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Sporting Goods 2016
Like Athletes, Sales Have Good and Bad Days

· According to US Census Bureau data, 2015 sales at sporting goods stores (NAICS code 4511) totaled $47.060 billion, a 5.4% increase over 2014’s $44.631 billion. 2015’s total is 72.6% of total sporting goods sales of $64.8 billion for the year.
· Sporting goods stores’ sales through the first 9 months of 2016 increased 2.7% (exactly half of all of 2015’s increase), or a total of $34.395 billion compared to $33.493 billion for the first 9 months of 2015.
· The Sports & Fitness Industry Association (SFIA) states in its 2016 State of the Industry Report that there is “less core sports and fitness participation; more athleisure sold, but less performance wear sold; and more footwear sold, but less equipment sold.”

Total Retail and Sporting Goods Sales, July–October 2016

	Month
	Retail M-O-M
	Retail Y-O-Y
	Sporting Goods M-O-M
	Sporting Goods Y-O-Y

	July
	· 0.0%
	· +1.7%
	· -2.2%
	· +1.9%

	August
	· -0.3%
	· +4.1%
	· -1.4%
	· +1.9%

	September
	· +0.2%
	· +3.5%
	· +1.4%
	· -0.4%

	October
	· +0.9%
	· +2.2%
	· +1.3%
	· -1.0%



National Retail Federation, August, September, October and November 2016
Disruptions on the Playing Field

· 2016 has been the year of disruptions in the sporting goods industry: The Sports Authority, Sports Chalet, Golfsmith and Eastern Mountain Sports all went bankrupt.
· Adidas is selling its TaylorMade Golf Division; Bass Pro Shops is buying Cabela’s for $5.4 billion; and Dick’s Sporting Goods won an auction during October to acquire the US business of Golfsmith International Holdings.
· Even with these changes, some retail analysts think there are simply too many sporting goods stores. For example, in 52% of markets with an Eastern Mountain Sports, Bob’s Stores or Sport Chalet, Dick’s has a store within a five-mile radius.

Selected Markets: Adults 18+ Shopped at Sporting Goods Stores, 2016

	Market
	Any Store, Past 4 Weeks
	Dick’s Past 6 Months
	Cabela’s, Past 6 Months
	Eddie Bauer, Past 6 Months
	REI, Past 6 Months

	Spokane
	· 18.4%
	· 6.1%
	· 10.0%
	· 4.6%
	· 4.5%

	Seattle-Tacoma
	· 18.3%
	· ---
	· ---
	· 7.1%
	· 9.5%

	Sacramento
	· 17.5%
	· ---
	· ---
	· 1.4%
	· 8.9%

	Lexington, KY
	· 16.4%
	· ---
	· ---
	· ---
	· ---

	Milwaukee-Racine
	· 14.4%
	· 8.9%
	· 4.7%
	· ---
	· 2.6%

	Providence, RI
	· 12.0%
	· ---
	· ---
	· 2.0%
	· 

	Orlando, FL
	· 10.6%
	· ---
	· ---
	· ---
	· ---


Based on The Media Audit’s 2016 surveys
Participation Fluctuations

· SFIA’s 2016 State of the Industry Report also revealed that 56% of Americans 6 years of age and older participated in at least one high caloric burning activity per day, which is the best positive trend during the past 10 years.
· Despite that good news, core team sports participation declined during 2015 while total team sports participation increased 4% or more in baseball, cheerleading, ice hockey, lacrosse, rugby, indoor soccer, team swimming and flag and tackle football.
· According to the Outdoor Foundation, running, jogging and trail running; bicycling; camping; fishing; and hiking were the most popular outdoor activities of Americans 6–24. Skateboarding was #3 of the most favorite outdoor activities, replacing hiking.
Physical Activity Participation, by Generation, 2015

