-bn for the 6 months period
to end of August 2019. Like-for-like store sales
grew 8.3%.
This is an improvement on the full year results for the year ending February 2019 when
the Sports Retail division grew year-on-year
sales 10.1% and 4% like-for-like.
Niche retailers Shelflife and OTG Active, local brand Veldskoen, as well as the wholesale
division, Performance Brands, complete the
Sport and Recreation Division.
The “pleasing” Retail Sales growth was mainly driven by Sportsmans Warehouse, which
only opened one new store at Eastgate Mall,

Johannesburg and two OTG stores during the
period. Their trading profit was slightly higher
than the previous year, according to the latest
financial report, published this week.
“Outdoor Warehouse sales have been most
pleasing as a result of favourable timing of the
holiday periods as well as an improved product
offering,” reported Long4Life CEO Brian Joffe.
The outdoor chain did not open any further
stores during the period, but is reportedly
looking at various sites.

Performance Brands lag
The group’s wholesale division, Performance
Brands, did not perform according to expectations, with sales and margins under pressure,
Joffe reports.
Although it acquired former Brand ID brand

Speedo earlier this year, it will only be able
to sell the brand from January 2020. Other
brands distributed by the wholesale division
are Capestorm, First Ascent, Second Skins and
African Nature. “Attention has been given to
its operating structure which should yield improved results in the short to medium term.”
Over the past six months trading profit in the
division was slightly higher than the previous
year, but “the gross profit margin declined
from 49.1% in the previous period to 46.7%,
primarily due to accelerated sales of promotional and marked down goods in line with the
execution of the strategy of maximising asset
management.”
Retail price inflation was 1.1% — slightly
higher than before and the weighted trading
area increased 3.5%.

Is the Trump-China trade war over — or not?
AS WITH most declarations from US Pres Donald Trump, his latest comments about the possible end of the trade war with China poses
more questions than what it provides answers.
While the Chinese Ministry of Commerce said
that China and the US have agreed to cancel tariffs imposed during their trade war in
phases, Pres Trump told reporters he had not
agreed to any such deal ... although he kept a
back door open by saying he and the Chinese
are still talking about the possibility of a phasing out of tariffs.
According to the Chinese Ministry of Commerce spokesperson Gao Feng the Chinese
and US leaders agreed that the proportion of
tariffs cancelled by both countries must be the
same, but, it can still be negotiated how many
tariffs should be cancelled.
According to the Reuters news agency the Chinese wanted the 15% punitive tariffs scrapped
on about $125-bn worth of Chinese goods that
the US introduced on September 1.
In retaliation, the Chinese levied 10% and
15% tariffs on US goods imported into China,
and threatened to ban all American goods
from being imported.
China and the US must simultaneously cancel
some tariffs on each other’s goods in order to
reach phase one of a trade deal, said Gao.

As we went to print, the possibility of a
ceasefire on further tariffs appeared to be a
strong possibility. A partial trade agreement
was reached between the two countries in August — which did not impress American industry and trade organisations.

American companies and
consumers are suffering
due to the trade war —
not the Chinese.
The agreement stalled the introduction of
higher punitive tariffs (increased from 25% to
30%) that were due to be levied on 15 October.
The additional tariffs on Chinese goods had
been described as unreasonable and discriminatory by the Office of the US Trade Representative.
The punitive tariffs America imposed since
September already had an adverse impact on
shoe companies as it raised consumer costs,
Footwear Distributors and Retailers of America
president Matt Priest told the FN publication.
“We urge trade negotiators on both sides to
keep working to a full agreement that rolls
back all recent tariffs so everyone sees lower
costs and shoe companies can unleash innova-

tion and create new jobs,” he said.
While the American Apparel and Footwear Association welcomed Trump’s decision to pause
the imposition of further tariffs, the reality is
that all punitive tariffs that are in place are still
being charged, CEO Rick Helfenbein told FN.
Both organisations have stressed that American companies and consumers are suffering
due to the trade war — not the Chinese. They
therefore don’t believe the tariffs give the US
leverage around the bargaining table.
But, China is clearly hurting as its economic
growth has dropped to a 27-year low.
Tariffs on a remaining $188-bn worth of
goods — for a total of $300-bn — are due to
take effect on December 15th. A move that industry bodies have described as Grinch stealing Christmas.
They were therefore pinning their hopes on
a more comprehensive trade deal that could
see all punitive tariffs dropped following a
meeting between Trump and Chinese president Xi Jinping during the Asia-Pacific Economic Cooperation leaders’ summit.
Industry commentators, however, point out
that Pres. Trump is using the tariff threat as
a bargaining chip to get more American agricultural produce accepted into China and
currency manipulation concessions.
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Cannondale widens
its target market
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by the end of the year, with South Africa’s section finished by around
March 2020.
In keeping with Cannondale’s aim to reach more people, the website
has been geared towards helping people who are new to cycling or the
brand and might not know what it is they want or need. It features
easy-to-use filters that help consumers find the correct product.
The overall look of the website is clean and neat with the product
information and technology presented in a way that makes it easy to
find and understand.

New 2020 Cannondale range

The new Cannondale 2020 bikes was launched at the Devil’s Peak Brewing Company in Cape Town. Featured are models from the Scalpell Si range.

