
5 elements disrupting the 

sporting goods industry

and 5 eCommerce 

solutions that brands and 

retailers are using to win 

the digital consumer.
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Retail As We 
Know It
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“
  The U.S. retail landscape - 
 -is ‘not in a steady state’ as -     
-consumers spend more online - 
-and make fewer visits to -  
-brick-and-mortar stores. - 

  That behavioral shift has -   
-resulted in hundreds of store -  
-closures and higher promotions,-  
-putting pressure on major -   
-retailers and apparel and -  
-footwear makers like Nike that - 
-depend on them for sales. - 

Nike Chairman and CEO 
Mark Parker
Source : Forbes ”
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What’s happening?

The way consumers discover, 
explore, purchase, and engage 
with your store/brand 
is changing:

● Foot traffic in sporting goods 
stores is on the decline. 

● When visiting stores, consumers have a 
mini price checker in their pockets (their 
phones!) that allows them to quickly 
compare products and brands. 

● There are more and more products 
available, especially as clothing brands 
move into the workout/athleisure 
market. 

● Consumers increasingly want to 
purchase directly from brands. 

● Engaged consumers want exclusive or 
rare items, not just the 8 generic models 
that everyone else has. 

New consumer expectations

Consumers expect personalized 
experiences, a faster pace of 
innovation for new products, 
and unique in-store experiences 
that give them a reason to 
show up. 

How are brands and retailers adjusting?

Slowly. Many are struggling to keep up
with the pace of digital developments and 
adoption. Consumers are moving faster than 
brands and retailers.

THE NEW  SPORTING
GOODS CONSUMER

Behavior &
Expectations

1
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Who is eating up  your market? 

Not who, but what? 
Expectations &  habits. What are others doing?

Many brands and retailers are using 
this consumer-driven shift to make 
huge gains. As can you. 

From bike retailers to bike brands to 
footwear manufacturers, the following pages 
will help you understand who’s winning, how 
they are doing it and what you can do to 
achieve similar victories. 

It’s game time. 

In the US, over 55% of consumers start 
researching products on Amazon. This 
research process happens at all times of the 
day or night, sometimes while waiting in line 
for a coffee. 

Print and television ads are no longer 
effective mediums for reaching younger 
consumers. This age group turns to social 
media and influencers for inspiration on 
what to purchase. 

One-click purchases, same-day delivery, 
endless selection and inventory … the 
pressure is on for both retailers and brands 
to meet the digital consumer’s expectations.

THE NEW  SPORTING
GOODS CONSUMER

What Has 
Changed 
And What 
Can Brands 
& Retailers Do?

1
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YOUR PRIORITIES AND NEXT STEPS

Actionable 
Insights
+ 
eCommerce 
Checklist

Gather qualitative and quantitative data 
on your existing customers and analyze it 
for insights. 

With that data, create buyer personas to 
better understand your customers’ 
motives, preferences, buying decisions 
and patterns. 

List all of your customer touchpoints. 
Map them out as an omnichannel 
ecosystem, not silos.

Look at pain points and identify 
opportunities to improve customer 
relations and conversions. 

Benchmark the competition and sector

THE NEW  SPORTING
GOODS CONSUMER

Understand the customer’s 
journey with your brand

1
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Product 
Information 
Is More 
Important 
Than Ever
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Inconsistent or incomplete 
product information 
is costing you sales. 

Every product must now be accompanied by
a story about that product. When product 
information is inconsistent across platforms, 
it feels risky to consumers who will therefore 
be less likely to buy. 

With more customers consulting user reviews 
before purchasing, a content strategy and 
product information management is an 
eCommerce “must-have”. 

A Product Information Management (PIM) 
solution has become an essential tool for 
fueling growth across markets and borders.

Product information 
is actually at the 
heart of eCommerce. 

We’re talking about product images, videos, 
descriptions, technical specifications lists, sizes 
(which vary by country!), materials, colors, 
weight, etc.