	Activity
	Gen Z
	Millennials
	Gen X
	Boomers

	Individual sports
	· 48.2%
	· 43.6%
	· 36.9%
	· 24.1%

	Racquet sports
	· 18.8%
	· 20.2%
	· 13.4%
	· 7.1%

	Team sports
	· 58.8%
	· 31.8%
	· 17.9%
	· 6.4%

	Outdoor sports
	· 61.8%
	· 57.4%
	· 51.4%
	· 38.6%

	Winter sports
	· 13.1%
	· 12.2%
	· 7.0%
	· 2.9%

	Water sports
	· 17.5%
	· 20.3%
	· 14.8%
	· 9.2%

	Fitness sports
	· 50.6%
	· 66.7%
	· 66.2%
	· 60.0%



2016 Physical Activity Council Report
Sports Consumption

· A comparison of summer 2016 survey data from The Media Audit for Buffalo, NY and Reno, NV reveals that almost a third of men 18+ in Buffalo, or 65.8%, and 55.1% in Reno shopped at a sporting goods stores during the past 4 weeks.
· Surprisingly, more adults 45–74 shopped at a sporting goods stores during the past 4 weeks than adults 18–44: Buffalo, 53.3% and 46.6%, and Reno, 53.7% and 45.2%, respectively.
· A media day analysis of both markets shows that billboards had the highest percentage in Buffalo, at 35.3%, while radio was #1 in Reno, at 22.9%. 

CrossTab Report of Adults 18+* and Associated Activities, 2016

	Activity
	Buffalo
	Reno

	
	· Percent
	· Index
	· Percent
	· Index

	Participated in hunting/fishing past year
	· 35.9%
	· 208
	· 41.3%
	· 227

	Participated in snow sports past year
	· 4.9%
	· 197
	· 21.7%
	· 225

	Participated in golf past year (3+ times)
	· 26.5%
	· 276
	· 12.5%
	· 213

	Exercised at health club past year (12+ times) 
	· 26.6%
	· 226
	· 13.7%
	· 120

	Attended college/pro sports event past year (3+ times)
	· 23.6%
	· 221
	· 24.1%
	· 303

	Followed sports on radio past year
	· 58.6%
	· 179
	· 29.7%
	· 154

	Followed sports on television past year
	· 87.7%
	· 123
	· 86.2%
	· 127


Based on The Media Audit’s 2016 surveys


* shopped at sporting goods stores during past 4 weeks
Retailers’ Scorecard

· According to Sports Insights’ 2016 Power Retailers Report, Dick’s Sporting Goods is flexing its muscle as the #1 sporting goods retailer in the US, with plans to open 5 stores in Houston, the home market of competitor Academy Sports + Outdoors.
· Dick’s other major retail goal is to become the industry’s leading omnichannel retailer and it’s well on its way, with a 19.0% increase in 2015 e-commerce sales, to $748 million, and a forecast of $1.2 billion for 2017.
· Dunham’s Sports, with 223 stores in 19 Midwestern states, has succeeded by serving secondary markets, having opened 11 new stores during in 2015 in such unlikely places as Elkins, WV; Wilkesboro, NC; Scottsbluff, NE; and Columbus, IN.
Top 10 US Sporting Goods Retailers, 2015 vs. 2014

	Retailer
	2015 Sales
	2014 Sales
	% Change
	Stores
	New Stores

	Walmart*
	$9.8 billion
	$9.6 billion
	+2.1%
	4,574
	58

	Dick’s Sporting Goods
	$6.9 billion
	$6.5 billion
	+6.0%
	644
	34

	Academy Sports + Outdoors
	$4.6 billion
	$4.1 billion
	+12.2%
	209
	20

	Target* 
	$4.4 billion
	$4.3 billion
	+2.4%
	1,792
	2

	Bass Pro Shops
	$4.3 billion
	$4.0 billion
	+7.5%
	98
	8

	Nike
	$3.5 billion
	$3.0 billion
	+16.7%
	218
	16

	Cabela’s
	$3.48 billion
	$3.2 billion
	+8.7%
	77
	13

	Sports Authority
	$2.5 billion
	$2.6 billion
	-3.8%
	463
	0

	Amazon*
	$2.31 billion
	$2.2 billion
	+5.0%
	1
	0

	Recreational Equipment (REI)
	$2.2 billion
	$2.4 billion
	-8.3%
	145
	5


SGB Weekly, April 2016 Issue




* US sporting goods/athletic goods sales only

Focus on the Feet

· Of the $64.8 billion in total consumer sporting goods purchases during 2015, $20.99 billion was in athletic footwear. During the past 2 years, Nike was the most-wanted athletic footwear, at 47.3%, essentially double #2 Adidas, at 23.8%.
· The Fall 2016 Piper Jaffray Teen Research Project reported that footwear spending among teen males increased 3%, to an average of $286. Among female teens, footwear spending increased 7%, to an average of $296.
· Often known as the silent giant among sporting goods retailers, socks are a major driver of apparel purchases, accounting for 9% of total apparel dollar sales during 2015.
Sock Unit Share, by Sub-category, 2013–2016 YTD (May)