“T

his year is going to be the year of Cannondale,”
Nick Barr of local distributor Omnico told guests
at the brand’s My2020 launch. The brand has realigned itself to reach more people with its message: Cannondale wants to reach people who cycle to have fun, and not be the stereotypical cycling brand that only
caters for the competitive consumer. “We need to encourage people to
be part of our story so that we can be part of theirs.”
This approach is backed by general innovations in their range.
Over the past year and half, Cannondale has been working on updating its image. Some of the changes that it has made include updating
the logo to have a more modern look, for example it has dropped the
individual ‘c’ and it isn’t used in green anymore.
The brand is also moving away from bold colours on its products for a
more subtle look. “The lines of the bicycle should do the talking. Colour
is a distraction,” explained Barr.
It’s important that retail staff members stay up to date with products
and Cannondale is making it easy to do through its Cycling Prophet
channel. This online learning profile is quick and easy to use and helps
to teach store personnel more about the products so that they can
advise customers better on products that are relevant to our market.
There are even modules for your workshop personnel.
The modules only take a few minutes to go through and consist of a
video followed by a short quiz.
Cannondale also offers incentives for doing the modules: by doing
quizzes the person will earn points, and after a certain number of
points you’ll get prizes from Cannondale.
In addition to the dealer portal, there are
also other changes being made to Cannondale’s
website: once it’s fully live, South Africa will
have its own portal on the international
site and the website will automatically pick up from where the user
is browsing and direct them to the
relevant country’s section.
The updated website will be live
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Globally, there are 14 new products in the Cannondale 2020 range, of
which 7 are ebikes — but markets differ and each have their own needs.
In Europe, for example, there is a growing interest in ecargo bikes for
transporting items, but this isn’t something that South Africans are interested in yet, Barr told guests.
In South Africa, they are instead focusing on a narrower selection,
which is more condensed in certain categories, for example gravel,
explained Lionel Dippenaar.
Cannondale has also developed a wheel sensor that “creates a connection between the rider and the bike”. The sensor tracks the cyclist’s
activity and achievements, as well as what he’s saved by cycling (e.g.
lower carbon monoxide output, fuel saved, etc.) — it can even alert the
rider when a service is due.
Each sensor has its own signature, which allows the consumer to load
several bicycles (each with its own sensor) to the garage on the mobile
app. When a bicycle is taken into a workshop, for example, you can indicate what was changed, which allows your customer to keep a better
record of what’s been done to the cycle — and when.
It comes integrated on certain of the new bike models, but it can also
be bought separately and installed on others.
There is also a dealer mode on the app, which is useful for the retailer
as you can see what work has been done, what still needs doing, how
many hours’ cycling has been done on the bike, etc.
Cannondale recommends that retailers ask their customers to download the app and sync the sensor to it when they purchase the bike in
store so that they don’t forget to do it later.
The Scalpell Si cross country MTB series is the backbone of their cycling range, said Dippenaar. “Built to win on today’s aggressive World
Cup courses or rule your local loop,” is how Cannondale describes it.
The 2020 range features BallisTec Carbon frames and wheel sensors.
“The all-new SystemSix was created with one simple goal in mind – to
be the fastest and most efficient UCI-legal road bike in the world,” said
Cannondale. The range features BallisTec Carbon frames and come with
the new wheel sensor.
The CAAD Optimo road bike, on the other hand, is aimed at the person
buying their first road bike, he explained.
The Topstone range is lightweight and geared at the road
and gravel cyclist. The Topstone Carbon Ultegra RX 2 model
(left) features Cannondale’s Proportional Response Tuned
Suspension technology, which allows cyclists of different
heights and weights to use the same cycle: it automatically adjusts angles on the suspension and how it
moves, and it’s only the pivot point that changes.
Additionally, the bike also has the Kingpin suspension system, which allows the saddle up to
30mm travel as well as the new wheel sensor.

ebikes are here!

W

hile the ebike category is already firmly established
abroad, in South Africa it’s still a growing market. But
interest in it is growing, says Omnico, distibutor of
Cannondale.
Cannondale’s approach to ebikes makes it easier for
consumers: the bikes feature the same type of specs as normal bikes in
the same categories — they just have an added motor. Customers thus
know what to ask for or what retail staff members talk about when they
discuss their cycling needs.
Cannondale has partnered with Bosch for their batteries in the ebikes.
The new Habit Neo eMTB fits the South African rider and his mindset
the best, says Lionel Dippenaar. “It’s great for new riders or ones who
come from cycling on hard trails.” It features a 12 speed carbon frame,
Bosch drive and its batteries are interchangeable.
He also expects the Neo 3 (left) to
be a popular model as it’s well priced
and has good specs.
The Habit range features the Proportional
Response Tuned Suspension and BallisTec
Carbon frames.
The SuperSix EVO

Omnico is focusing on positive improvements according to Alan Hodson
(middle).

How Omnico trades through the tough economy
BOTH GLOBALLY AND AT HOME there’s a lot of panic regarding
economic conditions and people packing up shop and moving
countries, but Omnico isn’t going anywhere, Alan Hodson reassured guests at the Cannondale My2020 launch. The local Cannondale distributor is instead focusing on being innovative, looking at
ways to improve product and bring the costs down, and to back up
their products with excellent service, having the products in stock,
and being there for retailers. And they are adamant that they don’t
want to open concept stores. Instead, they partner with stores to
have a large area of the store dedicated to Omnico brands.
Cycling is less than half the business, he points out. Seemingly
unrelated brands such as Go Pro action cameras and RED-E powerbanks help to boost turnover: they’re not cycling-specific, but
there is a crossover of consumer who is interested in the products.
Additionally, the Ryder Innovation range of cycling accessories is
designed and made in Cape Town – designs are done in Salt River
and the products manufactured in Cape Gate. These products are
also exported to 20 countries. By manufacturing locally they save
money, and the quality is top notch, said Hodson.
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road range is for the competitive racing
cyclist. The lightweight cycles are
designed with good aerodynamics, and the new dragreducing tube shapes and
integrated design save 30
watts at 30mph compared
to the previous model.
Because of its geometry
and fit it will appeal to a wide
variety of cyclists, and it has BallisTec Carbon frames. The Hi-Mod Disc Dura Ace (above) and Carbon Disc Ultegra
come with wheel sensors while Carbon Ultegra and Carbon 105 do not.

