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1.0 Welcome from the CEO

1.1  Kevin O’Hanlon

Firstly, thank you for interest in wanting to know more about joining our growing group 
of independent sports retailers now operating under the INTERSPORT banner, the largest 
sports retailer in the world.

Along with many of our members, I too have a long history in sports retail, and there’s no 
denying that recent years have seen many changes and challenges in the traditional sports 
retailing model and as the new retail paradigm continues to evolve there will be even more 
changes and challenges ahead of us.

It is with that in mind that 3 years ago we identified this “once in a lifetime opportunity” 
with INTERSPORT and have now secured the Australian licence. 

INTERSPORT itself grew from grass roots, amalgamating independent sports buying 
groups firstly in Europe and now globally in 44 countries. 

Fundamentally that grass roots DNA remains the core of the INTERSPORT business model 
which recognises and celebrates the importance of the individual’s local knowledge and 
sports specialist retail skills. 

At the same time we collectively, both at a local and global level, also benefit from the 
support and advantages that only a large international brand can provide.

With 37 stores rebadging and aligning to INTERSPORT on 1st July 2014, INTERSPORT 
Australia will grow very quickly, both in store numbers and profile, to soon become one of 
the top tier major retail brands in the Australian Sporting Goods Industry.

I invite you to view this prospectus as an opportunity and as a starting point to know a 
little bit more about INTERSPORT Australia and I personally look forward to hearing from 
you further should you wish to begin the process to discuss in more detail the key business 
parameters associated with this unique, retailer focused, business model.
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2.0 Vision and Mission

2.1 Our Vision

Our VISION is to become the world’s most dynamic, well-known and profitable sports 
retail brand.

2.2 Our Mission

The PHILOSOPHY behind Sport To The People is simple: The more you enjoy doing 
something, the more you do it. So we help you get the equipment that gives you 
maximum enjoyment. Sport is for everyone and it is our MISSION to bring Sport To  
The People.

Sport To The People shall ensure a consistent message to consumers across all our 
countries. Consumers should understand exactly who we are and what we stand for. 
Our brand concept describes our foundation, guides our store concept and steers the 
communication guidelines.

2.3 Our Values

We have six internal values that align with the six cornerstones of our organisation and 
guide our behavior. By staying true to these values we deliver Sport To The People.

QUALITY 

SPORT FOCUS 

CUSTOMER ORIENTATION 

INSIGHT 

PROFESSIONALISM

HEALTHY LIFESTYLE

2.4 Our Promise

Scores get smashed, personal best’s tumble and records are made to be broken, but at 
INTERSPORT we’ve got something that can never be broken; our promise to you. It’s a 
promise we’ll never break. Every time you step into our store, we promise you that we’re 
all on the same team. And teammates are always there for each other, so we’ll make sure 
you get a look in on the world’s best brands at real value for money prices. We’ll make 
sure we fit your kit perfectly, so that when you step out to play, you’re ready to perform  
at your absolute best. This time. Every time. This, is our promise to you. INTERSPORT. 
Sport to the People. 
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3.0 IIC Introduction

3.1 History

In 1968, 10 successful national buying organisations came together with an ultimate 
goal in mind: to create an international sporting goods operation that gives customers 
the fullest benefits, confidence in its retailers and complete product satisfaction. The 
congregation in Paris gave life to INTERSPORT and a new world of sport retail intelligence 
began.

INTERSPORT has the worldwide leading position in the sporting goods retail market with 
over 5,500 stores across 44 countries. In 2012, INTERSPORT purchased The Athlete’s Foot 
which means now a combined coverage across 65 countries and a retail turnover in excess 
of $16 billion AUS.

INTERSPORT are committed to providing customers with expert advice, outstanding 
service, and the best products made by the best brands. With a passion for sport, the 
local community and INTERSPORT customers are at the heart of everything we do both 
Internationally and locally, and we are committed to bringing Sport To The People.
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3.2 Structure

IIC is made up of the Products and Purchasing Division, Marketing, Retail and Licence 
Division and the Services Division. 

The Products & Purchasing (P&P) Division at IIC focuses on products, setting the standard 
of product development and product purchasing. The tasks of the division are as follows:

• Development of the Exclusive Brands and their products

• Exclusive Brand Management

• Realisation of Strategic Brand Deals (Frame Deals, Central Purchase Deals)

• Serving its customers (National Organisations) in all aspects of Products & Purchasing

The Marketing, Retail and License Division at IIC communicates our expertise in strategic, 
operational, retail and marketing topics to all levels of the INTERSPORT Group. The tasks of 
the division are:

• Sponsoring programs

• Market research and analysis

• Establishing international marketing campaigns

• Business development

• Store concept and implementation

The Services Division provides the following services directly to the National INTERSPORT 
Organisations and to IIC - INTERSPORT International Corporation internally:

