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The Volvo Ocean Race started from Southampton, England at the end of Sep-
tember. For Amer, participation in this round-the-world race has an even more
important purpose than its marketing and image-building aspects: it signals
that we are renewing the Group’s corporate culture and symbolises our in-
tention to promote teamwork and team spirit inside the company. 

Good customer service is one of Amer’s strategic goals. Its cornerstone is
an integrated and transparent supply chain that guarantees a high standard of
service in all product groups and in all market areas. We aim to gradually ex-
pand and develop the Amer Sports distribution organisation already operating
in Europe, and to serve our customers and partners better than ever before. 

Getting a global organisation to operate consistently and in the best pos-
sible way demands not only team spirit and teamwork but also openness and
respect for others, attitudes that are most certainly embodied in ocean racing
at its best. Creating a common way of thinking demands a great deal of the
company’s managers, not least in the area of effective communications. 

There is nothing new or revolutionary about teamwork per se. Its impor-
tance is perhaps best understood by those who play team sports. A team of
people who work for each other will invariably outplay opponents who put
individual performance above team success. 

Our people must be brought to believe in the power of teamwork and the
opportunities that it affords, and to understand the importance of their own
contribution to everyday work and indeed to the activity of the company as
a whole. Amer has set itself the target of becoming the world’s leading sport-
ing goods company. Every employee of the Group must internalise this goal,
striving to do their work as well as possible and to continuously improve their
professional skills. 

● The company is evolving and so too is its busi-
ness. Likewise, the name of this magazine is chang-
ing: its new name is Amer Sports. Amer has now
been publishing the magazine for over a quarter a
century. We are proud to continue that tradition un-
der a name that clearly reflects the company’s core
business today.

Marja-Leena Simola

Teamwork and team spirit 

EDITORIAL

Editorial staff
Editor-in-chief:  
Marja-Leena Simola, Vice
President, Communications 
& PR Amer Group Plc 
Communications Department
P.O. Box 130 FIN-00601 Helsinki 
Tel. +358 9 725 7800 

Lehdentekijät Oy 
Halsuantie 2, FIN-00420 
Helsinki, Tel. +358 9 5860 420
Editorial manager: Pekka Rinne
Editorial secretary: Kati Särkelä
AD: Taru Koskinen
Composition and repro:
Offset-Kopio Oy

Printed by: SP-Paino, 
Hyvinkää, 2001
ISSN 1455-9544
Cover photo: 
Guido Cantini

Changes of address:
amer.communications@amer.fi

The magazine will be published quarterly 
in Finnish, English and German in 2001.
This magazine is mailed to the Group’s registered
shareholders, customers, present and 
retired employees and other interest groups.
Address source: Amer Group’s Register of 
Shareholders and Customers, Amer Group Plc,
P.O. Box 130, FIN-00601 Helsinki

A M E R  G RO U P  P LC ’ S  M AG A Z I N E  F O R  S H A R E H O L D E R S  A N D  C U S TO M E R S

PHOTO: RISTO LAINE

www.atomicsnow.com
www.suunto.com

www.amersports.com
www.wilsonsports.com

Amer 3/01 sivu 2-3 ENG  12.10.2001  16:50  Sivu 2



Amer Sports One and Too cross the start line 4

UK consumers respect the Wilson brand 7

Operating profit still good 8

Ray DeMarini is Mr. Softball 10

Impressive B-52 and Voodoo 12

Triad prevents stress injuries 14

Venus and Serena in US Open final 16

CONTENTS 3/2001
At the moment, all Triads

have been sold for 
several months to come.

i

Amer 3/01 sivu 2-3 ENG  12.10.2001  16:51  Sivu 3



4 Amer Sports

Amer Sports boats croAmer Sports boats cro

Grant Dalton and Dee Smith

Hundreds of spectator craft had come to see the start of the Volvo Ocean Race
from Southampton on 23rd September. Team SEB got off to the best start, but

soon after the spinnakers had been raised Amer Sports One skippered by Grant
Dalton quickly overtook her to lead the fleet. Amer Sport Too’s spinnaker was ripped
at the start, but Lisa McDonald’s crew got a replacement up reasonable quickly. 

The first leg of the race is 7,350 nautical miles and the boats are expected to
arrive in Cape Town, South Africa on 23rd October.