Types of ebikes
eBikes come in a variety of styles and functions.
They are divided into different classes:
• Class 1: Pedal assist, aka pedelec, is the most common type. The
rider pedals the bike, as he would normally, but the motor assists
and increases the power to the rear wheel, which means less effort
to gain speed or climb hills. In Europe it may not provide more than
25km p/hour (kph) assistance, and in the US the limit is 32 kph.
• Class 2: Throttle doesn’t require pedalling, but is controlled via a
throttle, like one would a scooter or motorcycle. This class isn’t allowed in all countries.
• Class 3: Speed pedelec is similar to Class 1, but allows for a top speed
of 45 kph.
There are also different motors and where they’re placed will affect
how the bike operates.
• Front hub motor: typically only used with throttle systems, because
it’s not part of the drivetrain and thus difficult to assist the rider
when he’s pedalling. There are exceptions though.
◦◦ Traction as well as cornering while accelerating might be a problem
with these motors as the majority of the weight is over the rear
wheel, but the motor’s on the front.
• Rear hub motor: can accommodate both throttle and pedelec types
of ebikes, and some systems can switch between both by flicking a
switch. They can also be retro-fitted to certain bikes and are inconspicuous since they resemble an oversized traditional bike hub. Can
create uneven weight distribution with the motor in the rear wheel.
• Mid-drive motor: in the centre of the bike frame, integrated with
the bottom bracket and cranks, and activated by pedaling so is only
for pedelecs. Provides more torque than a hub motor and distributes
weight more evenly. It drives the crank arms, and not the wheel, so
can take better advantage of the range of gears on the bike.
◦◦ Easier to integrate a torque sensor to measure the input from the
rider. The amount of assistance can also be automatically adjusted
to match the rider’s pedaling through this sensor, which creates a
smoother ride.
There are also the batteries to consider, which are the source of power.
They tend to be lithium ion with multiple battery cells linked inside a
larger case. They add a bit weight to the bike, so the size and positioning are important.
• Rack mount battery: mounted on a rack on the back of the bicycle
above the rear wheel, so the weight is high off the ground and can
affect handling around corners. It is, however, a versatile system.
• Down tube battery: mounted on the frame that goes from the front
of the bike to the crank area, which means the weight is low on the
bike, improving handling. It also makes wiring easier with a mid-drive
system since the motor is located right behind the battery.
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New gear for travellers
Photo supplied by Falke SA, who also supplies a range of technical hiking socks.

Pack up and Go Time has almost become the second name for the long summer holidays when your customers come looking for gear that will enhance
their traveltime. Whether taking to the bush, going hiking, travelling to exotic
destinations or bracing themselves for the European cold they will be in the
market for interesting new products. We supply a few ideas.

W

hatever your customers’mode of travel or destination, they will all need a container to transport their
clothes. Backpacks have become the favourite luggage
format of young and old, wherever they may travel.
They are not only much lighter than suitcases, backpacks are also much easier to carry and can go places where wheeled
luggage could become a burden — for example, when you have to negotiate stairs.
It is therefore good news for retailers that there is a new range of
backpacks available in South Africa: Ruigor, available from De Wet
Sports, has several lines each catering for specific needs. And all of
them feature multiple compartments allowing the user to separate his
items into handy-to-reach compartments, including padded sections
that can hold a laptop up to 15.6”.
The Active range, for example, is made from lightweight, high quality
materials and the backpack outers are water repellent. The backpacks
are ergonomic with an airflow system and buckle lock, have padded
compartments that will hold laptops up to 15.6”, have external compartments (with and without zipper) and has extras such as key locks.
These packs are available in black.
The different packs in 24L and 28L also feature breathable materials,
which is sweat resistant and reduces friction with clothing, premium
straps, ergonomic designs. One can also hold an additional tablet as
well as a laptop.
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The backpacks in Ruigor’s Icon range are designed to handle daily life.
They are made from polyester, are water repellent, have multiple chambers as well as outside pockets (with or without zippers, and bottle holders), have ergonomic airflow systems and buckle locks. Each of the Icon
backpacks will hold a laptop up to 15.6” (some also a tablet) and they
also feature ports for either earphones or USB though which the user can
charge a device. Other features in the range include a reflective strip,
key locks, SBS zippers, and sunglass holders.
Icon’s 34L 08 backpack is specifically built with gamers in mind, with
space for a 15.6” laptop, a keyboard, mouse, HDD, headphones and gaming glasses. Its padded strap is designed that it can attach to To p50

Part of the Ruigor Icon
range. Photo supplied.
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Travel gear cont. from p48
a trolley or suitcase if needed and the handle is extra tough to handle to
potential added weight.
Ruigor’s City backpack range features a sleek and secure design for
everyday activities. Both the City 64 and 56 models have water repellent
outers, will hold laptops up to 15.6”, have USB ports and have external
pockets with zippers.
The 56 backpack (17L) also has a protective compartment for a tablet
and an extra safe pocket. City 64 (27L) has more external pockets (with
and without zippers) and an anti-theft pocket.
Ruigor’s Executive 26 is a premium, all-rounder, all-purpose backpack
that is designed to be ergonomic with an airflow system. It has multiple
compartments, can hold a laptop up to 15.6”, is durable and is made
from lightweight, water repellent materials. The 26L backpack also
features a USB port, external pockets with zippers, a bottle holder, key
lock, and sunglass holder.
The Motion range of travel duffelbags have both sporty and casual details and offer multiple compartments, such as for footwear, a safe pocket
and external pockets with zippers. They are made from polyester and the
outers’ are water repellent. In addition, the 32L Motion 07 duffelbag has
a removable shoulder strap and Motion 12 (35L) has detachable shoulder
straps allowing the duffelbag to be worn as a backpack.