Consumers want and expect in-depth and 
accurate product information, regardless of 
channel. Product information affects SEO, 
conversion, cross-sells and ultimately, revenue.

Problem is, channels have multiplied over the 
past few years and will continue to do so. 

9

Product 
Information 
Is More
Important 
Than Ever
… AND HAS NEVER BEEN HARDER TO 
MANAGE AS CHANNELS MULTIPLY

2
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BRIDGE THE CONTENT GAP WITH A PRODUCT 
INFORMATION MANAGEMENT (PIM) SYSTEM 

2

Solution: 
Centralize 
Your Product 
Information
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The Future of Sporting Goods Retail:
an eCommerce Disruption



Put all product information in the 
same place, then synchronize it 
across channels. 

Oh, and faster ROI.

Get out of “Excel Hell”; that frustrating, 
costly multiplication of asynchronous files 
and spreadsheets with some/most/all? of 

your product information. Is this complete? 
Up to date? Are all products included?  
Spreadsheets and ERP exports are simply 
unfit for the task.

PIM makes it cost and time-efficient to 
create, enrich and share high quality digital 
assets for thousands of products across 
multiple channels.  

The end-customer has a better, more 
coherent purchasing experience and are 
therefore more likely to continue doing 

business with you. 

Improve productivity, collaboration and 
consistency across channels in order to 
improve trust, SEO and conversion rates.

Internally, you’ll reduce time-to-market
for new products as the PIM connects 
to your ERP, POS eCom, etc. With 
automatic enrichment, a supplier’s 
retailers/wholesalers and marketing teams 
connect directly to get complete, up-to-date 
product information.

You’ll be faster AND easier to buy from or 
sell for. 

11
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Brand Manufacturer 

GARNEAU

International bicycle brand GARNEAU is 
building the toolkit to give their retail and 
channel partners what they need to easily 
move products with access to rich, 
up-to-date product information, all from a 
centralized location. 

Detailed product information is important 
to bike enthusiasts who research and 
compare products before purchasing. 
Garneau is building and enriching the 
content infrastructure that will allow them 
to support a move into new geographic and 

linguistic markets and online marketplaces. 

Retailer 

MonkeySports

One of the world's largest retailers of hockey, 
baseball, softball and lacrosse equipment, 
MonkeySports operates multiple sites in 
multiple markets and countries. 

They are migrating their catalog of over 
200,000 products (and growing) to a 
centralized PIM platform, which connects to 
their ERP and eCommerce platform - 
increasing the speed at which they can 
promote and sell new products from vendors 
and syndicate product content across 
platforms, easily incorporating new languages 
and accessing new channels.  

The Business
Case for PIM 
Implementation
PIM IMPLEMENTATION AND EXAMPLES 

2
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monkeysport.com
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Actionable 
Insight 
+ 
eCommerce 
Checklist

Evaluate: does your product 
information creation currently delay 
product releases? 

Calculate: How many SKUs do you sell/ 
manage? How many will you have in 3 
years?

Quantify: how much money and  
resources are wasted searching 
for/reproducing content and product 
information that already exists?

Implement a Product Information 
Management (PIM) solution to provide 
richer product information and media 
assets to current channels so they can 
promote and sell your products more 
efficiently.

Develop a content / product 
information strategyPRODUCT CONTENT IS 

MORE IMPORTANT THAN EVER

2
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YOUR PRIORITIES AND NEXT STEPS

Absolunet. & Inriver 
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The 
Marketplace
Challenge

3
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Amazon: 
The Imminent 
Threat to 
Brands 
and Retailers

THE MARKETPLACE CHALLENGE

Losing control of your brand, 
products and pricing. 

Marketplaces present a control issue; 
if a reseller (authorized or not) starts 
discounting your products on Amazon, 
Walmart.com and others will match those 
low prices automatically, creating the 
downward spiral of a product’s value. You 
may only find out when it’s too late. 