Eight V.O.60 class yachts are taking part in the race. The crews represent 15 
different countries, and each boat has 12 crew members. The only exception is Lisa
McDonald’s all-female crew. A few days before the start of the race they 
were given permission to take 13 crew members.

www.VolvoOceanRace.org   www.AmerSports.com www.TeamAmerSports.com
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■ What are the main differences 
between the Farr and Frers boats? 
GRANT DALTON: We do not have a
good boat and bad boat. Both boats sail
very well. Either one could win the Vol-
vo Ocean Race. Non-sailors find it dif-
ficult to understand how such small dif-

ferences can result in any measurable
difference in performance. But they do.
A very small speed advantage translates
into many miles over the course of a
33,000 nautical mile race.  Frers’s boat
is beamier and sails better in strong
winds. Farr’s boat has finer lines and she

performs extremely well downwind. We
don’t want to go to deeply into the
specifics at this stage. 
■ You’ve said that your race will
start after Auckland. Is that 
still the case?
By that I meant that we need to be right
on the pace by Auckland. Half the race
distance will then have been sailed, but
only one-third of the points will have
been allocated. From Auckland, the race
is still winnable for a yacht that is being
sailed consistently well.
■ Is there anything that you should
have done differently in this campaign?
No. The only thing I would have liked
was more time to prepare. But I say that
every campaign. We have a really good
team of people working in this syndicate
and by the time we get to the start line
we will be ready to go racing.

TEXT: LEENA FILPUS, 
PHOTOS: GUIDO CANTINI

The Volvo Ocean Race
started on 23rd 
September, with
GRANT DALTON on
board Amer Sports
One, the boat de-
signed by German 
Frers Junior, and 
LISA MCDONALD with
her all-female crew
on Bruce Farr’s Amer
Sports Too. The 
skippers shared their
thoughts just a week 
before the start.

ross the VOR start lineross the VOR start line
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■ Sailing is sometimes risky. Have you
ever had a close call?
Never a close call, but there have been
times in the Southern Ocean when I have
wondered why I chose yachting as a ca-
reer. Sailing at 25 knots in thick fog when
there’s ice about requires vigilance and
skill. You also need nerves of steel – you
know you can’t slow down because the
people on the other boats won’t. The
thought of being first is a powerful incen-
tive to keep pushing. It can be risky, but
it’s a calculated risk.
■ How do you feel just a week before
your 7th round-the-world race?
I always feel that I would like the race to
start tomorrow. Then the preparation
phase would be over and we’d be at sea. 

■ Who will be the 12th member 
of your crew? 
LISA MCDONALD: We will announce
our final crew for the first leg just before
the start. Several people from the  training
squad will serve as our 12th crew member
during the course of the race. They will
bring different skills to different legs. I
should emphasise that women do not get
as many opportunities to sail profession-
ally as men. As a consequence it is not as
easy to form a crew of 12 with all the
skills needed for every leg.
■ Your team has had the shortest time
to prepare for the VOR. Are you ready?
We have sailed more than 3,000 miles in
Amer Sports One and Amer Sports Too.
We know how they handle and we have a
good understanding of what it takes to op-

timise their performance. We are ready
and can’t wait to go racing.
■ Most of your crew sailed with you in 
EF Education and you were chosen as 
the skipper. Why you and how do the
others feel about that?
I think we’re all glad to be sailing togeth-
er again. We are professionals and we are
paid to get on with the job. When we are
racing, everyone depends on everyone
else.  It’s possible that in the future I will
sail in a regatta with one of my present
crew as skipper. I hope so.  
■ You’ll be sailing against your hus-
band. How does he feel about that? 
How about yourself?
I haven’t really given it any thought, oth-
er than to think it will be nice to have my
husband at all the stopovers.
■ How do Amer Sports One and Amer
Sports Too compare with EF Education?
It is difficult to compare Amer Sports One
and Amer Sports Too with the EF Educa-
tion generation of  V.O. 60s. The new gen-
eration are faster and easier to handle.
One Nautor Challenge yacht is by a de-
signer with a great following and history
of achievements in various regattas, and
the other is the latest generation of the
well-proven Farr-design V.O.60s. They
have different sailing characteristics. I
would be happy to race either boat around
the world, because they represent the lat-
est thinking from two of the world’s lead-
ing racing yacht designers. Every member
of the crew would say the same. We are
privileged to have been given a state-of-
the-art racing yacht, prepared to the max-
imum, to race around the world. I can’t
think of anything I would rather do.
■ You’ve said that you want the world
to judge you as a competitive boat not
as just the “women’s boat”. How will
you do that? The ocean racing world is
quite masculine and attitudes change
slowly.
We will achieve that by being competitive
– very competitive, we hope. And attitudes
are changing, not only because more
women are making ocean racing crews,
but because they are sailing very compet-
itive yachts like Amer Sports Too. We are
respected by our male counterparts as
competitors, rather than just as the
“chicks’ boat”.  