Be kind to the enivornment
Travellers are constantly reminded that they are leaving a heavy carbon
footrpint, whether they are flying or driving to another destination.
Using equipment that is kind to the environment will therefore appeal
to your environmentally conscious customers — who are fast becoming
the majority.
Doing its best for the environment is important to Klean Kanteen. To
reaffirm this, the company has joined Climate Neutral Certified, which
uses an independent and rigorous certification program to verify if a
company has achieved net-zero carbon emissions for the entirety of
a company’s greenhouse gas footprint through a combination of emissions reductions and offsets.
Climate Neutral, an independent NPO, works with companies to
publicly measure, reduce and offset their carbon emissions with the
goal of halting the effects of climate change. “We believe in setting a
new minimum standard of corporate responsibility for all companies:
achieving a net-zero carbon footprint,”
says Climate Neutral.
“Climate Neutral facilitates the certification program using standards developed and maintained through a multistakeholder process,” explains Klean
Kanteen’s press release. “Companies certified under Climate Neutral are required
to purchase high-quality credits authenticated by the most trusted and scientifically rigorous verification bodies.”
From middle 2020, Klean Kanteen will
feature a Climate Neutral Certified label
Photo by Ledlenser
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on its products to signify its zero-carbon footprint.
“Since early 2009 we have worked to measure and reduce our carbon
footprint because it’s the right thing to do for current and future generations,” says Jim Osgood, CEO at Klean Kanteen. “Being Climate Neutral Certified will help Klean accelerate emissions reductions throughout our business operations and supply chain and encourage others to
follow suit. It also signifies our company’s support for a global price on
carbon and one more step of many more to come. We are committed
to continually reduce our impact on our environment as we continue
to grow.”
By installing a series of solar panels at its headquarters, for example,
Klean Kanteen had generated 136 megawatt-hours of clean, renewable
energy by the following year and reduced greenhouse gas emissions by
66%.
Klean Kanteen is also an original signatory of the We Are Still In campaign, which started gaining signatories in 2017 from mayors, governors
and business leaders. The campaign stands as a “promise to world leaders that Americans would not retreat from the global pact to reduce
emissions and stem the causes of climate change,” explains the website. The number of signatories has grown so much that “We Are Still In
signatories represent a constituency of more than half of all Americans,
and taken together, they represent $6.2 trillion, a bigger economy than
any nation other than the US or China.”
Klean Kanteen is locally distributed by Awesome Tools.

Lighting the way
Ledlenser’s new i-series light range ensures that people are never left
in the dark. It consists of two robust floodlights and four flexible work
lights, which are handy for a variety of situations.
The floodlights are not only useful for situations in which people might
want to light up a bigger area, for example, a camping area, at home,
festival areas, even large indoor spaces, but also when the user needs
hands-free lighting. The work lights will especially be appreciated if the
consumer needs light in hard-to-reach places.
The lights are very powerful, each powered by an internal rechargeable battery and has Battery Status Indicator and Charge Indicator features. They also double as powerbanks and are able to recharge mobile
devices. The housings are made from metal and plastic and the lights
have LEDs with high-quality chip-on-board technology to ensure the
floodlighting emits uniform light.
For lighting larger areas, look to the iF8R and iF4R (below) construction lights, which are robust, have a flexible design, and their large
handles allow them to be easily transported and give the user the option of hanging them up. In addition, each also features a magnet in the
base, which enables the user to attach them to metal objects.
They also feature built-in cooling technology so that the lights can
be used for long periods at a time without overheating, and have IP54
water and dust protection.
Another handy feature is that iF8R can be controlled remotely via a
smartphone app (the Ledlenser Pro Connect). Two devices can access the
same light at the same time and each device can operate up to four iF8R
simultaneously.
In addition, there are five dimming levels, allowing the light to be regulated. The iF8R provides up to 4 500 lumens, which can be reduced down
to 400 lumens over the five stages (the low setting has a light duration
of 12 hours).
The iF4R is a more compact construction light, which can emit up to 2
500 lumens. It’s easy to transport and can
supply up to 15 hours of light on its lowest
setting (200 lumen).
The four working lights have two different light sources: spotlight with a focusing reflector lens, and floodlight with
chip-on-board LEDs that provide wide,
uniform illumination. Like the construction lights, these also feature magnetic
holders in the base.
The largest of the four, iW7R can provide up to 600 lumens, and its spotlight
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can shine 300 lumens of focused brightness. Its
adjustable stand and tilting mechanism make it
easy to attach and direct the light source: stand
it, hook it or use its integrated magnet to position it where it’s required.
It also has a charging station for the battery
(the 5-Station Charging Panel) that allow the
user to add more lights to be charged. “This
station proves to be a successful helper in the
eternal battle against tangled cables and plug
clutter,” says Ledlenser.
Near identical to the iW7R, the iW5R is just
lighter and has a maximum output of 300 lumens.
For even more flexibility, look at the iW5R
flex. It has a narrow fold-out lamp head that
offers a wide spread of 600 lumen in floodlight
mode, in addition to the focused spotlight
mode for hard-to-reach places. By folding
down the lamp head the light can be used with
a spotlight like a normal flashlight.
The iW4R is the smallest of the work lamps.
It has an extended tilting mechanism and can
fit any trouser pocket or be attached to a shirt
pocket with its pocket clip. Its floodlight option provides 150 lumen.