Sports Authority’s bankruptcy flooded the 
market with some $400m worth of 
liquidated merchandise, some of which 
ended up on marketplaces from third-party 
sellers.

As channels multiply and automation 
thrives, expect this possibility to increase.

So what can a sporting goods brand or 
retailer do to protect themselves? 

You can’t beat Amazon & co. 
in a head-to-head battle. 

Big eCommerce platforms/marketplaces 
can afford to sacrifice margins in 
exchange for market share. In fact, this is 
Amazon’s strategy. 

Amazon, eBay and Alibaba are paving the 
way in terms of eCommerce experiences. 

Amazon generates a unique landing page 
personalized to each user. They offer 
same-day delivery and have the most 
reviews. It shouldn’t come as a surprise 
that half of U.S. households are Amazon 
Prime Members. Once customers 
experience Amazon, they expect a similar 
level of convenience from all their digital 
shopping experiences. 

3
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Solution: 
Leverage 
Marketplaces

Use marketplace management tools to 
ensure governance and optimization.

A marketplace/multi-channel management 
tool like Channel Advisor automates product 
exports to marketplaces and other marketing 
and sales channels while ensuring oversight. 

Orders and performance data flow back 
through the system, where results are 
measured and analyzed to help optimize your 
eCommerce strategies. 

Combined with a country-specific pricing 
policy, a smart marketplace strategy allows 
you to capitalize on each marketplace’s 
strengths without cannibalizing your existing 
channels and agreements.

Amazon is a channel like any 
other. Well, almost.

What if you could get your products into 
the hands of the world’s largest retailer, 
who reaches more consumers than 

anyone else, offers same-day delivery 
and has a relentless focus on improving 
the customer experience? You can. 

Marketplaces (Walmart, Google 
Shopping, Amazon, eBay, Home Depot, 
Lowe's, etc.- that’s right, major retailers 
are shifting to a marketplace model) allow 
brands to gain visibility and margins. 
Have we mentioned that HALF of U.S. 
households are members of Amazon’s 
premium service? 

Distributors don’t have to be left out; 
with eCommerce marketplaces, they 
have a new channel to push sales and 
inventory. The key is to always keep 
control while growing and supporting 
your existing channels.

USE THE WORLD’S STRONGEST 
ECOMMERCE PLATFORMS  
TO YOUR ADVANTAGE WITH A
MARKETPLACE STRATEGY

3
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Brand Manufacturer 

KAMIK

Iconic Canadian boot/footwear brand 
Kamik has had products on Amazon for over 
10 years. 

The brand has recently started selling direct 
to consumers, allowing it to promote and 
position new and exclusive products as well 
as their best sellers, thereby reaching a 
broader target audience.  

Being both “seller” and “vendor”, Kamik has 
essentially regained brand control while 
leveraging Amazon’s top-notch fulfillment. 

The Business
Case for 
Marketplace 
Management
EXAMPLES OF BRANDS
LEVERAGING MARKETPLACES

2

Retailer 

NIKE

NIKE famously resisted establishing a 
marketplace presence due to brand 
quality/visibility concerns. 

However, their products were already being 
sold online by authorized and unauthorized 
3rd party sellers at all sorts of price points and 
with lackluster descriptions and visuals. 

Nike has since become one of the most famous 
brands present on Amazon and has taken 
measures to curb unauthorized 3rd party 
sellers on the platform, while focusing on 
protecting brand integrity, existing channels 
and marketing message. 

17
kamik.com

The Future of Sporting Goods Retail:
an eCommerce Disruption



18

Actionable 
Insight 
+ 
eCommerce 
Checklist

Marketplace audit + analysis:
How many searches are made on Amazon 
for your brand and/or products? Who is 

selling your product and at what price? 
Which competitors are present on which 
marketplaces? 

View Amazon as a marketing tool 
and define how it could be leveraged 
to increase brand awareness and
drive traffic to your own digital 
properties. 