6 Amer Sports

Lisa McDonald (left) with Katie Pettibone at the helm
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T
he UK consumer respects Wilson
and sees the brand as synonymous
with quality and innovation. Wil-
son is a brand they can trust,” says

Allan Bond, Managing Director of Wilson
Sporting Goods Co. Ltd, who has been with
the company for 37 years.

It was in Scotland that Wilson gained it
first foothold in the UK market.  Allan
Bond, himself a Scotsman, says that it was
the Scots who invented golf. The Dutch
might think otherwise, of course. Golf was
so popular in Scotland in the 15th century
that James II banned the game because
men were neglecting their compulsory
archery practice.

“Golf has always been a game for the av-
erage ‘Jock’ in Scotland, while in England
it used to be an elitist sport, but this is now
changing,” says Bond who is very fond of
the game and has a handicap of 9.

Wilson Sporting Goods has a total of 137
employees in Britain. Approximately 100
of them work at the European distribution
and manufacturing plant in the Scottish
town of Irvine, where they assemble golf
clubs and provide a logo ball service. Wil-
son has recently started cresting golf bags
in the plant and glove cresting will also be
added as a service early next year.

The rest of the staff are either based in
the Bagshot office in south-east England or
on the road as a part of the company’s sales
and marketing force.

UK consumers spend £15.2 billion per
annum on sports, and about two thirds of
this goes on sports equipment, shoes and
clothing.

Bond estimates that in the UK Wilson
Sporting Goods is among the four largest
companies in its sector. The company mar-
kets the full range of golf and  racquet
equipment as well as Atomic skis.

“We have been involved with Atomic for
the last 3-4 years. Business has doubled in
the last two years. But we are not a major
winter sports country. There are only three
ski venues in Scotland and some 60-70 dry
slope ski centres in the entire UK.”

Golf , on the other hand, is very popular.
There are over 2,500 golf courses in the UK.
Interest in golf has stayed relatively steady.
There are 3.1 million golfers, half of them
regularly playing more than 18 times a year.
They buy 3.2 million dozen golf balls and
play over 20 million rounds every year.

Golf equipment accounts for 65 per cent
of  Wilson’s business in the UK. The sector
in which it competes is worth around £200
million. Wilson’s share of this market is
about seven per cent. In the golf ball busi-
ness it has about 15 per cent of the market.

“In racquet sports too we enjoy very
strong market shares,” Allan Bond notes.

Wilson is the market leader in the tennis
racquet sector with a market share of 38 per
cent. Tennis is not as popular as it would
seem when Wimbledon in on. Neverthe-
less, there are 1.2 million tennis players in
the UK, and they purchase 700 000 dozen
tennis balls and over half a million racquets
annually.

Tennis has an image problem. In Britain
it is still seen as a sport for the middle
classes. The Lawn Tennis Association
(LTA) is now trying hard to widen interest
in the game at grassroots level.

Wilson is also number one in the UK
squash racquet market, selling around
75,000 racquets a year with a market share
of 33 per cent. Squash playing has been
showing a slight decline. It has been diffi-
cult to get young players interested in a
sport which receives little media attention.

According to Allan Bond, the retailing of
sports equipment is moving more and more

towards multiples and specialist outlets.
“We serve retailers of all sizes. There are

only 100 outlets that sell skis in this coun-
try. However, we deal with 1,700 golf cus-
tomers and over 600 racquet sports cus-
tomers. Multiples like JJB Sports and
American Golf Discount Stores are our key
customers, and we have had a long rela-
tionship with specialist shops such as Lil-
lywhites, Wigmore Sports and PWP, a spe-
cialist racquet shop. Snow and Rock, the
major UK ski retailer, is also a good cus-
tomer.”