• Finance, Accounting & Controlling

• IIC Information Technology

• Human Resources

• Other management services
(e.g. Business Development Projects)

International Focus Categories - Football • Running • Fitness • Outdoor

INTERSPORT CATEGORY ALIGNMENT

MarketingProduct Retail

made of 
greatness

Enhance	expert	authority	-	Retail	Leadership	(best	in	town)	

Higher	average	transaction	value/	realised	margin	=	
Sustainable	and	mutually	profitable	retail	experience

3.0 IIC Introduction
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3.3 Global Business Model

The Key Success Factors of INTERSPORT

International  
marketing campaigns

Beneficial terms
and conditions

Strong sports
retail brand

Strong relationships with
world’s leading brands

+40 years of sporting
goods retail experience

Readiness for
market adaptation

Exclusive brands

International network

Sports 
sponsoring

INTERSPORT
retail concept

House of Brands

3.0 IIC Introduction
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INTERSPORT 
44 countries

COMBINED: 65 countries with 5,800 stores and over
EUR 10.6 billion retail sales

The Athlete’s Foot 
28 countries

3.4 Achievements

3.0 IIC Introduction
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3.5 Exclusive Brands

Exclusive Brands Strategy 2014 – 2018 

Main Goals of EB Strategy

Build brands
• Well known, trusted and credible

Create Traffic
• EB products are tools to drive higher traffic numbers

Increase margin
• Achieve higher realized margin than industry standard

”The most dynamic, well-known and profitable Exclusive Brands in sports”

3.0 IIC Introduction
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4.0 INTERSPORT Australia IAU Introduction

4.1 Company Structure 

On the 1st of July 2014, 37 Independent Sports stores rebranded their stores to become 
INTERSPORT Australia. Our store network are well known local businesses, most with a 
longstanding history in their respective communities. By teaming with the largest sporting 
retailer globally, we have combined the knowledge and expertise of our local staff with 
the strength and buying power of a global brand, to ensure that we are bringing  
Sport to the People.

4.3 Personnel
The success of the group relies heavily on the execution capabilities of the Head Office 

team located at Gardenvale in Melbourne.

Our Head Office team have retail backgrounds within the sports industry together 
with complementary management skills in all key areas of business management and 
operations. 

The positions are: 

CEO

Commercial Manager

Retail Product Manager

Marketing Coordinator

Finance and Administration Manager

Group Operations Coordinator

Accounts Assistant

4.4 Member’s Product Selection Committees
A critical part of the buying structure and marketing implementation is to have input and 

feedback from members. 

Members have the opportunity to nominate for product selection and marketing 
committees. These committees are set up to provide recommendations on range selections 
for future seasons as well as reviewing marketing programs.

Current committees:

Footwear

Apparel

Hardware

Marketing

These committees preview ranges in the lead up to group buying conferences.

INTERSPORT
Australia

Member

Store

Board
CEO & Head
Office Staff

4.2 The Board 

The Board comprises a Chairman, up to 6 Directors and the CEO.

The Chairman and Directors must be Members/Store owners.

Positions are open and elected each AGM.
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4.6 Growth Strategy

Projected Sales growth and store growth up until 2019

Plan to hit $200m retail sales by 2019

250
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End FY14 End FY15 End FY16 End FY17 End FY18 End FY19

Estimated
T/O* ($m)

Stores

4.0 INTERSPORT Australia IAU Introduction

4.5 Current Footprint & Store Location
Our stores are located in shopping centres, shopping outlets, shopping strips and 

as stand alones. There are 63 stores as of 1st November 2017.
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4.7 Store Layout & Execution

Strategy

• A uniform and sharp brand profile shall be ensured

• Attract customers with exciting and modern stores

• Focus on creating category zones in each store

Results

• Increase the average transaction value

• Improve cross selling opportunities

• Increase realised margins

• Improve stock rotation

4.0 INTERSPORT Australia IAU Introduction
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4.8 Store Conversions

4.0 INTERSPORT Australia IAU Introduction
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TRARALGON
4.8 Store Conversions

4.0 INTERSPORT Australia IAU Introduction
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MURRAY BRIDGE

Large Store Format

4.8 Store Conversions

4.0 INTERSPORT Australia IAU Introduction
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5.0 INTERSPORT Benefits

5.1 Trading Terms

One of the key benefits of being a member of INTERSPORT, is to provide beneficial 
terms for members from both Global and Local Strategic Brand partners.

