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TEAM Business explores the newest decorating
technologies and machinery impacting team dealers

By Fernando J. Delgado

he next time you turn on ESPN and

see the latest uniforms that Nike has

created for the Oregon Ducks or the

most recent interpretation of the

University of Maryland’s uniforms by
Under Armour, pay close attention to the col
ors and designs of the jerseys. You just might
see those styles again at a field near you, on a
young football player who wants to emulate the
look of the players he also saw on TV.

The influence of hot uniforms on young play-
ers is not lost on team dealers. Understanding
the technology behind the newest uniforms is
an important first step for a dealer to better
connect with customers.

“Technology has dramatically changed the
industry in the last six or seven years,” said
Rich Hartley, vice president of sales at The
Graphic Edge, a custom screenprinter and
embroiderer based in Carroll, 1A, that offers
uniforms and teamwear among other clothing
products. The Graphic Edge is a 200-plus em-
ployee operation which runs 10 automatic and
seven manual screenprinting machines, four
number machines and 54 heads of embroi-
dery. With so many moving parts and overhead
costs, technological developments in decorat-
ing and embellishment machinery are essential
to improving the bottom line for operations like
The Graphic Edge, as well as team dealers with
in-house decorating capabilities.

“We no longer print with film positives, we
use laser jets, which is directto-screen digital
technology,” explained Hartley. “Currently we're
burning about 800 screens a day, so you need
to build efficiencies into production. We acquired
screens, we acquired a screen printing reclaim-
ing machine, and we use custom software that
runs throughout the facility, which is paperless in
all of its production. There's a laptop computer
at every workstation, accompanying every au-
tomatic, manual, screenprinting and embroidery
machine, and even heat presses.”

“Technology has dramatically changed how
we store art and process orders,” said Hartley.
“We don’t have to use huge file cabinets to
find old paperwork for re-orders, it's all done
digitally.”

Technology has advanced fabrics as well. “The
moisture management properties of garments
have drastically changed, both what we sell and
what's available,” he observed. “I've been in this
industry for about 25 years, and a long time ago,
no one wanted to wear a polyester t-shirt. Now,
that's normal. With the growth of certain compa-
nies like Under Armour, product offerings have
changed substantially. There’s a lot of good prod-
uct out there right now.”

Processes used to turn new fabrics into the new-
est, most stylish uniforms that team dealers are sell
ing also rely on technology. Bruce Perryman, owner
of Embroidery Unlimited, is a leading expert in
various decorating techniques and surveyed the
landscape of team uniform-related production
processes. “What I'm seeing is that sublimation
is coming on as a very strong market. Screen-
printing will always be around, but that comes on
the lower end of the spectrum. With embroidery,
you're talking about tackle twill, and those kinds
of appliques,” observed Perryman. “Placement is
getting kind of funky because most teams either
emulate a professional team or a college team.
Nike is very influential because of the very cre-
ative college uniforms that they do. Stahl's does
a great job in putting together product for the
marketplace in terms of team decoration. Every-
body has an eye toward the retail market and the
major sports teams.”

Metro Athletic in Minneapolis, MN, is an example
of a team dealer that lacks in-house decorating,
but that nevertheless relies on decorated uniforms
and apparel as a significant part of its business.
“We don't do it in-house, but we do all of it — a
lot of screenprinting, a lot of embroidery, a lot of
tackle twill, and sublimation’s playing a huge role
right now,” said Ryan Wenkus, sales representa-
tive for Metro Athletic. “When it comes to uniforms
themselves, a lot of the decorating is happening
at the factories that are making those uniforms.”

Whether a team dealer decorates inhouse, con-
tracts out to independent decorators, or orders
decorated pieces directly from vendors, staying
on top of the newest technologies used in some
of the core decorating processes is essential in
understanding the newest teamwear options and,
ultimately, keeping customers happy. m



SUBLIMATION
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ohn M. Strotbeck, founder of Boat-

house Sports, provided Team

Business with an inside look at his

company's manufacturing facility in

Philadelphia, PA, and shared his ex-
tensive expertise with sublimation.

“Digital sublimation, when we got into it,
there were maybe three companies in the
country producing uniforms using digital
printers and digital print heads,” recalled
Strotbeck. “Today, everybody’s trying to fig-
ure out the sublimation trick. And it's a very
difficult process because there are so many
variables that can affect the quality and satu-
ration of color in getting the final image.”