Research: how compatible are you with 

major marketplace fulfillment operations? 
(Fulfillment by Amazon (FBA), for 
example).

Choose: which subset of products, if 
sold on a marketplace, would allow 
you to promote your brand and sell 
without hurting your brand or margins?

Integrate a marketplace management tool 
(Channel Advisor, Elliot) with your current 
environment/commerce solution. 

Acquire marketplace capability

THE MARKETPLACE CHALLENGE

3
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YOUR PRIORITIES AND NEXT STEPS
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Product 
Innovation 
and the 
Speed Trap

4
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Consumers want the next big thing, 
right now.

Gone are the days of 1 product line per year. 
Even clothing lines have moved from 2 or 4 
seasons to 10 rollouts per year.  

The era of “instant” and “custom” is upon us 
and consumers are rewarding brands who 
are able to match their ever-changing tastes 
with speedy delivery of new products, styles 
and custom-made pieces. 

From shoes to shirts to everything in 
between, the pressure to get new products 
to market fast has never been as intense as it 
is today. 

Current time-to-market speeds 
won’t meet expectations. 

Consumers are calling for fast fashion, including 
in sporting goods and sportswear, which means 
quicker product life cycles. Easier said than 
done, of course, but this needs to be at the heart 
of your business and digital roadmaps. 

Product lifecycle, innovation, time-to-market, 
leveraging data, supply chain management, 
eCommerce capability, order management and 
inventory: every logistical element will feel the 
effect of this increase in speed. Combined with 
consumers’ desires for custom products, your 
ability to keep up will either set you apart or 
leave you behind. 

PRODUCT INNOVATION
AND THE SPEED TRAP

The Rising 
Pressure 
on Product 
Lifecycle 
Management 

4
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Speed up production cycles and improve time 
to market by interconnecting your systems 
and suppliers

Consumer feedback, whether explicit or implicit, 
will help, but only if your systems and stakeholders  
- from design to sale and after - are on board, in the 
loop and involved. This is commonly called 
collaborative product commerce (CPC).

Involve suppliers and other partners as early in the 
product's planning process as possible, allowing for 
greater and more efficient coordination from the 
ground up.

Master dropshipping

Dropshipping; shipping direct from the 
manufacturer or main warehouse allows brands to 

increase their reactivity to consumer demand while 
simultaneously helping retailers to expand their 
product selection. It also provides a lot of infor- 
mation on who’s buying what and where - making it 
easier to respond to changing consumer demands. 

This strategic decision has operational impacts, 
which must be considered and roadmapped in your 
eCommerce Business Plan (eBP).

GET CLOSER TO THE FACTORY  AND  TO THE CONSUMER

Solution: 
Go Agile, Go Direct. 4

Collaborative Product Commerce (CPC)

21
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Brand Manufacturer 

GARNEAU

Garneau has a factory in Canada, a plant in 
Mexico, 75 suppliers in Asia and sells 
products in 50 countries. Their offerings 
range from technical cycling apparel for 
teams and cycling events, to bikes for all 
levels (from weekend cruisers to Tour de 
France racers).
 
In 2017, Garneau implemented their 
“Dream Factory” custom program, inviting 
cyclists to customize their bike design, 
including colors, decals and accessories 
online - as well as designing their own 
cycling apparel. The eCommerce platform 
and customization tools make it possible 
for Garneau to provide cyclists with the 
exclusivity they crave. They willingly pay 
extra for this kind of customization. 

Brand Manufacturer  

WARRIOR HOCKEY

The Warrior brand of hockey and lacrosse 
equipment has always been about 
innovation, including being among the first 
to offer players the online tools to 
customize and design their hockey gloves, 
goalie equipment and even hockey sticks 
with their own designs and colors - up to 
18 colors applicable to 15 areas/parts for 
goalie equipment - to which you can add 
embroidered names, team logos, etc. 