Allan Bond stresses that a large part of
Wilson’s core business is still conducted
with on-course proshops, the Foremost
Golf group being one of the key customers.

“Wherever golf balls are sold, Wilson is
there! There are new players coming into
the market and competition is intense. We
keep a keen eye on them. We have to be
pretty smart to ensure that we maintain our
market share.”  

Amer Sports  7

Wilson came to the UK market some 40 years ago and
is now one of the market leaders.
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UK consumers
respect the Wilson brand

Allan Bond: “Golf has always been a game
for the average ‘Jock’ in Scotland.”
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A
mer’s first-half net sales were 4
per cent up on the same period last
year. About a half of this growth
was due to exchange rate move-

ments. Operating profit was 16 per cent up
on the first-half figure for last year. The op-
erating profit includes a gain of USD 8 mil-
lion due to the settlement of certain patent
infringement lawsuits in the U.S.

Profit before taxes rose 29 per cent to
EUR 42 million. Financing expenses con-
tinued to fall in the second quarter. Ac-
cording to Senior Vice President & CFO
Pekka Paalanne, cash flow has remained
good, enabling net debt to be reduced by
EUR 36.9 million in the second quarter.
The narrowing exchange difference be-
tween the US dollar and the euro has cut
hedging expenses. Cash flow at the end of
the June was EUR 32.4 million. Paalanne
expects Amer’s tax rate to rise to about 23
per cent this year as a consequence of the
good earnings development. 

Decline in Golf Division’s 
operating profit 
Wilson’s operating profit fell 3 per cent due
to weakened profitability in the Golf Divi-
sion. The US golf equipment market began
to normalise in the second quarter and
sales of golf balls returned almost to the
level of last year. On the other hand, first-

half sales of golf clubs were 7 per cent
down on last year. Pekka Paalanne says that
Wilson has lost a little market share in golf
balls, but held on to its share of golf club
market. Wilson’s new Deep Red driver has
been selling well.

Uncertainty in the golf equipment market
continues, as demonstrated by reduced order
rates reported by component companies.

Wilson is launching new premium price
point irons and a new extended range of
woods, giving birth to the Deep Red prod-
uct family. A new golf ball will also be
launched soon.

In order to improve profitability, costs
are being cut to reflect current market con-
ditions. Nonetheless, the Golf Division’s
full-year operating profit is expected to de-
cline significantly compared to last year.

New Triad racquet boosts sales 
The operating profit of the Racquet Sports
Division also fell slightly due to reduced
sales of high price point products. Tennis
racquets based on Triad technology were
launched during the summer and these are
expected to boost sales over the remainder
of the year. Wilson also launched a new
and extremely durable tennis ball called
Double Core. Wilson’s new racquets are
more colourful than their predecessors. 

Higher sales for DeMarini 
The Team Sports Division once again im-
proved its operating profit, driven by high-
er sales of premium products and lower
production costs. There was a marked in-
crease in sales of Wilson baseball and soft-
ball bats with the full integration of De-

RESULT

Amer’s first-half earnings were up
on the corresponding period last
year. Full-year operating profit is 
expected to be similar to last year’s
good performance in spite of the
sluggish sporting goods market. 

Positive earnings growth 

8 Amer Sports

TEXT: PEKKA RINNE
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Marini’s products into Wilson’s range. The
Division’s full-year operating profit is ex-
pected to be higher than last year.

Another good year in prospect 
for Atomic 
Atomic generates only about 20 per cent of

its annual net sales by the end of June due to
the highly seasonal nature of its business.

Advance sales of alpine skis have gone
even better than last year, and the company’s
inventory situation is good. The biggest sales
growth has been in ski boots, sales of which
have doubled. In the United States Atomic

was the fastest growing brand last year and
that positive trend is expected to continue.
The Winter Olympics in Salt Lake City will
further raise Atomic’s profile in the United
States. Atomic’s new R&D centre in Alten-
markt, Austria will be completed in late au-
tumn. The winter sporting goods market is
expected to grow in the United States, while
remaining flat at last year’s level in Europe
and Japan. Atomic has started its manufac-
turing campaign earlier this year so that it
will be able to ship products quickly to deal-
ers if the need arises. 

Atomic’s operating profit is expected to re-
main at last year’s good level in spite of ad-
ditional investments in product development
and marketing.