Boathouse, which started as an apparel
company specializing in the rowing busi-
ness, expanded to outerwear in 1990,
outfitting everyone from the NFL to U.S.
Soccer. “As a company, we realized that
being a little bit of something to everybody
wasn't the right place to be,” Strotbeck said.
“So we redefined ourselves.” The company
now produces outerwear, uniforms, training
gear and accessories for specific sports.
Lacrosse currently represents one of Boat-
house’s primary markets, along with foot-
ball, basketball, soccer, wrestling, and other
team sports.

Boathouse entered the sublimation busi-
ness because Strotbeck felt the company
could make a lighter, faster, better uniform.
Sublimation lined up with its ability to pro-
duce small runs of a highly customized
product, providing a “tremendous” amount

Epson’s Stylus Pro 7890 Sublimation
System 24 Inch Printer for Sawgrass'
SubliJet-E  Professional Sublimation
Printing System is designed for produc-
ing a high volume of high-end profes-
sional photo products where an 8-color
configuration is preferred and image
sizes up to 24 inches wide are required.
Epson 7890 is part of a turnkey subli-
mation printing solution which includes
Sawgrass' powerful and easy to use
color management software and com-
prehensive PartnerPlus support. The
unique combination of Epson's newest
TFP print head technology, advance
8-color algorithm and the SubliJet-E
Professional 8-color ink set makes the
7890 an excellent print engine for sub-
limation printing.

graphic value at an affordable price point. The
sublimation learning curve for Strotbeck and Boat-
house was challenging, as the company’s rejection
rate reached as high as 45 to 50 percent during
its first 18 months in sublimation production.
“Along the way, we learned all the things the
impact the quality of sublimation — everything
from air conditioning units 100 feet away, tem-
perature, to barometric pressure. It's still very
tricky from an execution standpoint,” he said,
adding that the company currently has a re-
work rate for sublimated items of about 6 to
7 percent, whereas all other Boathouse items
have a re-work rate of just one percent.

According to Strotbeck, who is a walking
encyclopedia of all things sublimation, the
method has taken a gradual trip from a niche
process that only a few companies dabbled in
to a hot, widely available decorating category
of its own with a multitude of vendors trying
to get a piece of the pie. “The reputation of
sublimation when we first started doing it six
years ago, was that of a low quality alterna-
tive,” he stated. “But with the advancement in
performance fabrics — specifically polyesters,
since sublimation must be done with polyesters
or polyester substrates — for sports in general,
both the quality of the garment that is executed
in sublimation and the sublimation itself have
gotten remarkably better.”

Something that both trained industry experts
and everyday athletes buying the uniforms
notice about sublimated products is the striking
color and design options, features not available
to the same extent with stock or traditional

Alleson Athletic’s Sublimated Full Button Mock Mesh Baseball Jersey is a sharp sublimated piece avail-
able in 4 styles and 4 fabrics. Pictured is the Reliant design, the most popular Alleson jersey design.

MSRP $76-$84 (depending on fabric choice)
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uniforms. “Sublimation is cool because you
get more bang for your buck,” said Embroidery
Unlimited’s Perryman. “You have better designs,
and the colors are more rich. More and more
people want to do sublimation because its
outcome is stunning most of the time.”

The Graphic Edge’s Hartley believes in the
staying power of sublimation. “From a uniform
standpoint, when | see companies like Russell
Athletic getting into sublimation, | know it's here
to stay,” he said. “We're selling a lot of uniforms
with sublimation.” Even though The Graphic
Edge does not sublimate in-house, sublimated
items have done brisk business with no signs
of it slowing. “I think it's here to stay, and what's
changed it dramatically over the past few years
is the quality of the fabrics that are available,”
Hartley continued. “When it first started eight

Photo courtesy of Boathouse

or nine years ago, the fabrics available for par-
ticular uniforms were not that great or varied,

" but some pretty cool fabrics have been devel

oped over the last two to three years. | think
that's what's gotten some major uniform manu-
facturers into the sublimation business.”