Knives for any occassion
There is a variety of technologies and qualities
to be found in RUIKE’s knives. The Cryogenic
Treatment that they undergo, for example,
helps to eliminate residual stresses of steels
and it helps to improve mechanical properties

RUIKE P865-B knive. Photo by RUIKE.

of steels, such as the hardness (HRC), toughness, and wear and corrosion resistance.
The thrust ball and thrust roller bearing
washers both have built-in lubricated balls
that are made from high-carbon chromium
bearing steel and are finely machined. The
balls are hard, wear resistant and durable.
RUIKE has two types of safety locks, Beta Plus
and Thumbs Up, both of which avoid accidental
blade closure. Beta Plus also prevents lockbar
overtraveling. Thumbs Up is installed at the
back of the handle and allows quick on or off
turning by moving the thumb up or down.
The handle liner, the most invisible part, is
designed and machined to make the structure
even more lightweight without compromising
the solidity.
RUIKE knives also feature different types of
handles. The G10, for example, is a blend of
fiberglass and resin, which gives the knife the
ability to withstand intense forces, preventing
scrapes and general abrasion. The 420 stainless steel makes the handle tough, and abra-

sive and corrosion resistant. Titanium handles
are not only lighter, but the material also
keeps rust away.
RUIKE knives use two Sandvik steels in their
blades: 14C28N and 12C27. The 14C28N is a
“martensitic stainless chromium steel with a
chemistry optimized for high quality professional knife applications which put very high
demands on edge sharpness, edge stability
and corrosion resistance,” says RUIKE. The
12C27 material offers good corrosion resistance, added strength and enables the blade to
stay sharp for longer.
Other stainless steel types used include 8Cr13MoV, 154CM, N690Co and S35VN.
In addition to its good edge retention and corrosion resistance, the molybdenum content enhances the toughness of 8Cr13MoV stainless steel.
The 154CM stainless steel offers a balance
of corrosion resistance, toughness and edge
retention.
Cobalt (Co) in the N690Co stainless steel creates a uniform steel structure, enhancing the
wear resistance and edge retention. Its chromium content up to 17% is higher than 13% for
standard stainless steel, and a high percentage of free chromium helps make the steel
more corrosion resistant.
Blades made from S35VN stainless steel are
tough, keep the edge for longer and have good
corrosion resistance.
RUIKE is distributed by R&S Traders.
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Snorkel to do good

Mogamat Shamier Magmoet addressing a group of novice divers about ocean Various organisations work together to encourage youngsters to appreciate the
conservation through his #seathebiggerpicture Ocean Initiative.
value of clean oceans by taking them snorkelling.

Western Cape retailers, dive centres and suppliers selling snorkelling gear are benefitting
from a strong movement to clean up the ocean and educate young divers how to value the
ocean and marine environment, driven by various organisations who work together.

T

he saying Lose some, win some,
appears to be especially true for
the snorkelling market. It cannot
be disputed that the economy
and diminishing West Coast lobster quotas allocated to recreational divers
resulted in a drop in snorkelling participation
and resultant sales of masks, snorkels and fins.
But, concern about the state of the oceans
has created a new — and much more sustainable — customer base. And the tough economy
has favoured some cost-effective brands.
Over the past decade the annual reduction in
catch quota and the number of days allocated
for the harvesting of crayfish resulted in many
of the traditional snorkel-gear customers no
longer bothering to buy crayfish harvesting
permits, which is evident from the subsequent
decline in crayfish bag sales, reports Duncan
Pattenden of the prominent diving store and

scuba school, Orca Industries.
“We have been trying to get the numbers
of rock lobster harvesting licenses that have
been issued per year from DAFF, but have not
yet been successful,” says Andrew Wentzel,
who represents SAFTAD in negotiations with
the Department of Forestry and Fisheries
(DAFF), which allocates the annual Total Allowable Catch (TAC) quotas for commercial,
subsistence and recreational anglers.
The department also proclaims the dates on
which recreational fishers may take out lobster — irrespective if the weather allows divers go into the water (see next page).
Over the years the TAC for recreational fishing has been contracting drastically to the extent that people in the dive industry believe
that a large chunk of former customers all
but disappeared. These are the families who
stocked up on snorkelling gear before their an-

Project AWARE is an international movement driven by a global community of people who work together for a clean, healthy ocean. Their aim
is to protect the most vulnerable marine species and decrease pollution.
Its flagship programme, Dive Against Debris, encourages scuba divers to
remove marine debris from the ocean and report data on the types, quantities and locations of materials collected. Since it was launched in 2011,
more than 50 000 divers in 114 countries have participated in Dive Against
Debris initiatives and reported more than 1-m items of debris. This data is
valuable to help achieve policy changes.
Recently the Dixie Divers PADI dive center at Deerfield Beach in Florida,
US, helped set a Guinness World Record, supported by Project AWARE.
Hundreds of divers came together to put their scuba diving skills to good
use and the 633 divers who participated in the cleanup exercise set a new
world record for a cleanup event: they reported more than 9 000 pieces
of marine debris.
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nual holidays along the coast where they spent
the days diving for lobsters.
“Nowadays the season is so short — and
there is also the impact of the weather on the
allocated days — so that we believe most people just don’t bother applying for licenses,”
says Wentzel.

