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I Teaching Aim (HFEM7)

\&m%&

I Background Information (FRAIR)

1. Overview of sportswear market
The sportswear industry includes both athletic footwear and apparel

(garments). In the 1970s, athletic sportswear began to evolve from a
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product line aimed at small and unique markets into a mainstream- fashion
product. The clear divisions between performance and fashion, function and
style, formal and informal that once existed have become increasingly
blurred. In the 1980s, the acceptability of casual dress on more occasions
paved the way for sportswear to move into the mainstream clothing market.
The trend was accompanied by a real increase in sports participation. Most
athletic footwear (around 70%) is bought for leisure, casual or everyday
use. Nike in particular has played an important role in transforming sports
shoes and apparel into a fashion statement. Nike was not only the first to
have its shoes produced in Asia; it was also the first in the marketing and
advertising of athletic shoes. Today, practically all brand-name corporations
have a business plan similar to that of Nikc’s strategy of focusing on the
branding and marketing of sportswear. ’

In 2003, the total worth of the athletic apparel and footwear market was
estimated at over 58 billion US dollars — of which the sportswear apparel
sector ( $41, 467) formed a much larger part than the athletic footwear
sector ( $17,012). Puma, Fila, Umbro, Asics, Mizuno, Lotto, Kappa, and
New Balance, have been labeled “B” brands because, in terms of their
market share, they form a second rung of manufacturers in the sportswear
industries, just below the market leaders or the so-called “A” brands: Nike,
Reebok and Adidas.

The sportswear industry is very labor intensive. Therefore, most production
takes place in low-wage countries. The majority of employees within the
supply chains of sportswear companies are young and female and they
inevitably work under unreasonable terms of employment and poor working
conditions. These include short-term contracts that include no health or
social benefits, long working hours and unpaid overtime, unhealthy and
unsafe working conditions, poor wages due to the fact that payment is often
tied to unrealistic production targets or piece-rate systems, and redundancy
policies that offer inadequate severance pay compensation.

. The international athletic apparel market

The international athletic apparel market is worth nearly 41.5 billion US
dollars at the wholesale level. The US sporting goods market is the world’s

mmmmmmmm‘

~~
N
~

t#ﬁ%&

o’ Unit 1  Sports and Business




ﬁﬁﬁ&*mﬁ&l

~~
N
~

l&ﬂﬁ&

largest, accounting for 41% of total sales, followed by the European Union,
which accounts for some 38% of total sporting apparel turnover. Nike,
Adidas, and Reebok comprise some 14% of this market. They dominate the
market almost everywhere. Meanwhile, Fila, Puma and Umbro each
comprise approximately 1% of market share, while Mizuno represents
approximately 0.5%. The other brands, such as Lotto, Kappa, New
Balance, represent less than 0.5% of market share. The international
athletic apparel industry is less concentrated than athletic footwear with the
top-20 brands still managing to account for some 36% of the global
wholesale market.

. The international athletic footwear market

Worldwide, the athletic footwear market is worth $17.012 billion
wholesale. While at the retail level, it is worth some $25 billion. The US
athletic sports shoe market is the world’s largest, representing 47% (or
$7. 8 billion) of the world’s total sales, followed by the European Union at
31% ( $5 billion). Nike (34%), Reebok, and Adidas together account for
60% of this $17 billion branded athletic footwear market. In the US, 70%
of this market is controlled by Nike, Reebok and Adidas. This kind of
dominance and concentration means there is little room for growth. This
means that many athletic footwear companies have sought to expand their
market share elsewhere internationally (i. e., Europe, Asia, and Latin
America) as well as in new product categories such as sports equipment.

- I Language and Culture Focus GE=XXER)

({ ‘Reading |

1. glant
1) adj. extremely large. ¥ KH); B KR/
[%14]) a giant US electronic corporation
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giant panda K AEJH
2) n. a man who is much bigger than usual. B A
3) n. a person of great ability. ff A ; A
[ #4141 sporting giants of the past
Shakespeare is a giant among writers.
. revenue n. income, esp. that which the government receives as tax. Yt A ; [H
KB H A
[ #1417 The government was short of money because of falling oil revenue.
. athlete n. a person who practices athletics. iz 3l 5
[%)%]] sports athletes
[#ax%id]
athletic
@ adj. of or concerning athletes or athletics. (JGH3Z%R)Z B ;1830 51 /)
@ adj. AR ; RLEBI5 K
[41/4]] of athletic build 1812 5h F R A&
athletics n. the practice of physical exercises and of sports demanding
strength and speed, such as running and jumping. & & ; (H&Z)iE3)
[#14)]) an athletics club/meeting AT R KIP; B854
. move on
1) to go away to another place. BJT; 35— i
[%14]] We will move on to discuss the other question after we have solved this
one.
The drunk was annoying people, so the policeman moved him on.
2) to change (to something different or new). FE#HiEM (TIES) ;B T #
6L
[#147] I think we’ve talked about that subject enough; let’s move on.
In my day you could only get them in black-and-white, but things have
moved on since then.
. retain uz. to keep possession of ; avoid losing. {R & ; {7+ ;R A
[#14]]) She tried to retain her self-control/balance.
This village still retains its old world character.
His business has been taken over by a big corporation, but he still retains

some control over it.
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6. track