The entry of new players into sublimation is
something that Boathouse’s Strotbeck has cer-
tainly noticed. “The sublimation business over
the past couple of years has exploded domesti-
cally,” he said. “There are more inks available,
there are more delivery systems, more print-
ers, more papers, and there's more fabrics that
are ready for print and being developed helping
everybody get into the process.”

So how exactly does sublimation work? “The
beauty of our sublimation process is simple to
explain, but hard to execute,” Strotbeck said.
“One, there’s no limit to what you can do in a
sublimated garment. Anything you can design
that fits on the panels of the garment, any-
thing you can design on Adobe lllustrator, or
any picture, we can replicate.” Strotbeck de-
tailed incremental steps which include digital
creation of a file, moving the file to the equip-
ment for printing, and then printing inks through
print heads that are an inch and a half squared
and have 1600 nozzles. “Getting everything to
work as the product moves downstream is a
very complicated process.”

Fabrications on the sublimation side have
also moved forward, allowing vendors to offer
new cutting edge uniforms and apparel and ul-
timately giving team dealers more options to
offer to their customers. As performance fab-
rics started to become the default product in
the team business, more and more mills began
developing better fabrics.

“I think it's a little bit of everything — the ability
to add colors without really changing the price
could be a nice for some people, and it's a lot
easier and a lot cheaper to fill in on sublimated
uniforms than it is in traditional uniforms. Sub-
limation is as affordable as it gets in term of
uniforms right now,” Metro Athletic’'s Wenkus
said, explaining that customers buying a sub-
limated uniform jersey could save as much as
25 percent compared to a traditional uniform.
“To give an example, someone buying a Wilson
sublimated jersey, for say about $75, could ex-
pect to get the same jersey in tackle twill with
numbers sewn on everything, but it may cost
them about $100.”

Wenkus estimated that sublimated uniform
sales represent up to 60 percent of Metro
Athletics overall uniform sales, with baseball,
softball, soccer, lacrosse, and football selling
well, and the arrival of sublimated reversible
lacrosse and basketball practice wear stimulat-
ing sales even further. However, he also said

that the demand for sublimated uniforms var-
ies greatly depending on the selling area and
the particular team dealer. “Some team dealer
reps that don’t sell many sublimated uniforms
might say their coaches are traditionalists and
they don't want to look at it. | think it comes
down to whatever the salesman feels comfort-
able selling,” he said. m

-
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ill, as pictured
ere in the University
Virginia Baseball
sign. MSRP $76




EMBROIDERY

mbroidery is an embellishment tech-

nique enhancing nearly all imaginable

types of uniforms and teamwear, add-

ing lettering, numbering, and graph-

ics. And even though embroidery can
capture fine details, limitations exist. Tiny em-
broidering can be hard to read, and coloring
is limited to blocks. Despite the restrictions,
technological advancements have made em-
broidery and even more precise decorative
tool.

Ed Levy, director of software products and
marketing for Hirsch International, a worldwide
distributor of several leading textile machine
brands such as Tajima and MHM, highlighted
some relevant trends and machines that can
help team dealers become more aware of ad-
ditional decorating options for their selection
of uniforms. “One of the things that's popu-
lar in many sports uniforms is tackle twill,”
Levy stated. “It's typical for doing numbers
and names that go on the front or back of
a jersey.” Tackle twill allows embroiderers to
replace stitching with material in the form of a
solid number, giving the numbering a different
look and also streamlining the process.

A prominent machine exhibiting break-
through technology in embroidery, and a valu-
able tool for in-house decorators, is the Tajima
Sumo Singlehead embroidery machine. The
Sumo Singlehead is a large format embroi-
dery machine, the first of its kind and ideal
for large hockey and other types of sports jer-
seys in one hooping. “The Sumo is designed
exclusively with teams in mind,” said Levy.
“It cuts down on labor because of the single-
handling of the process. It allows name and
number combinations to be done in one shot,
versus having to do the name first, and then
reconfigure the garment and do the number.”

Team dealers have noticed another growing
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Tajima TWMX-C1501
Sumo Oversize
Embroidery Machine

trend in technology related to embroidery that
is cutting-edge — literally. “One particular new
technology being used more often by team
dealers and manufacturers is the singlehead
laser,” said Levy. “Everything is done right on
the machine with the laser. It's a really neat
process.”

