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Source:International Herald Tribune

The Bicycle Market Is Moving Westé

Global Sports  Market

2007 Best Estimates
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6

Global Sport Market Size Estimate
Release 2008

Based on consumer tracking (where available), 
statistical projections and our industry expertise

Figures are sell-out (retail VAT included), not wholesale

Copyright 2008. The NPD Group, Inc. All Rights Reserved. This presentation is Proprietary and Confidential

and 

may not be disclosed in any manner, in whole or in part, to any third party without the express written consent of 

NPD.
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7

Global Sport Market Size Estimate 2007 in 

Billion USD

4%

Trends

278 Billion USD
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How Does the Sport market Look Segmented 

by Universe of Products?
2007  In Billion USD and trend vs 2006

Footwear

+5%

55 billion USD

Equipment

+2%

67 billion USD

Apparel 

+4%

123 billion USD

Bikes (and related 

accessories)

+6%

33 billion USD
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Sport and Sport Inspired Apparel is Taking the 

Lion Share

Global Market Broken Out into 4 Segments % Value 2007

19%

11%

Apparel

Equipment 

Bikes
Footwear

20%
12%

24%

44%
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The largest players in the Industry

ÅNIKE
The brands

» Nike

» Converse

» Nike Golf

» Cole Haan

» Hurley

» Umbro (acquired on March 3, 2008)
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The largest players in the Industry

ÅShare of revenues

03 04 05 06 07

10.7 12.3 13.7 15.0 16.3

MM US$

03 04 05 06 07

1.38 1.75 2.24 2.64 2.93
US$

EPS
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The second largest 

and close second
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The adidas Group brands
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adidas-Group

ÅShare of revenues

02 03 04 05 06-07

6.5 6.3 5.9 6.6 10.1

MM ú

02 03 04 05 06-07

1.26 1.43 1.72 2.05 2.37
ú

EPS

# of employees: 25 000
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# 3: Puma
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Puma

ÅShare of revenues

05 06 07

1.777 2.369 2.700

MM ú

This company is now part of the PPR Group
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PPR Group

ÅThe brands of this group are:
ÅGucci

ÅBottega Veneta

ÅYves St-Laurent

ÅYSL Beauté

ÅFNAC

ÅConforama

ÅRedcats Group

ÅLa Redoute

ÅCyrilius

ÅCFAO
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The Amer Group

05 06 07

1.732 1.793 1.652

MM US$

EPS

1 0
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The Amer Group

The Brands

ÅSalomonðthe mountain sports company 

ÅWilson ðthe authentic ball sports brand 

ÅPrecor ðthe global fitness equipment leader 

ÅAtomic ðthe leading manufacturer of alpine skis 

ÅSuunto ðthe leading manufacturer of sports instruments 

ÅMavic ðthe leading cycling systems brand 

ÅArcõteryxðthe most progressive outdoor gear 
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The 4th Largest

ÅPrivately held company:

Over 1.5 MM US$
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The 4th Largest
ÅThe Brands:

Distinctly -styled, comfortable men's footwear for work and 

casual wear.

Action shoes that are the original synergy of good looks and 

active comfort.

Casual women's footwear with remarkable fit, comfort, 

performance and style.

Innovative performance products for lacrosse and hockey.

Performance products for lacrosse, soccer, field hockey and 

volleyball.

http://www.dunhambootmakers.com/
http://www.dunhambootmakers.com/
http://www.pfflyers.com/
http://www.pfflyers.com/
http://www.aravonshoes.com/
http://www.aravonshoes.com/
http://www.warriorlacrosse.com/
http://www.warriorlacrosse.com/
http://www.brine.com/
http://www.brine.com/
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ÅñFeeling the weight of your expectations on our 

shoulders, we will continue to improve ourselves 

ceaselessly.ò 

06 07

194.5 171.0

1.945 1.710

MM Yen

Approx. 

MM$

ASICS CSR Motto
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2004 2005 2006 2007

22 30 66 24

US$

Net 

Income

2004 2005 2006 2007

1200 1250 1300 1369
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Rossignol / Quiksilver
The brands:

Å Quiksilver

Å Roxy

Å D.C. Shoes

Å Hawk

Å Raisins

Å Radio Fiji

Å Leilan

Å Rossignol

Å Dynastar

Å Look

Å Lange

Å Kerma

Å Cleveland Golf
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ÅPrivately held company

ÅMain Shareholder: Stephen R. Rubin

ÅEstimates sales MMUS$ 1.51
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Å The brands
Å Berghaus

Å Boxfresh

Å Brasher

Å Clerk & Teller

Å Ellesse

Å Kangaroos

Å Kickers

Å Lacoste (licensee for 
footwear)

ÅMitre

ÅOne True Saxon

Å Red or Dead

Å Speedo

Å Ted Baker



Increasing the Value of International Sport Events

© synergy consult 2008.  All Rights 

Reserved.
page 27

Some other famous brands 

less than 1 billion $ in sales

ÅGoldwin

ÅLotto

ÅDiadora

ÅFila

ÅYonex

ÅDescente
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Increasing the value of International 

Sport Events

1. The sporting goods business

2. Sponsorships & the values of 

sport
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Positive Core Values Of Sport

Sport is (still) associated with positive core 

values ...

ÅWinning and winners (modern heroes)

ÅYouth and health

ÅTeam spirit

ÅFairness and comradeship

ÅOvercoming of boundaries and limits

ÅCompetitive but peaceful
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Strong linkage with consumers

There is a strong and easy link between Sport and 
nearly every consumer ...