The custom design is then produced and 
shipped within weeks to teams and players 
who enthusiastically use and share images 
of their unique equipment, prompting 
others to do the same, strengthening 
Warrior’s position as “the player’s brand”. 

Brands Bridging 
The Innovation
Gap
TIME-TO-MARKET, INNOVATION AND 

THE ERA OF CUSTOM

4
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Actionable 
Insight 
+ 
eCommerce 
Checklist

Look into Collaborative Product 
Commerce and integrate systems and 
stakeholders to improve the speed at 

which you can introduce new products.

Market research: is there a potential 
market for custom/configurable 
products? 

Analyze: how could you support this 
initiative from a production standpoint?

Tech: make sure your eCommerce 
platform can support product 
configuration or custom product creation 
(it almost certainly can, with the right 
connectors).

Own the chain: approach top retailers 
about drop-shipping.

Implement drop-shipping: analyze 
internal operations (fulfillment, logistics, 
systems, customer service, etc.) and 
match those against retailers/suppliers.

Improve product lifecycle 
management + speed of innovation

PRODUCT INNOVATION AND THE 
SPEED TRACK

4

23

YOUR PRIORITIES AND NEXT STEPS
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Consumer 
Touchpoint 
Multiplication

5

The Future of Sporting Goods Retail:
an eCommerce Disruption



Voice, email, online, mobile, 
in-store, social ...

Consumers now decide how they interact 
with you, which means that brands and 
retailers must be present and available on 
multiple channels. 

OMNICHANNEL CAPACITY +EXECUTION

Consumer 
Touchpoint 
Multiplication 

Channel multiplicity + complications 

Omnichannel creates more opportunities for 

connection but also puts you at risk of being 
incoherent, as consumers see these channels 
as interactions with a single, common entity: 
your brand. 

Omnichannel Risk / Reward

Get it wrong and you’re seen as an out of 
touch corporation. Get it right and you’re the 
customer’s BFF. Either way, they’ll tell their 
friends. 

5

25

The Future of Sporting Goods Retail:
an eCommerce Disruption



Must-have eCommerce/
omnichannel capabilities

Making and keeping 
your eCommerce promises 

Aligning all of your channels means 
reimagining your customer service, from 
pre-sales to transaction, from order fulfilment 
to helping with product ownership. 

Your eCommerce and back-end systems must 
be connected and provide your front line 
people (and interfaces) with the information  
they need to assist consumers at all levels of 
brand interaction. 

The potential for 1:1 interactions with 
your customers. 

With your back and front-ends in order, 
strategies like on-site and email segmentation 
and personalization won’t seem impossible. 
Reaching a level of omnichannel eCommerce 
capability gives you room to become an 
industry pace-setter. 

● Buy-online, pick-up in store.

● Automated notifications for 
customers (package shipped, 
received, item back in stock).

● Segmentation and personalization 
(on-site and in communications).

● Coherent and complete product 
information.

● Order management.

● Real-time inventory checks.

Solution: 
Omnichannel 
eCommerce 
Capability
ARCHITECT*  YOUR  SOLUTION AROUND 
THE CUSTOMER AND THE CUSTOMER 
JOURNEY.

*Not an actual verb, we know. 

5
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Retailer

PRIMEAU VÉLO

Primeau Vélo did what many retailers are 
afraid to do: reboot their business to bridge 
the digital gap. “Going all in on omnichannel 
was a turbulent but necessary change,” said 
Éric Primeau, President of Primeau Vélo. 
“Let’s be clear: we literally changed 
everything.” 

Two years in, Primeau’s revenue is growing 
25% annually while other bike stores are 
shutting down. Digital drives $9 of in-store 
revenue for every $1 sold online, a 9:1 
ROPO Ratio.

20% of in-store customers use online chat to 
ask questions before coming and 1 in 3 
in-store customers arrives, phone in hand, 
looking for specific products. View case study. 