Good news
There is, however, good news for the industry
members who relied on sales to this market.
“We have a number of new environmentalist
groups working on saving our seas by having
harbour and coastal clean-ups,” says Pattenden.
“In the process all the dive centres, retailers, suppliers and manufacturers around Cape
Town have befitted from snorkel gear sales.
While this has been done many times before
by various qualified scuba diving To p54

p54 :: Outdoor

New snorkel market cont. from p52
clubs (see previous page), there are now a
number of new Free Diving organisations and
fresh blood with real objectives involved who
appear to work together and are backed by
most of the retailers in the Cape Town area.
“As long as these organisations’ leaders are
involved to keep the momentum, I believe this
trend will continue and possibly improve,” says
Pattenden, whose company supports them.
These new organisations inspired people to
work together to improve their environments
and teach people who are less fortunate to experience the sea.
Capetonian Mogamat Shamier Magmoet
founded one of these initiatives after he was
shocked by the garbage he encountered on
the ocean floor when he took up free diving
in anticipation of discovering the marvels of
the underwater world. This inspired him to act
to rid the ocean floor of the plastic that suffocates all marine life.
He co-founded the #seathebiggerpicture
Ocean Initiative in 2018 to introduce children
from the Cape Flats to life beneath the waves
by teaching them to dive in rock pools. According to his Facebook page, he also organises cleanup groups to clear the rubbish from
the shore line. “Not only do kids learn to take
care of the ocean, but they take that care to
other environments,” Magmoet wrote on Facebook. “There’s still so much we can learn
from the sea and the marine life that live in

Recreational TAC 2019/20
The Total Allowable Catch (TAC) of West
Coast rock lobster harvesting for recreational fishing remains the same in the coming 2019/20 season as the previous season,
namely 38.76 tons.
Recreational divers will be allowed to
harvest this over a maximum of 12 days:
• 30 November and 1 December 2019 (2
days);
• 14 and 15 December 2019 (2 days);
• 21 and 22 December 2019 (2 days);
• 26 December 2019 (1 day);
• 1 January 2020 (1 day);
• 4 and 5 January 2020 (2 days);
• 10 and 11 April 2020 (2 days).
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it. We must protect the ocean to preserve ourselves.”
There is also a strong push to get more free
divers and scuba divers involved in the cleanup initiatives.
“Dive agencies know that more involvement
means more training, more certificates (profit) which equals more equipment sales,” adds
Pattenden.
These groups do not advocate spearfishing
and crayfishing or any form of marine disturbance and they therefore do not feel the impact of the shortening of the crayfish season to
a few divable days a year.

Distributors of more costeffective ranges have found
that the tough economy
works in their favour
Impact of the economy
“We’ve lost, and continue to lose, our core
[scuba diving] income group who have disposable cash,” says Pattenden.
Distributors of more cost effective ranges,
however, found that the tough economy works
in their favour as some divers can no longer
afford to replace their equipment with items
from the top end ranges and therefore opt
for more affordable items — especially people who do their diving certification courses
might not want to spend a lot of money on
top-end masks and snorkels that they may not
use regularly in future.
According to Wentzel more and more stores
attached to dive schools now stock their EzLife and Saekodive ranges, which provide
affordable alternatives from a respected distributor, namely, W.E.T. Sports.
They do, however, notice that there might
be a run on masks during one season, and the
following season snorkel sales will be stronger,
“which indicates that people might be holding
on to their equipment for an additional season
before replacing it.”

Diving market countrywide
“Our diving market has been relatively healthy
— there have not been huge spikes, nor big

Dion Sarrimanolis (above), director of Sea Vision
Sports, became the new owner of Cressi Africa
earlier this year. Before buying Cressi Africa, Sarrimanolis had already been involved with the brand for
ten years. He started his Cressi journey in 2009 at
Breathing Air and next he joined AJF Agencies when
the company took over the brand. In 2014, Rapala
VMC (now Normark Africa) started distributing Cressi
with Sarrimanolis as the brand manager. He is not
only very familiar with the brand, but has also been
a diver and instructor since 1995. The mask as we
know it today was originally designed by Cressi in
1952 as the first mask to have a nose pocket for
ease of equalisation. The local range offers products
for scuba divers, free divers, snorkelers, spearfishermen and swimmers.

drops, we are still doing the same kind of volumes,” says Wentzel. They experience this
steady sale performance countrywide, not
only in the Western Cape.
Nowadays stable sales is as good as a huge
improvement, adds Kevin de Wet of De Wet
Sports, who agrees that their diving and snorkel sales remain steady.
Their strongest target market remain the
coastal towns along the Garden Route where
their main customers are holiday-making families. Their ranges do, however, sell well countrywide — including along the South Coast and
across KwaZulu Natal — as well as off-shore
in Mozambique where some lodges now stock
their diving gear.
The usual sales of soft gear like masks, snorkels and fins to families travelling to warmer,
clean water destinations seems to be constant, reports Pattenden, “but sales of scuba
gear (hard gear) to sport divers are down”.
This appears to be a national problem.