Suunto invests in product 
development 
Suunto’s operating profit grew only slightly
due to investments in the next generation of
Suunto sports instruments. R&D investments
were almost 50 per cent up on the same pe-
riod last year. Presentations of new products
will begin at the end of the year in connection
with the Volvo Ocean Race and at major
trade shows. The products are now sport-spe-
cific and incorporate GPS technology.

“Suunto’s new products are technically
very advanced. The company’s product de-
velopment team has done an incredibly good
job,” comments President and CEO Roger
Talermo.

The new Suunto Observer wristop com-
puter did not hit the market until June, so its
impact on sales has not yet shown up. The
Suunto Mosquito diving instrument will also
be available in all market areas in the second
half of the year. Full-year operating profit is
expected to rise on the back of these new
product launches. Amer Sports Germany be-
gan selling Suunto products in its important
market area in July.

Amer Tobacco still 
performing well 
Amer Tobacco’s operating profit was up 7
per cent compared with first-half figure for
last year. The growth in operating profit was
held back by increased costs of raw materials
due to the high US dollar. Amer Tobacco’s
market position remained strong with in-
creased volumes in all product categories.
Earnings are expected to remain at last year’s
level.  

Operating profit

Wilson 39.4 40.7 -3%
Winter Sports -5.0 -2.1 
Outdoor and 
sports instruments 5.6 5.2 8%
Amer Tobacco 4.9 4.6 7%
Headquarters 7.0 -3.9 
Group goodwill -4.7 -4.7 
Divested units 0.7 1.4
Total 47.9 41.2 16%

EUR million 2000          Change 
1–6/
2001

Amer 2001

Senior Vice President &
CFO Pekka Paalanne
says that Amer’s cash
flow has remained
good, enabling average
net debt to be cut 
significantly.

Amer Sports  9

1–6/

EUR million Jan–June Jan–June Change 
2001 2000

Unaudited
CONSOLIDATED RESULTS
NET SALES 550.8 531.7 4%
Depreciation 17.2 17.3
OPERATING PROFIT 47.9 41.2 16%
Net financing expenses -5.9 -8.6
PROFIT BEFORE TAXES 42.0 32.6
Taxes -9.7 -5.0
PROFIT 32.3 27.6
Earnings per share, EUR 1.35 1.14
Adjusted average number of 
shares in issue, EUR million 23.9 24.3
Equity per share, EUR 17.92 15.99
ROCE, % *) 16.9 14.3
ROE, % 14.9 14.1
Average number of personnel 4203 4356

*) 12 months rolling average
The relative proportion of the estimated tax charge for the full 
financial year has been charged against the results for the period.
In financial ratios shareholders’ equity and number of shares 
exclude own shares.
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I
t is difficult to believe that anyone
could possibly enjoy their work more
than Ray DeMarini does. Ever since
Ray got his first taste of playing soft-

ball by a mere coincidence at the age of
40, his desire to develop better bats has
been the driving force behind DeMarini
Sports. From what started in a barn with
machinery made out of a washing ma-
chine, DeMarini Sports has grown to be a
true challenger in the vast softball market
of Northern America. Targeting high-end

customers with the very best products,
DeMarini has been able to establish itself
extremely well; the brand is well known
among the most serious players, and new
models are always awaited with great an-
ticipation.

One home run at a time
The development of DeMarini Sports
may have been fast, but success has cer-
tainly not come easy; it has taken enor-
mous effort and dedication from both Ray
DeMarini and his partner, Mike Eggi-
man, to steer the company to its current
position. Over the years, this combination
of a softball visionary and engineering ge-
nius has provided DeMarini with numer-
ous innovations, the most revolutionary of
which are the famous Doublewall and FLI
technologies. Both of those have in-
creased the consistency level of average
hitters, thus improving their overall per-
formance.

Besides endless product development
and new manufacturing processes, the
company’s success has required continu-
ous marketing - which is cleverly de-
signed around Ray DeMarini. Being the
little guy among bulky home-run hitters
- and still challenging them successfully -
Ray DeMarini is a natural magnet for na-
tional media from MTV to the Wall Street
Journal. His uncompromising personality
reflects his products, showing that there is
a chance for anyone to make it out there in
the field. The same attitude can be seen in
every marketing effort DeMarini launch-
es; the ideas are revolutionary, the tone is
aggressive and unbending - cleverly de-
livering the message that with DeMarini,
you are ready to take on the world. As Ray
DeMarini puts it himself: “In an age when
most ‘innovations’ are simply gimmicks

Mixing business 
with pleasure
In a decade, Ray DeMarini has turned a serious softball bug bite
into a 20 million dollar business.