“The latest technology for sewing appliqué on
team uniforms is now being done with a single-
head or laser bridge machine,” said Ed Balady,
president of BITO, an Oceanside, NY-based
company specializing in textile laser cutting

equipment and embroidery digitizing software.
“The big news is how much faster and easier
it makes the appliqué process.” He explained
that with traditional appliqué application, the
fabric has to have some degree of stiffness in
order to be positioned for sewing. With laser-
cutting, almost any type of fabric can be used
without a backing.

The laser cutting process begins with
a singlehead laser bridge hooked up to a
singlehead embroidery machine. Whether
singlehead or multi-head, the process involves



a laser-cutting unit built to work in conjunction with the embroidery
machine. After programming, the fabric is cut and excess fabric is
quickly removed. Next, the embroidery machine stage begins and the
cut fabric is sewn down.

According to Balady, laser cutting enables decorators to produce
more sophisticated appliqué designs up to four times faster than tra-
ditional methods, while “opening up the doors to a whole new world of
decorating options that were not production friendly before.” Laser
cutting is being used for professional, collegiate and high school team
uniforms, primarily basketball, football, baseball and hockey.

If a team dealer or manufacturer decides to start using a laser bridge
used over a multi-head machines, then it's safe to assume the volume of
their embroidery operations is massive, as the setup costs $200K and
up. The smallest laser bridge is meant for a minimum of 6 heads, with
some of the largest operations using 30 or more heads. A singlehead
embroidery machine with laser can be used to run 12 to 24 pieces
in-house, bringing down costs for the dealer. Such a setup can run in
the range of $25,000, just a fraction of the cost of a laser bridge used
with multi-head machines. Leading lasers available to dealers include
Seit and Proel lasers. Seit lasers only work with Tajima embroidery
machines, while Proel lasers, which are exclusively distributed by BITO,
can work with any manufacturer of embroidery machine.

Boathouse’s Strotbeck has noticed that the embellishment side of
team uniforms and apparel has seen some interesting changes in re-
cent years, particularly related to logos and images. However, he feels
that embroidery’s end result hasn't changed much in the past 20 years.
“There’s different thread types, textures, or embossing that can be
done, but in general it's still the same thing,” said Strotbeck. “Every-
thing’s done on automatic laser cutters these days.”

I i!ilﬂ#b!ti I

Boathouse Philadelphia Plant Embroidery Machine

Hirsch’'s Levy pointed out that hat embroidery has recently become
more widely-used. Numbers, team logos, and personalization on hats
are more prominent as customers are seeking out flashier headwear.
Embroidery Unlimited's Perryman agreed, the intricacy of design has
improved. “I've seen a lot of foam embroidery with hats, and placement
of logos on hats tend to be shifting too,” he observed. “The techniques
aren't as mysterious or mystical, it's the degree of difficulty of the
art and how it's completed in terms of technique. Some designs lend
themselves to certain processes.” m

Uniform decorated
with Proel Laser by
Scott Goldstone
owner Boxer &
Stone American
Clothing Company



SCREENPRINTING

Lids Team Sports Indianapolis Facility Screen Printing

n many ways screenprinting is the tried-but-true staple of team dec-
orating. While newer processes such as sublimation may be eye-
catching and trendy, screenprinted items remain the best-sellers
for dealers and offer a growing variety of options for teams and
individual athletes to customize their uniforms, apparel and teamwear.

“Screenprinting is still a fundamental piece of the team business,”
said Boathouse’s Strotbeck, who uses the process to produce basics
such as tshirts, performance t's, and jackets. “The biggest changes
there have been inks that stretch, high-visibility inks, reflective inks.
But for the most part, teams still want a sweatshirt with a nice basic
screenprint on it.”

For team dealers with in-house screenprinting, three levels of machin-
ery will typically be used: manual presses, startup automatic presses,
and full automatic presses. According to Joe Abreu, multimedia direc-
tor for M&R, a leading manufacturer of screenprinting machines, the
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price difference between a manual and automatic press is drastic, with
a manual press varying anywhere between $5,000 to $30,000, while
fully-equipped automatic presses with high-end digital features can
exceed $200,000. Given the price of higher-end automatic presses,
they are usually only found in largest scale manufacturing operations,
usually world-renowned brands or companies involved in high volume
manufacture of licensed products.