Popular products
The new sustainable diving market resulted in
an upsurge in sales of “long free diving fins,
low volume masks, free diving wetsuits, etc.”
says Pattenden. “These items are outselling
scuba gear by a large margin.”
Snorkels, masks, fins and torches all sell consistently across the country, agrees Wentzel.
The most popular items in their Aqualine
dive range are snorkel and mask combo sets,
predominantly bought by holiday makers who
replace lost items, says De Wet. But, there is
also a steady demand for consumables like single masks and snorkels.
“We usually experience a massive run in December,” he adds.

150 LUMENS

RECHARGEABLE

30 METRES
SUPERIOR
PROPULSION

FT 1130 LED Dive Torch

FT 1282 B
Aluminium Dive Torch

AR-16 Finger Reel
2800
Scuba Fin

2 TONE
SINGLE LENS

3249S Silicone Mask

MATCHES
3249 MASK

2 TONE
DUAL LENS

FRAMELESS

3268 BS Silicone Mask

M 229S Silicone Mask

BUDGET
RANGE

2 TONE
DESIGN

FLEXIBLE
TUBE

2033 Open
Heel Fin

5200S Silicone Snorkel

1035 KS Silicone Snorkel

6421 S Silicone Junior
Mask and Snorkel Set

JNR & SNR
SIZES

BEST
VALUE

JUNIOR
REAR
ADJUSTER

EZ 6141 Silicone
Goggles

Neoprene Aqua Shoes
JNR & SNR
OPTIONS

S 8830S Frontal Snorkel

EZ 6170 Silicone Goggles

SHARP
TIP

3002 Diving Knife

For a catalogue of the whole W.E.T. Sports range of diving, swimming & beach products go
check out our new exciting website www.wetsports.co.za or email us sales@wetsports.co.za,
fax 086 609 7343 or give us a call 021 948 8150.
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T

raditionally, the computer nerds from the
IT department and
the movers and shakers from the marketing department avoid each other
whenever possible — but, it is
becoming very important that
IT and marketing should form
a partnership, Marcel Matodes,
Google Marketing Platform Lead
for Sub-Saharan Africa said at a
Google Cloud for Retail event in
Cape Town.
Breaking down the various individual silos that come with
separate departments and encouraging them to work together,
instead of as independent entities, is the key to moving your
business forward, several speakers told guests at the event. Examples of such silos are marketing, customer service, billing and
purchases, point of sale, distribution, social media, etc.
In a big company, the Chief Marketing Officer (CMO) and Chief
Information Officer (CIO) usually
have the same goal, but different
approaches, Matodes explained.
The CIO is chiefly concerned with
data while the CMO focuses on
activation. Bring them together
and they can talk about what’s
both technically and practically
possible for the benefit of the
company.
With Cloud for Marketing you
can have all of the information
in one place, Brad Whittington,
Superbalist’s Chief Technology Officer, pointed out. Many of their
teams work on this data, so this
is important. “It all comes down
to people and how teams can collaborate, as well as share and understand each other’s goals.”
Being a big group means they
have several silos, said Michael
Yelland, Digital Transformation
Lead for Pepkor. Their challenge
was to work out how to break
down these silos and utilise external data. By using the Cloud
services available, the team was
able to go on a transformation
journey and take smaller risks to
show others within the company
how things could work and to get
their buy-in to the process. It’s a
learning curve, he added, during
which there were some problems,
but once they started to show
benefits they were able to get the
buy-in from senior level.
Moving to the Cloud is a journey
and any journey has its challenges,
added Daniel Acton, Regional Tech
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Lead for Google Cloud in SubSaharan Africa. “The driver is not
always obvious or easy and companies have a lot of fears.”
The biggest challenge for moving to Cloud is changing minds,
said Yelland. “People think that
the way they are currently doing
things is the best and right way.”
To move forward, his department
had to show the benefits it would
make — such as that you can run
reports that used to take hours,
within a few minutes.
It’s also not just about Artificial Intelligence (AI) or Machine
Learning (ML), he added. There
are a lot of people involved in a
company and they also need attention. The Pepkor group, for
example, consists of many stores
and all of these had to be shown
the benefits of the new system
and taken along on the transformation journey.
Pepkor’s retailers initially fought
against moving to Cloud, but moving has democratised the data in
that it’s now available to more
within the company and they can
now work more efficiently. In order to help them, they are now

Are you on

Above: Marcel Matodes. Right: Daniel Acton. Bottom: Linah Maigurina.
All photos supplied.

running sessions to show retailers
how they can benefit.
Showing the value and taking
your retailers with you is important. “Transformation isn’t just
about the technology! Cloud is

a way to innovate how business
works,” said Acton.

Understanding customers
The biggest challenges are to understand the customer journey

Cloud can help on Black Friday

W

ith Black Friday becoming an institution,
retailers could benefit from taking a critical look at their network capacity. “Companies spend $62-bn a year on unused capacity, yet
many still can’t accommodate traffic spikes,” Linah
Maigurina (right), Head of Retail of Google Cloud in
Sub-Saharan Africa, told guests at the recent Google
Cloud for Retail event. She gave Black Friday as an
example where retailers have risked losing $300m in sales due to crashed apps. In addition, in 2018
companies lost out on around $177-m worth of sales
due to stock shortages during Black Friday, and infrastructure downtime cost Fortune 1000 companies $100 000 p/hour on average.
Consumers are demanding and have their own expectations of how eCommerce should work, Daniel
Acton, Regional Tech Lead for Google Cloud in SubSaharan Africa added.
Google manages the largest network and companies that use Cloud use this same network, said Acton.
The fact that Google can manage such a big network
should give companies peace-of-mind. Afterall, it runs
nine services with a billion users each — all powered
by Cloud.
BigQuery from Cloud is a solution for handling
lots of data. It allows companies to “build new
cloud-native applications or spin up a new data
warehouse that scales to meet demand”.
Companies, especially the larger ones, might feel
stuck with their legacy platforms and be nervous
about moving them, but Google also has a solution
for this: Anthos works as a bridge between Cloud
and legacy on-premises networks. It’ll “enhanced