5.2 Global Brand Partners 

Benefits of Global Strategic Brand partnerships include:

• Improved local trading terms and access to global deals

• Access to global INTERSPORT exclusive products and marketing campaigns

• Brand investment into INTERSPORT campaigns to drive profitable sell-thru

5.3 Local Brand Partners 

Benefits of Local Strategic Brand partnerships include:

• Improved local trading terms and local deals

• Brand investment into INTERSPORT campaigns to drive profitable sell-thru
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5.0 INTERSPORT Benefits

5.4 Marketing Support

Welcome pack

All new stores will receive a 
suite of marketing in store 
communications to assist with 
rebranding the inside of stores. 
These tools are designed to be 
clean, clear and consistent and 
assist consumers in navigating 
their way around stores. 

Some of the items that are 
available to new stores joining 
INTERSPORT:

Marketing Guidelines

A strong brand needs a strong, 
distinctive and consistent 
corporate design. A set of 
marketing guidelines have been 
developed to illustrate how 
the brand and the company is 
presented in each marketplace. 
These guides include information 
on how the logo must be treated, 
brand colours, tone of voice and 
image and movie styles. 

Adhering to these guidelines 
will ensure a clear and distinct 
visual identity that will create a 
clear point of difference to the 
competitors.

A brand encapsulates everything an organisation does. This is why building a strong INTERSPORT brand at every consumer touch point is critical to the success of the business. 
It should be at the heart of our stores, our people and our day to day operations. 

INTERSPORT has a long and proud brand history globally. We have a set of guidelines and we will draw on this experience to ensure we support any new stores as they transition to 
become an INTERSPORT store.

6302 IS name tag FA R.indd   1
14/05/14   4:51 PM

ASICS 
Element Singlet

Sizes 8-16

$3995

CATALOGUE
ITEM

IF IT’S
XMAS 
WE’RE
INTO IT

Campaign Support

To leverage partnerships with key brand suppliers, exclusive marketing 
campaigns will be on offer throughout the year to support sell 
through. A suite of campaign tools are developed from above the line 
traffic driving tools through to below the line window and in stores 
tools. Social media and digital assets are also made available for key 
campaigns. 
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5.5 Head Office Support 

The INTERSPORT Head Office has been set up to provide ongoing support to our 
members. We are focused on creating a culture that will ensure that members are working 
together to achieve the best results for themselves as well as the wider group. Head Office 
is focused on fostering a strong network of likeminded retailers who can drive sales, learn 
from each other and continue to grow.

Head Office also provides support in the following areas:

• Email set up and support

• Nationally managed website with store locator and individual store pages

• Centrally managed online Members Hub, providing key tools and information from
brands and Head Office

• Regular industry information updates

• Go to market conferences

5.6 IIC Support 

The IIC team provide support across several layers of the business.

Globally there are key products and marketing campaigns that are negotiated with the 
brands. These campaigns will be given over and above support from the brands.

There are tools and guidelines in the global business that can provide you with advice and 
suggestions with regards to store layouts, fit outs, fixtures and systems. 

5.0 INTERSPORT Benefits
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6.0 Testimonials

I have worked at INTERSPORT Mildura 
(Mildura Sports) since I did work experience 
as a school kid in 1982, followed by 3 years 
part time employment and started full 
time on Sept 8th 1985. My wife Ruth and I 
bought Mildura Sports in 2002 and moved 
to our new store on Sept 25th 2009. We 
bought the store off of John and Margot 
Thomson, who were founding members 
of “The Team Sports Buying Group”. In 

2004 I resigned from The Team due to some areas I was uncomfortable with. Mildura 
Sports then operated as a stand alone store for some 10 years. Until July 7 2014 when the 
INTERSPORT Franchise came to Australia.

Initially we were advised to join INTERSPORT. During our time “in the wilderness” we 
were always reliant on our Reps and Suppliers to let us know if there was a suitable option 
going forward. During the 10 year period not once were we told to make a move. 

Then the announcement of INTERSPORT coming to Australia was made and everything 
changed, we had 5 Suppliers or Representatives from these companies ring us to say get 
in now. This was November 2013. We then did our due diligence which was a massive 
thumbs up. This due diligence was done by totally independent people.

The transition period for us has been relatively pain free, for us the cross was before 
INTERSPORT started so there were a lot of unknowns. Head office and INTERSPORT have 
been great through this and gave us more and more confidence as we went. For anyone 
considering INTERSPORT now (and you should be) it is so much clearer and a lot less risky.

The benefits of INTERSPORT for us are all the obvious margin, marketing, exclusives and 
specials,  but also the fact we can offer so much more to our customers now who need to 
be the final winners for us to remain strong. This was not going to be the case as we were 
pre INTERSPORT or with any other group in Australia.

Although only early we have already noticed considerable change to our business, not 
least the structure and professionalism that has been added. At times we all think we do it 
pretty well but joining professional outfits like INTERSPORT who are worldwide show how 
much we kid ourselves.

I would recommend INTERSPORT to anyone who has pride in what they do and want to 
remain competitive in a increasingly tough industry. If you don’t care, don’t do, as this will 
not solve your problems.