Retailer

SAIL + SPORTIUM

After leveraging PIM to go from 3,000 SKUs 
to over 75,000, Canada’s outdoor goods 
superstore (SAIL), along with sister sporting 
goods store Sportium, focused their digital 
efforts on using SEO and digital ads to drive 
both online and in-store sales. 

Onboarding long-time customers while 
converting new consumers into store fanatics 
has helped SAIL+Sportium bridge the 
omnichannel gap and experiment with 
in-store tech like beacons to measure the 
impact of email and social campaigns, while 
winning the SEO game.

Omnichannel 
Capacity + 
Execution
BECOMING A DIGITAL-FIRST 

ORGANIZATION

5
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sail.com

primeauvelo.com
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Actionable 
Insight 
+ 
eCommerce 
Checklist

Ask your board or leadership where 
digital fits into their strategic priorities.

Develop your eCommerce business 
plan (strategic, financial and 
operational), complete with 24 and 36 
month financial forecasts and 
operational roadmap.

Assess your eCommerce potential
and priorities then move forward, 
boldly.

Become a digital-first organization

CONSUMER TOUCHPOINT 
MULTIPLICATION

5

YOUR PRIORITIES AND NEXT STEPS
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Get an eCommerce roadmap or 
review/update your existing one

 

START

Measure and optimize, relentlessly

Reach out to Absolunet!

The Future of Sporting Goods Retail:
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A North-American
eCommerce Agency
 

Absolunet helps North-American 

manufacturers, distributors and merchants 
bridge the gap between how they sell and 
what customers expect in the digital 
economy. 
 
Absolunet is an eCommerce agency and 
integrator with 200+ people obsessed with 
delivering results, creating ROI-producing 
(and award-winning) eCommerce 
experiences since 1999. 

Known for its annual Top 10 eCommerce 
Trends report, Absolunet is a certified 
Magento Enterprise Solution Partner and 
is Magento's fastest-growing 
North-American partner, as well as being a 
Sitecore "Gold" partner and InSite 
Platinum partner. 

About 
Absolunet. 

Get started
 

We help retailers use digital to move more 
merchandise, understand their customers 

and manage with better oversight. 

What we do:

● Strategy + Analysis: 
from exploration to audit to 
eCommerce business plan. 

● User Experience Design: 
customer-centric, frictionless and 
profitable interfaces. 

● Implementation + Integration: 
making it all work together

The Future of Sporting Goods Retail:
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Product Information Management

inRiver is the market leader for simplifying Product 
Information Management (PIM), helping B2C and 
B2B multi-channel commerce and marketing 
professionals tell perfect product stories. 

Our powerful inRiver Product Marketing Cloud 
solution radically facilitates the creation, handling, 
and distribution of perfect product information for a 
world-class customer experience across all 
touchpoints, in multiple languages. 

More than 900 brands around the world rely on 
inRiver Product Marketing Cloud for efficiently 
controlling the product (information) flow for their 
globally recognized brands.

inRiver was founded in 2007, and is today a 
well-recognized, award-winning, and rapidly 
growing company with an extensive partner 
network (PRIME).

The company is headquartered in Malmö, Sweden, 
with offices in Chicago, London, Amsterdam, and 
Stockholm.

inriver.com

About 
inRiver
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Get in touch
 

Let’s talk. You can tell us about your 
business, including ideas or challenges 
you’re working on. We’ll share what we’ve 
learned and what we know, including case 
studies, best practices and industry 
trends. 

Go ahead, make your competition look 
like they’re still in 1995. 

United States 

Jason Hughes
Vice-President of U.S. Sales, Absolunet
+1.877.979.2276  ext. 3391
jhughes@absolunet.com

Canada + Europe
Charles Desjardins
Partner, Executive Vice-President, Absolunet 
+1.877.979.2276  ext. 2301
cdesjardins@absolunet.com

Marc-André Huras
Sales Director, Canada, Absolunet
+1.877.979.2276  ext. 2557
mahuras@absolunet.com

Let’s Talk.
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