Å Every consumer believes

ï He/she understands Sport

ï He/she is a genuine sportsperson

Å Every consumer watches or plays Sport and buys sporting goods

Å Consumers are influenced by icons, role models, many of which are in 

Sport

Å Sport has ñmergedò with Lifestyle, which is one of the major current 

consumption drivers
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Increasing economic impact

The business of Sport has developed into a 

powerful economic factor ...

ÅSports business generates a huge and very diversified 

turnover

ÅTypically growing faster than GDP

ÅWith significant potential in emerging markets

ÅFairly resistant to crises in mature markets
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So, what do sports brands want from sport?

SPORT'S KEY ASSETS

ÅOverwhelming 

presence   

ÅPositive values

ÅLinkage with 

consumers

ÅEconomic power

BRANDS' OBJECTIVES

ÅLeverage and visibility

ÅAssimilation of Brand and 

Sport values

ÅDirect access to and 

impact on consumers

ÅReturn on investment
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The case of the sporting goods industry

The Sporting Goods Industry has the highest 

continuing ñmarketing investmentò in Sport ...

Å Industry turnover: more than 278 billion USD

Å Marketing spending: more than 10% or 28 billion USD per year

ïApprox. 50% in Sports Marketing

ïApprox. 50% in Communication and Advertising

Å Sporting Goods Industry also probably has the highest impact 

from Brand investment in Sport
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Increasing the value of International 

Sport Events

1. The sporting goods business
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ñA partnership between host cities and 

international federations is key to increasing 

the value of future international sports 

events.ò

Source: AP
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International sporting events have become 

increasingly popular vehicles for achieving 

political, cultural & economic benefits for the 

hosting region/city.

Source: AP
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Harmonious values create a synergy mutually beneficial 

for all parties involved

ÅA dialog is key in order to partner the most 

suitable city an appropriate event
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ñédue to the increasing financial value of international sport 

events, it is no longer acceptable only to have a national federation 

as the sole party responsible for an event.ò 
Andrew Ryan (Director ASOIF)

Recommended Multidirectional Relationship
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Types of Sport Events

ÅType A

ïIrregular ïone-off, major event with certain 

economic activity
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Type A

Å Irregular, one-off, major international spectators 

events generating significant economic activity and 

media interest (e.g. Olympics, World Football Cup, 

European Football Championship).

ÅNowadays the positive economic impact of those 

events are unquestionable.
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Types of Sport Events

ÅType B

ïMajor spectators events
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Type B

Å Major spectators events, generating significant economic 

activity, media interest and part of annual domestic cycle of 

sport events (e.g. FA Cup Final, 6-Nations Rugby Event, Test 

Cricket Match, Open Golf, Wimbledon, Roland Garros, etc.) 

Due to the traditional nature of these events the spectator 

demand is well-known, thus broadcasting revenue is high and 

the risk is low.
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Types of Sport Events

ÅType C

ïIrregular ïone-off, major event with 

uncertain economic activity
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Type C

Å Irregular, one-off, major international spectator/competitor 

events generating uncertain economic activity (e.g. World & 

European Championships such as World Badminton, World 

Judo, World Boxing, World Indoor Climbing Championships.)

Å This is the most uncertain category in term of economic impact. 

The organizational issues are problematic and require a major 

commitment from IFs and cities.
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Type C (continued)

ÅSpectator forecasts are subject to large error margins 

as the tendency is to make highly optimistic forecasts 

that rarely materialize.

ÅThis events move from one city to another so that the 

cities do not necessarily have experience in hosting 

such an event.

ÅTherefore the experience knowledge and participation 

of IFs will crucial and efficient communication between 

all parties is vital.
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Types of Sport Events

ÅType D

ïAnnual cycle major competitor event
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Type D

ÅMajor competitor events generating limited economic 

activity and part of annual cycle of sport events (e.g. 

National Championships in most sports).

ÅThose events present a negative balance sheet, so 

that reason behind hosting them should be other than 

economic (other rationales are required).
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Types of Sport Events

ÅType E

ïCircuit Format
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Type E

ÅBecause of a contract signed between the city and the 

right holder of the sport event cities have a series of 

events taking place throughout the year which return 

year after year to the same host city.

ÅApart from benefits for sponsors, fans and media, the 

tangible (economic principally) and intangible benefits 

for cities are evident.
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Impact of events on cities

1. Urban impact

Å It is interesting to highlight that there are various ways of 
describing and measuring the contribution of sport. Being 
an economist you will assess the value of sport in sum of 
money; a physiologist will describe the effects of sport on 
the cardiovascular system; a sociologist will mention the 
consequences of sport to the socialization of young 
people and to the coherence of communities.

Å Different measures are needed for different purposes and 
they should complement each other rather compete.
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Impact of events on cities

2. Economic impact

Å As I have demonstrated earlier, sport is a multi billions 

dollars industry and has become a leading and central 

force in the lives of millions of people around the world.

Å I remind you that total sport sponsorship in 2007 has 

reached 28 billions dollars for the industry alone.

Å Over the last 50 years sport has developed from a 

substantial voluntary movement to a major industry  

spanning public, voluntary and private sectors.
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Impact of events on cities

3. Social Impact

Å How many times have we heard that sport is 

good for you?

Å Social benefits are numerous if they are 

understood in a broad way that include 

regeneration, legacy, cultural, social and 

environmental issues.
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Impact of events on cities

3. Social Impact (continued)
Å To maximize social benefits accredited to hosting 

sport events in cities and increasing the value of 

the investment, the following chart has been 

prepared by C. Anderson.