INTERSPORT separates itself from other competitors in the Industry simply by being a 
massive global company that has structured itself over a long period of time successfully in 
many tough  competitive markets

INTERSPORT have a culture where we all are considered equal in an environment that is 
made to make us feel secure.

The honesty of the people in charge has been refreshing and very enjoyable with grey 
areas being removed early in the processes.

I can’t wait to see where INTERSPORT takes me in 2 years as the options currently seem 
are endless. The potential is mind blowing when you see how big this company is.

Mark O’Donnell
INTERSPORT Mildura
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6.0 Testimonials

De Grandi Cycle Works commenced business in Geelong in 1929.

On the 23rd November, 1979, the name changed to De Grandi Cycle & Sport and the 
business expanded into sporting goods for the first time.

In the early days of the sports business De Grandi Cycle & Sport was a member of the 
Playwell Sports Group, a well recognised buying group at the time. It didn’t take long to 
realize that Playwell wasn’t the right direction for the business and in the early 80’s De 
Grandi’s resigned from Playwell and Damian De Grandi along with 4 other stores formed 
a new buying group called Top Connection. Top Connection evolved into the Team Sports 
Buying Group and ultimately what is today INTERSPORT Australia.

Having been a member of this group since day one I have seen many changes occur. I have 
seen many members, both large and small, come and go and some return a second time. 
The greatest part about being a member of a solid group is the interaction with other 
members, the reassurance that you are not the only one experiencing certain things or 
being dealt a tough hand by suppliers or not knowing how to combat a competitor.

The transition from Independent Sports (The Team) was easy. Head Office support was 
excellent and there was very little cultural difference – it is still a professional yet relaxed 
style of operation.

We chose to join INTERSPORT to be able to compete with our large competitors such as 
Rebel, A Mart and Anaconda, not to mention some of our larger suppliers.

The INTERSPORT branding carries weight worldwide and access to better ranges, higher 
margins, global marketing, exclusive products and head office support made our decision 
to join relatively easy.

The difference between INTERSPORT and other groups, apart from its sheer size, is the 
personal approach from retail minded executives and staff. This combined with their 
knowledge and experience provides superior buying power and marketing acumen across 
the globe.

We are now part of a much larger 
organisation and we can benefit in so many 
ways from this membership.

Damian De Grandi
INTERSPORT De Grandi
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6.0 Testimonials

My name is Terry Domney owner of INTERSPORT Warrnambool, a coastal town in the 
South West of Victoria with a population of some 32,000 people. Unlike the vast majority 
of sports store owners my working life began in Perth as an Industrial Plant Mechanic 
working for the Caterpillar Earthmoving Dealer. 16 years on my wife Donna & I moved to 
Magnetic Island of the coast of Townsville where we owned & ran a car hire business for 4 
years.

In 2001 we moved to Victoria & purchased a Sportspower store in the main street 
of Warrnambool. This store had a floor space of 340sqm and in the six years with 
Sportspower we witnessed many changes within the Sports Industry & identified that to 
move forward required a change in direction for our store. 

In 2007 we were approached by The Team Sports Buying Group to rebrand our store 
to Independent Sports. We saw  greater opportunity & flexibility here that our business 
required to suit our location & customer base.

In 2011 we relocated our Independent Sports store to the Warrnambool Homemaker 
Centre, 5km from the Warrnambool CBD. The store now had an 1100sqm floor space. 
July 2014 saw another direction for our business with the rebranding of the store to 
INTERSPORT Warrnambool.

We chose to rebrand to INTERSPORT, as previously we saw the sports industry continue 
to evolve and if we wanted to move forward it would require change again. INTERSPORT 
delivers global branding, global support and much sought after exclusive brands and 
products. The transition to INTERSPORT for us was an easy process as it was what we 
wanted and we were already part of the group organising the launch. Potential new 
members from outside of the group can be reassured that INTERSPORT Australia have 
procedures and support processes in place to make their change to INTERSPORT a smooth 
process.

Benefits of being a part of INTERSPORT are Global branding and recognition within the 
Australian Sports Retail Industry, buying power, trading terms and access to the world’s 
much sought after sports products. Head office comprises of a team of highly talented 
people working for the members to achieve the best outcome for their store. All members 
are encouraged to actively participate in range selections.

Our business has not only changed in name 
alone. Internally the footwear and apparel 
ranges we now present to consumers are 
vastly superior to our competitors and 
all of this was possible due to the Global 
approach that the INTERSPORT network 
presents.

Joining INTERSPORT has been by far our 
biggest change in the 13 years we have 
been in the industry. All members are like 
minded business people working their own 
businesses to present the best product 
ranges available, great service and backup 
to consumers.

Terry Domney
INTERSPORT Warrnambool
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