“A manual costs significantly less than an automatic press and is
ideal for doing short runs,” explained Tyler Dummett, president of
Workhorse Products in Phoenix, AZ. “Since some teams may need
only 12 to 24 uniforms, that order is not really large enough to make
it cost-effective to put it on an automatic press.” Workhorse offers
screenprinting machinery such as the Odyssey Manual 6 color/4 sta-
tion Screenprinting Press and the Javelin Freedom Automatic Screen-
printing Press. The general rule of thumb is that most in-house team



dealers will be using manual presses to run orders on 36 pieces or
less, as it is not cost-efficient for a dealer to print less than 36 pieces
per run using an automatic press. Starter manual presses can be pur-
chased for as little as $3,000, while full-featured manuals can run in the
range of $20,000-$30,000.

For larger team dealer decorators, technology allows faster print-
ing speeds made possible by automatic presses, evidenced by MHM's
Synchroprint automatic screenprinters including the X-Type and X-Treme
models. MHM presses are distributed by Hirsch Industries. “The MHM
screenprinting machine is designed for speed and changeover,”

MHM’s Synchroprint X-Type Automatic Screenprinting Press has a revolutionary AC
indexing system and a high power AC electric printhead drive that translates into
very fast printing speeds. The X-Type also features individual off contact front and
rear adjustments, which are critical when printing high density or other specialty
inks, separate squeegee and flood blade air pressure regulators which provide
greater squeegee pressure control, and a time-saving preregistration screen system
featuring the MHM pinlock.

said Hirsch’'s Levy. “It really shines because it reduces time in setup
for a job.” The X-Type's increased printing speeds are made possible
by a state-of-the-art AC indexing system and a high power AC electric
printhead drive. It also features a 20-by-23 inchprint for substantial
coverage, while an oversize version offers a 32-by-40 inchprint area.

According to Workhorse's Dummett, an automatic press such as the
Workhorse Javelin Pro is ideal for dealers and sporting goods stores
when screenprinting league logos on large orders (several hundred)
of team uniforms, or any runs of pieces numbering 36 items or more.
However, automatics are not suited for printing team uniform numbers,
since each number is unique to an individual player.

M&R offers an impressive line of screenprinting machines running
the gamut of features and production capabilities. For any team deal-
ers getting into in-house decorating, a match can likely be made with an
M&R machine, from smaller mom & pop operations to larger regional
and national dealers. “Some of the designs we see on shirts nowadays
are radically different than they were 20 years ago, so screenprinting
has advanced quite a bit,” said M&R'’s Abreu. “If you're just starting out,
your system needs to grow with you. There’s more technical require-
ments to consider that are going to be important later on.” He said a
baseline M&R Sidewinder press is an ideal entry-level manual press for
team dealers starting up an in-house operation. He also recommended
the Chameleon manual production press for mid-sized team dealers
working exclusively with short runs of 12 to 24 pieces.

For larger team dealers looking to ramp up production, M&R offers
the Diamondback S automatic press as a great entry-level automatic
option, and the Sportsman EXG automatic press, which is ideal for any

size shop. “Short run screenprinting is expensive,” continued Abreu.
“It's expensive because you have numbering screens and numbering
artwork — which are pretty much universal — in addition to a custom
set of screens for custom logos. For 15 shirts, that dealer is going
to generate a full set of screens that's going to be used 15 times and
then they're done. Then the screens have to be reclaimed. That's all
labor-intensive and time-intensive.” According to Abreu, the cost and
time involved in the process accounts for team dealers charging their
customers per-screen setup charges and art fees up to $50. “The goal
for us at M&R is to build equipment that's very durable, and equipment
that’s going to be easily maintained,” he concluded. m

Workhorse’s Odyssey 6-Color/4-Station Manual Screenprinting Press is a great
way to get started doing short-run spot-color jobs and name drops without making
a big investment. The Odyssey offers multicolor capability at minimal expense, and
has a compact design and tubular steel construction along with features such as
adjustable off contact, adjustable screen angle, and microregistration. On aver-
age, the press can output about three-dozen shirts per hour.

M&R’s Chameleon DD Manual Screenprinting Press offers revolutionary two-tier
design, unrivaled expandability, and rugged construction. Chameleon’s expand-
ability also allows manual owners to meet current color capacity needs with a
Chameleon 4, 6, or 8-color press, with the option of adding future color capacity
by expanding the Chameleon instead of purchasing a new press.