1) n. a course specially prepared for racing. (M2 FHH) MiE
[%%]]Y a race track
2) n. the course or line taken by something as it moves or travels. (#{&# 3}
) B £ ; B
[%1/%)] These new weather satellites can follow the track of storms.
That’s one approach to the problem, I suppose, but personally I think
you're on the wrong track.
3) n. a line or set of marks. f2il;E5il ; Bk
[ %147 The dog followed the fox’s tracks into the woods.
He’s escaped from the prison, but the police are on his track (=
following him, esp. by looking for his tracks).
4) ut. to follow the track of. iBER; BRER
[#)4]] They tracked the criminal to his hiding place.
a space tracking station system K75 BRER U RS0
Ri:E3 1.0
track and field: Hf2iZ3)
track events: 23 H
on the right track: 78X} ; 415 %
on the wrong track: 8GRt ; Mk
keep/lose track of: T /AT -+ HIBHIAS ; B/ K K- AR
[#%14]]) I lose all track of time when I listen to this music.
It is difficult to keep track of all the new ideas and development in
education.
track of record: (&4 1) BGHE % WBTC %
[414]] The company has a good track of record in the export trade.

. put into practice; to carry out. {Ji&3LHE

[#5]4]] We’ve made our plans, but now we must put them into practice.

. capitalize on: to use to one’s advantage. (G H C9F 3% 1) F A

[#14]] She capitalized on his mistake and won the game.

. name after; to give the name of another person in order to honor the latter.

[447] The hamburger was named after a German food called Hamburg steak, not
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because it contains ham, but in the meaning of “from Hamburg”.
There are many places, including schools and streets, named after John
Muir.
Budweiser beer is named after a Czech town.
10. logo: n. a symbol or design used by a company as a mark on its product and
in advertising. FRiH ;PR
[41/)] The Longman logo, a small sailing ship, is on the cover of this book.
11. Innovative: adj. newly invented or introduced; different from, and esp.
better or clever than, previous ones. ¥4 R ; BEHT ; B EFEHH
[ %)) innovative printing techniques

innovative ideas

Ki:ESEH o
innovate: vz. to make changes, introduce new ideas, inventions, etc. BN %
R A
innovation g
@ n. a new idea, method, or invention. #¥&; H 7k ; ¥ &K iE
[#14]]) recent innovations in printing techniques w
@ n. the introduction of new things. (& ;FHT; A1FT e
[#)47Y If our industries shy away from innovation, we will never compete (2
successfully with other countries. ”ﬁ-

12. contract out; (of a company, organization, etc.) to arrange by formal J::}
agreement to have a (job, services, etc.) done by another company. (A, B

HYEIT A R (TS R £
[#14]] Many councils are contracting out services such as rubbish collection to
private companies as a way of cutting costs.
13. a fair share of: have a reasonable proportion of.
[#1%1) If you want a share of/in the pay, you will have to do your fair share of
work.
She’s had more than her fair share of problems recently.
You’ve sure had every share of your bad luck, haven’t you?
London needs a fair share of Government funding.
Don’t allow mergers if farmers aren’t paid a fair share of the retail price.
14. cash in (on); to take full advantage of; benefit from. FJF; P-eeee Hr A
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15.

16.

[%1%4)) The company cashed in on its rival’s difficulties by doubling production.
Hong Kong shares closed lower as investors cashed in on gains accumulated
over the previous three days.

Some computer shops cashed in on the fear of the Millennium Bug.
reinforce: vt. to strengthen by adding men, material, etc. & ; fnfE
[#1/47] reinforced concrete MAHIE%E -

Newspapers like this tend to reinforce people’s prejudices.

Their arguments are strongly reinforced by the latest trade figure.
Ki:ES=
reinforcement n. i3 ; N &

[%1/)] The wall needs some reinforcement.

presence: n. being in the place. 3y ; W ; FF1E

[%4]) She was so quiet that her presence was hardly noticed.

Your presence is requested at the club meeting on Monday.

He never seemed at ease in my presence.

The concert will be performed in the presence of the Queen.

Ri:ESHN

present: adj. (not before noun) in a particular place. % &)

antonym: absent

[#14]] Foreign observers were present at the elections.
present: n. something you give someone on a special occasion or to thank

them for something. B/5:; L% | synonym; gift

[ %141 I was searching for a present for Mark.
I gave her a very special present for her birthday.
Birthday/Christmas present
present: adj. (only before noun) happening or existing now. BL{ER
[ /7)) the present situation
At the present time we have no explanation for this.
Ki:ES:1
presence of mind: 45 ; VL&
[#147) When the fire started in the kitchen, John had the presence of mind to turn
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