Ray DeMarini: “We don’t sell 
hype. We sell performance.”

10 Amer Sports
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with huge marketing budgets, DeMarini
stands out as the real thing. We don’t sell
hype. We sell performance.”

Teaming up with Wilson 
When Wilson Sporting Goods purchased
DeMarini Sports in February 2000, the
synergy effects were evident and immedi-
ate. Combining Ray DeMarini’s passion
to develop better equipment and Wilson’s
resources in R&D and dealer networks,
the combination is clearly stronger than
the two individual parts. As DeMarini is
an independently operating division of
Wilson, the opportunities have been lifted
to entirely new levels.

DeMarini’s dedication to product de-
velopment is evident from the continuous
programme of new product launches. The
big hitters of the most competitive leagues
make up the main target group; they are
also the players most concerned about im-
proving their performance, so they are al-
ways interested in and willing to try new
products. Lately, DeMarini has also be-
come more involved in youth softball; De-
Marini bats specifically designed for
young players have gained immediate at-
tention and interest as well.

True team effort in Hillsboro
A tour around DeMarini’s production fa-
cilities in Hillsboro, Oregon leaves one in
no doubt about the level of commitment at
which the whole DeMarini staff operates
to create the world’s best softball bats. Up-
stairs in the R&D department, new prod-
ucts are being developed and tested con-
tinuously. Little by little, making one mi-
nor change after another and testing their

overall effects, a new softball bat is being
born just in time for the new season.
Downstairs in the production facilities,
the efficiency and quality of the manu-
facturing process can be seen everywhere.

Plant manager Kevin Harold praises
Wilson’s positive influence on new product
development. “Chris Considine and his
staff at Wilson Team Sports have really
brought a lot to us. The R&D resources are
excellent, and Wilson’s wide dealer net-
work assures the availability of our prod-
ucts everywhere in the United States. With
Wilson’s commitment to grow and succeed
in the softball markets, DeMarini is able to
reach a lot further than ever before”.

Revealing the future of softball
One of the secrets of DeMarini’s success
has always been the ability to be keep one

step ahead of the competition; so, it
comes as no surprise that the future of
softball is a common topic in the R&D de-
partment. The latest example of this is the
DeMarini concept bat, which will be
launched in September 2001; even though
new products enter the market every year,
Ray DeMarini and his staff are already
peeking into the next decade.

The size and nature of DeMarini
Sports’ business operations may have
changed several times over the past few
years, but when it comes to Ray DeMari-
ni, he has remained just the same. Even
after all these years of building a multi-
million dollar business, with him it all
comes down to pure love of the game of
softball; the passion to once again devel-
op the best bat in the world, the desire to
hit yet another one over the fence. 

“Virtual Ray”, a testing machine used by the R&D department, imitates the swing of a softball 
batter. The Julie Smith model, a junior bat intended primarily for  girls, is being tested.

R&D Co-ordinator Mike Schrubble with DeMarini’s latest
concept bats. The concept bats try to incorporate dis-
cernible trends in product features and characteristics.
They are, in fact, the bats of the future. 

Amer Sports  11

DeMarini’s production plant 
in Hillsboro, Oregon.
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12 ❙ Amer

O
n a Monday evening in Wood-
bury, Minnesota, the fields fill
up quickly after work - as they
do every single day during the

softball season. Just like in almost every
town throughout the United States, the
players gather and begin preparations for
the upcoming games: warming up, going
through the line-ups  and socialising with
family and friends. Lawn chairs are being
spread out, coolers being carried to the

sidelines... even an occasional barbecue
grill is being fired up. At every level, the
game of softball is all about getting an op-
portunity to spend some quality pastime.

For Line Drive team’s first baseman
Kevin Nickell, this Monday is somewhat
different from the others. Today, he will
put the B-52, the new DeMarini softball
bat, through its first performance test on
Minnesotan soil. Being the reigning home
run king of his team, Kevin’s mighty

swing should tell something about the
new bat’s abilities.