business decision-making with data from real-time
store sales to online shopping behaviour”.
Before they moved to Cloud, Superbalist had a
small hosting environment, said Brad Whittington,
the etailer’s Chief Technology Officer. But they had to
adjust for their growth and as such went to Google
Cloud. “You don’t need permission from big companies, and you can just dip in!” They started with
BigQuery as they needed the data storage capabilities for customer information.
“eCommerce hosting on Google Cloud gives [companies] the stability and flexibility to deliver a personalised, always-on digital experience to consumers,” said
Maigurina. They can host their commerce platforms
to increase speed and be able to handle high traffic
during peak seasons, use it to harness customer data
and use AI (artificial intelligence) to deliver personalisation, and to create a seamless experience between
brick-and-mortar and online as well as to be able to
make better recommendations. Companies can also
use APIs to connect to other parts of the business, for
example inventory systems.
Cloud can help online and brick-and-mortar retailers in several ways, she pointed out.
• Product lifecycle management: use data analysis to
drive visibility and efficiency into all areas of the supply chain;
• Omnichannel commerce: host your eCommerce platform and offer AI-powered experiences and digital
shopping assistants;
• Merchandising and assortment: modernise the systems, understand inventory allocation and evolve dynamic assortment planning;

the Cloud?
(trendspotting, analytics, etc.),
predict marketing outcomes (lifetime value prediction, purchase
prediction) and how to personalise the customer experience
(monitor sentiments, data-driven
segmentation, etc.).
It’s important to reach the consumer effectively: don’t worry
about the people who are just
browsing and not buying! Focus
on the ones who are buying.
“Consider everything that retailers already know about their
customers,” said Matodes. They
know what consumers are buying
at their stores (traceable through
store or loyalty cards), what
they’re returning, etc.
Many marketers expect to be
competing mostly — or completely — on the basis of customer experience, he said. And experience
includes the emails they receive
— not just the website they visit.

Put your consumer at the centre
of your attention. Try to predict
how much they’ll spend in the future, and if they’re likely to buy
from you again. Determine if you
should send them recommendations for other products, if you
should send them retention offers, etc.

Online leads to offline
shopping
Even though online shopping is
growing, the reality is that in
South Africa 98% of consumer
sales is still done through brickand-mortar stores, Linah Maigurina, Head of Retail of Google
Cloud in Sub-Saharan Africa,
pointed out. There is, however,
a strong digital influence on the
path leading up to the point of
purchase: 60% of retail sales will
be digitally influenced by the end
of this year.

• Customer acquisition and retention: unify the data,
personalise marketing and provide support to convert
unknown visitors to loyal customers;
• Logistics, fulfilment and delivery: real-time inventory
management and intelligent analytics tools;
• Store operations: frictionless checkout, empowered
associates and on-shelf inventory tracking.
AI can benefit the entire retail value chain:
• Customer acquisition and retention: use Cloud for Marketing (for retail), targeted digital marketing and AI in
the contact centre;
◦◦ Contact centre AI can be incorporated into the contact centre environment to improve customer experience and operational efficiency, for example by
having consumers first interact with the bot, which
can be set up to help basic queries or to direct the
customer to the right available agent.
• Omnichannel commerce: recommendations, digital
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“Online to offline is becoming
single channel.” The fundamentals of shopping stay the same
since the consumer wants to
shop, but it’s important for retail
to use the data available to you to
understand customers and what
they want.
When Makro, for example,
started to use Google Cloud to
link their online to offline data
to optimise their marketing investments, they found that 55%
of offline purchases had a mobile
first touch interaction. Consumers want to be able to do their
research online before buying the
product in store.
There’s a rise of the empowered consumer, said Maigurina.
“Retailers are being challenged
by consumers who already know
what they want, but still expect
good service when they’re in
store.”
The consumer is becoming more
curious and demanding, with one
in three expecting a recommendation for an appropriate product that will suit them and their
needs.

shopping assistants, Vision Product Search;
◦◦ With Vision Product Search the consumer can take
a photo of a product and load it to the retailer’s
site where the AI goes through the catalogue to
find the same or a similar product, making shopping much easier for the consumer. It’s especially
handy for difficult-to-describe products.
• Merchandising and assortment: SAP Customer Activity Repository (CAR) on GCP, intelligent inventory,
dynamic assortment planning;
• Product lifecycle management: predict demand;
• Store operations: track on-shelf inventory, provide
frictionless checkout, empower retail sales staff;
• Logistics, fulfilment and delivery: real-time inventory management and analytics.
• Retailers will also find AutoML tables useful, with
which they can build learning models on structured
data. They can help to
• Maximise revenue through analysing the demand
for products, price elasticity and the likelihood of
inventory issues;
• Optimise the portfolio by evaluating the risk of default payments or likelihood of fraud;
• Help to better understand your customer by analysing the purchase frequency, customer lifetime
value, campaign attribution, etc.;
• Save time and resources by reducing the total time
spent on building such models.
“You choose what you want to predict and the machine does it for you,” said Acton.
There are two types of recommendation models:
more like this and frequently bought together. The
latter is often used incorrectly on an etailer’s site, recommending more of what the consumer is currently
buying instead of something that would go well with
the purchase – and entice the person to spend more.
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