	Category
	2013
	2014
	2015
	2016

	Quarter
	· 9%
	· 9%
	· 9%
	· 9%

	Crew
	· 49%
	· 50%
	· 48%
	· 41%

	Over-the-calf
	· 12%
	· 12%
	· 13%
	· 18%

	Low cut
	· 11%
	· 10%
	· 10%
	· 10%

	No show
	· 18%
	· 19%
	· 21%
	· 22%



SGB Weekly, May 30, 2016 issue
Additional Analysis

The National Sporting Goods Association’s (NSGA) Scouting the Hispanic Market study stated that “92% of Hispanic [Americans] consider sports and exercise extremely or very important to their family’s lifestyle, compared to 76% of non-Hispanics.”
Sporting goods retailers, therefore, should be proactively marketing to this consumer segment whether they are in a market with a small or large Hispanic American population. Such is the case with Cleveland, OH, where just 3.4% of the population is Hispanic American, and Miami-Ft. Lauderdale, where it is 48.6%.
Summer 2016 survey results from The Media Audit for these two markets reveal some interesting comparisons and contrasts.

Hispanic American Adults, 18+ Who Shopped at 

Sporting Goods Stores During Past 4 Weeks

	Metric
	Cleveland
	Miami-Ft. Lauderdale

	Men
	· 35.5%
	· 67.5%

	Women
	· 64.5%
	· 32.5%

	Adults 18–34
	· 58.4%
	· 37.3%

	Adults 35–49
	· 12.4%
	· 32.7%

	Adults 50–64
	· 25.9%
	· 20.7%

	Adults 65–74
	· <1%
	· 9.3%

	Income: <$15K–$25K
	· 11.8%
	· 15.6%

	Income: $25K–$50K
	· 23.0%
	· 39.7%

	Income: $50K–$100K
	· 12.0%
	· 34.5%

	Income: $100K–$150K
	· 37.7%
	· 3.9%

	Income: $150K+
	· 15.5%
	· 6.3%

	High school graduate or less
	· 16.0%
	· 18.1%

	Some college
	· 23.9%
	· 33.9%

	College degree
	· 58.8%
	· 36.3%

	Advanced degree
	· 1.3%
	· 11.7%



Based on The Media Audit’s Cleveland and Miami-Ft. Lauderdale Summer 2016 surveys
CrossTab Report of Hispanic American Consumers* and Associated Activities, 2016

	Activity
	Cleveland
	Miami-Ft. Lauderdale

	
	· Percent
	· Index
	· Percent
	· Index

	Participated in hunting/fishing past year
	· 23.7%
	· 133
	· 32.6%
	· 188

	Participated in snow sports past year
	· 36.0%
	· 615
	· 13.1%
	· 414

	Participated in golf past year (3+ times)
	· 41.2%
	· 496
	· 16.6%
	· 522

	Exercised at health club past year (12+ times) 
	· 53.5%
	· 284
	· 52.6%
	· 214

	Attended college/pro sports event past year (3+ times)
	· 25.3%
	· 317
	· 52.6%
	· 214

	Followed sports on radio past year
	· 81.9%
	· 242
	· 58.9%
	· 207

	Followed sports on television past year
	· 84.5%
	· 151
	· 89.6%
	· 136


Based on The Media Audit’s 2016 surveys


* shopped at sporting goods stores during past 4 weeks
Sources: U.S. Census Bureau Website, 12/16; Sports & Fitness Industry Association Website, 12/16; National Retail Federation Website, 12/16; Business Insider Website, 12/16; MarketWatch Website, 12/16; New York Post Website, 12/16; USA Today Website, 12/16; Reuters Website, 12/16; Physical Activity Council Website, 12/16; Outdoor Foundation Website, 12/16; The Media Audit Website, 12/16; Sports Insight Website, 12/16; SBG Weekly Website, 12/16; Statista Website, 12/16; National Sporting Goods Association Website, 12/16.
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