“Inside every normal player, there’s a
monster waiting to get out,” says De-
Marini CEO and founder Ray DeMarini.
“We’ve fine-tuned the B-52 to unleash
this monster. Like no other bat in the his-
tory of softball, the new B-52 allows
everyday players to hit like pros. It’s the
‘high-art’ of DeMarini science.”

DeMarini’s B-52
makes an instant impact

Love at first pitch

Kevin Nickell and DeMarini’s B-52

TEXT: TIMO MANSIKKA-AHO PHOTOS: MERVI SEPPÄNEN
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Rising to the challenge 
For this particular B-52, one could not
have imagined a better career start; as
soon as the bat made contact with the very
first pitch it ever saw, everyone knew that
there was no reason for the outfielders to
even try. A few seconds later, the ball was
bouncing away well behind the 300 foot
fence.

The Doublewall B-52 shares the same
0.05-inch thick outer wall as the previous

flagships of DeMarini’s armada. Also, it
utilises revolutionary FLI technology - in
the barrel, right at the sweet spot is a  4-
inch long layer of aerospace carbon fibre.
The inner wall is the thinnest in a produc-
tion bat - a mere 0.052 inches. Altogether,
the B-52 produces ultimate hitting power,
yet it is more durable than its predeces-
sors.

The mysterious touch of Voodoo 
In Woodbury, the abilities of the B-52 be-
came obvious in an instant. Next, it is
time to test the powers of Voodoo - a rev-
olutionary DeMarini glove designed
specifically for softball. Made of Voodoo
Leather, it gives ordinary players un-
equalled levels of comfort, performance
and control. Ray DeMarini has promised
that once anyone uses Voodoo, there sim-
ply is no going back.

With Kevin, this certainly is the case;
the flexibility of Voodoo is beyond any-
thing he has experienced before, and as
the game goes on and the players manage
to break a sweat even on a chilly Min-
nesotan evening, the Voodoo only gets
better. Whereas ordinary gloves tend to
get slippery, Voodoo stays comfortable
throughout the ballgame.  

Kevin and DeMarini’s Voodoo glove
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Triad
the first tri-component tennis racket

The new Wilson Triad tennis racquets were
launched last summer, and the reception
has been nothing short of rapturous.
John R. Embree, General Manager/Vice
President of Wilson Racquet Sports, ex-
plains that as soon as the deliveries began
in late July, demand exceeded supply.
Even though more effort has been put in-
to production, there is still a slight time
gap in getting the ordered racquets to
stores. The excitement generated by Triad
has been a positive surprise for both Wil-
son and its dealer network.

“The positive impact of Triad’s revolu-
tionary structure became immediately ob-
vious, and created vast demand. The deal-
ers will, unfortunately, have to search for
racquets – even from each other – for a lit-

Triad – a new way 
to prevent tennis 
elbow?
Wilson developed the Triad racquets 

in order to combine performance 

and comfort. A recent study reveals

that they might also provide 

a solution for the prevention 

of stress injuries.
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W
ilson has launched the Triad – an entirely
new concept of tennis racquet made up of
three separate components. In Triad tech-
nology the hoop and handle of the racquet

never touch as they are buffered by a shock-absorbing
polymer called Iso-Zorb, which isolates shock in the
hoop and prevents 60% of the vibration from ever reach-
ing the player’s body. The three components are me-
chanically locked together and bonded by an adhesive ca-
pable of withstanding a load of 2.5 tonnes. Wilson guar-
antees the integrity of the racquet ’s construction for two
years. Racquets in one continuous piece act as a conduit
for vibration. Triad’s tri-component structure maximis-
es the racquet’s playability and power. Recreational play-
ers suffering from chronic tennis elbow who played with
the Triad Hammer 4.0 and 5.0 in a two-hour test report-
ed very favourably on the comfort of hitting with the new
racquets. They were also impressed by the power and sta-
bility of the racquets.

The first Triad technology racquets to hit the market
were the Triad Hammer 2.0, Triad Hammer 3.0, Triad
Hammer 4.0 and Triad Hammer 5.0. The Hyper Triad Pro
Staff 6.0 professional racquet will be launched later.
Among other applications, Iso-Zorb is used in the foun-
dations of skyscrapers and bridges to absorb the shocks
caused by earthquakes.