TEAMBUSINESSDIGITAL.COM 11



OTHER TECHNOLOGIES

Stahl's Hotronix Air Fusion Heat Press

racking technologies will help team

dealers keep their bases covered. As
seen with the explosion in sublimation, today's
niche technology could become tomorrow's
industry standard. New materials will always
influence staple processes like screenprinting,
embroidery, and sublimation, but they can also
impact newer techniques.

“The big changes for us in outwear has
been in fabrics,” explained Baothouse's Strot-
beck. “Ten or twenty years ago, the outerwear
offered to athletic teams was pretty much
straightforward nylons and basic wovens. Boat-
house was innovative from the start in that we
started to bring in more performance-oriented
fabrics almost from the beginning.” The com-
pany introduced Gore-Tex to the team business
in 1993, even though industry experts doubted
the company’s ability to sell items such as rain
jackets at higher end price points. Boathouse

has turned over multimillion dollar business for "N-.\

almost 20 years since then. Hirsch Kornit Breeze 921 Desktop Size Direct to Garment Digital Printer
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In keeping with the spirit of introducing new fabrics, Boathouse has
also brought three-layer softshell fabrics into the team business market.
“It's actually a fabulous fabric for the team business because it really
matches what athletes want today, which is more technical fabrics that
are a little closer fit and lighter in weight,” noted Strotbeck. Stretch-light
fabric, a singleply stretch polyester with moisture wicking ability and
some thermalretention qualities, is another advancement in materials
that Boathouse has introduced recently.

When it comes to new technologies involved in decorating processes,
GroupeStahls’ Chief Sales Officer Dave Wheatley strongly believes that
heat printing is an essential technology for team dealers. “| say that ev-
eryone involved with apparel and uniform decoration should have at least
one heat press,” said Wheatley. “The fantastic value with heat printing is
that you do not have to own your own cutters, transfer printers and the
like. You are able to design custom products specifically for your clients,
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have them delivered, typically within a few business days, many times
quicker, and apply with the heat press. No mess, no maintenance, no
extra production space, just heat print it and deliver.”

Stahl's offers the new Hotronix Air Fusion, the only auto-open, auto-
swingaway heat press of its kind. According to Ben Robinson, general
manager of Stahls’ Hotronix, in Carmichael, PA, the Air Fusion’s fully
threadable lower platen makes it much easier to put garments on and
take them back off. Garments are positioned on the lower platen and
can be rotated from front to back and side to side, making it easier to
put heat-applied graphics faster. Threadability, a term coined and trade-
marked by Hotronix, also eliminates the need for pads and pillows and
makes it easier to print garments with seams and zippers. Collars, but-
tons and seams can be positioned in different positions — for example,
off the edge or underneath the platen - creating a smooth, flat surface.
Ultimately, the heat press cuts down on production time and manufactur-
ing errors.

Boathouse has invested in Heat Seal garment labeling, a technique
based on heat pressing used for smaller orders, in cases when screen-
printing will not adhere to the garment. Heat Seal
machines, which are available as part of a digi-
tal process, also allow for more flexibility in
design, as screenprinting is limited by the
number of colors or order specifications.
Weighing only 15 pounds, the machines
are easy to move and could prove to be a
beneficial tool for team dealers undertak-

ing small runs of decoration.

Digital direct to garment printing is
another technology that has become
more commonplace. More designs are
being created on desktops and laptops
than ever before, and the capabilities of
new printers bring such dynamic designs
to life. The Kornit 921 Breeze, offered
by Hirsch International, incorporates the
technology of Kornit's larger industrial-
grade directto-garment printers with a

unit that will work from any desktop or
laptop computer. The Breeze is an entry-
F' level printer that allows the decorator to print
lights and darks, and also has a builtin system
that automatically applies pretreatment solution
to the shirt inside the machine.
Another trend in decorating for the sporting goods
market is combining more than one major process on
a single piece, known as multimedia decorating. For ex-
ample, screenprinting can be used for wording on a jersey,
while applique can be embroidered on in the form of additional

¥ lettering or numbering to complement the other process, or vice

versa. Combining processes even further diversifies available options
in uniforms and apparel. Manufacturers such as Alleson Athletic are em-
ploying combinations of processes to produce items more frequently, and
other vendors and team dealers will likely follow suit. “Multimedia creates
more visual appeal and more dimension and texture to the design,” said
BITO's Balady.

Thanks to innovations in digital printing and software, in addition to
continued advancements in fabrics and in techniques, the future of deco-
rating looks bright. m
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Easton-Bell Sports
Sales Manager - Apparel

The Sales Manager - Apparel will be responsible to
establish the selling foundation of our emerging Giro
- Apparel business. The ideal candidate will have
proven experience in successfully creating an initial yet
scalable sales program to meet and exceed business
and market expectations. The Sales Manager - Apparel
will implement all dimensions of sales management
(i.e., strategies, forecasting, pricing, competitive
landscapes, market conditions, and customer/field
sales support programs) at the regional level....

0GIO
Embroidery Coordinator

0GIO, the designer of uniquely styled collections of golf
bags, apparel and accessories, needs an additional
embroidery coordinator in order to support its rapid
growth in the golf market. Position is responsible
for managing and overseeing all artwork creation,
digitization development, stitch out approvals, color
coordinating all logos for embroidery and managing
the logo library files. ..

Vitalsox
Sales Representative

Vitalsox, the Italian manufacturer of technical sports-
specific socks, has several sales territories available
in conjunction of the launch of a new line of Hunting
& Fishing technical socks and apparel. If you are an
experienced independent sales rep in this industry, and
you want to sell only the very best product, then this
is for you! As only the Italians can do, this new line is
stylish yet technically functional and beneficial to the
wearer. ..

new balance

New Balance
Senior Apparel Designer

As the Senior Designer on our Running Apparel line,
you will be responsible for applying your strong design
skills, innovative thinking and technical experience in
athletic apparel toward creating new products, and
technologies for specific product categories. You will
act as a role model within the Design team with the
goal of continuously advancing product performance
and excellence. In this integral role, you will shape
design direction and design product with an in-depth
knowledge of costing, performance and fit. ..

EVERT SEASON STARTS AT
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Dick’s Sporting Goods
Regional Retail Recruiter — Field Stores

Department / Location: Human Resources /South
Region. This position will be store-based reporting to
the Manager of Talent Acquisition/Field

Responsible for all recruiting activity in a region with
stores in AL, AR, FL, GA, LA, MS, TN and TX; recruitment
will focus on Store Managers, Sales Managers, Golf
Professionals. Develop and maintain strong working
relationships with Field Operations Management
teams, including Store Managers, District Managers. ...

Forty Seven Brand
VP Marketing

Responsible for developing and executing product
management and marketing strategies that build brand
equity, maximizing market opportunities, coordinating
key merchandising initiatives that drive the financial
goals of the company and meeting the market needs of
the consumer. Direct the Forty Seven Brand consumer
message nationally in alignment with our marketing
strategies. ..

79)
Daiwa Corporation
East Coast Sales Manager

The East Coast Manager will develop and generate
brand presence with retailers, distributors and buying
groups nationally to expand brand awareness. Attend
trade shows, distributor shows, buying group shows,
consumer shows and sales meetings. The territory
includes the Midwest, Great Lakes, Northeast and
Southeast United States. Applicants must be able
to build strong customer relationships and interact
with key customers and buyers and work close
with inventory planning personnel, replenishment,
operations and supply chain management. ..

Lr
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Smartwool
SmartWool Development Director —
Apparel & Accessories

The SmartWool Development Director is responsible
for leading, managing, and executing the work of the
apparel and accessories development team including:
oversee the development of seasonal apparel and
accessory product lines from concept through
production ready samples/spec packages; manage
raw material development; manage contractors as
needed; drive innovation and executing development
of fabrics, yarns. ..

Simms Fishing Products
Logistics Manager

Logistics Manager will manage the entire worldwide
logistics process to deliver products to customers on
time and at a competitive cost. This role is responsible
for the management of all logistics providers and U.S.
Customs compliance. He/she will manage the Simms
Shipping and Inventory Control teams to receive,
inspect, inventory and ship products.

Managing 3rd party logistics providers for freight,
insurance, and customs brokerage. ..

FOR INFORMATION CONTACT 704.987.3450 OR SPORTSJOBS@SPORTSONESOURCE.COM
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