Compact stokes, low swing index
Tennis racquets designed especially for recreational play-
ers have become lighter and stiffer in recent years. The
aim has been to design racquets that give more power to
recreational players with short, compact strokes. The
shorter the stroke and slower the swing, the stiffer the
racket should be. Professionals have long, loopy strokes
and their racquets need to flex much more than those of
recreational players. The sweet spot of a professional’s
racquet is also much smaller since they invariably hit the
ball right out of the middle of the racquet face. 

The stiffness of Wilson’s racquets is determined by the
swing index: the lower the index, the stiffer the racquet.
If a player has a short, compact stroke, a suitable racquet
would have a swing index of 2.0, whereas a player with
a long, loopy stroke would require a racquet with a swing
index of 5.0. The swing index tells how much the racquet
flexes. In a stiff racquet the vibrations are more easily
transferred to the player’s hand, but Triad technology
eliminates a large proportion of them.  
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tle while to at least partially balance the
situation. At the moment, all Triads have
been sold for several months to come.”

The demand will most likely only in-
crease – thanks to a study of Triad’s effects
on stress injury prevention, the results of
which were published at the US Open. The
research, carried out by Professor Gert-
Peter Brüggemann of the German Sports
University in Cologne, now provides 

comfort-searching players with some med-
ical back-up.

According to Professor Brüggemann,
Triad’s innovative de-coupling structure -
in which the hoop has been separated from
the handle by Iso-Zorb traps - creates a
clear technical prerequisite for the preven-
tion of tennis elbow and other stress in-
juries. The research was carried out in
Cologne by testing the effects of Triad
alongside four other, randomly selected
elite racquets.

During the study, the stress impact that
travels from the hoop to the different parts
of player’s arm was measured, using differ-
ent racquets and strengths. De-coupling’s
ability to reduce that stress was obvious.

“I can’t recall being involved in any oth-
er study that  provided us with results this
clear,” says Professor Brüggemann. “Fur-
ther studies are being carried out, and
more information is being gathered. But, it
is already obvious that Triad has just the
right technical base. Hitting a tennis ball
creates most impact on the wrist and arm.
Separating the hoop from the handle
lessens this impact considerably, without
sacrificing power and control.”

During the autumn, information will be
received also from the most competitive
level. Even though Triad has been devel-

oped mainly for recreational players seek-
ing grater comfort, the new racquets can
also provide the world’s top players with
new opportunities.

“Triads are attracting more and more in-
terest, even among professional players,”
John Embree emphasises. “Venus and
Serena Williams are excited about them,
and when the season ends in November,
they will put the new racquets through a
series of very serious play-tests. Wilson
will then receive valuable information on
how the racquets behave in the hands of
Grand Slam winners.”

Triad was created to change the conven-
tional way people think about tennis rac-
quets. According to John Embree, the mes-
sage has been well understood.

“All the time, we have sensed that this is
about something big, about the new evo-
lution of the tennis racquet. When we have
carried out our tests with the Williams sis-
ters, and when the next phase of Professor
Brüggemann’s research is completed, we
will know a lot more about both Triad’s
performance and its medical effects. Our
ultimate goal is to provide players of all
levels with unique experiences - to give
them a chance of even greater achieve-
ments, and to play injury-free for as long
as humanly possible.”  

Gert-Peter
Brüggemann: 
“I can’t recall

being involved in
any other study

that provided us
with results this

clear.”

John Embree: “The positive impact of
Triad’s revolutionary structure became
immediately obvious, and created vast
demand.”

The lifetime of a Double Core ball is twice as a long
as that of a conventional pressurised ball. 

Amer Sports  15

Double Core 
tennis ball
■ Wilson’s new Double Core tennis
ball makes use of a butyl-based barri-
er called Air D-Fense(tm), which
effectively inhibits air permeation.
Together with a brand new premium
felt, it doubles the lifetime of the ball
compared with conventional pres-
surised balls. Tennis balls feel dead
when their core pressure drops to
eleven pounds per square inch.
Especially in Europe, recreational
players generally play with the same
balls too long. When the ball’s pres-
sure falls and the felt becomes warn,
its playing characteristics change con-
siderably. When these “overplayed”
balls are eventually replaced by new
ones, it takes time to get accustomed
to the speed and bounce of the new
balls. 
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Venus (right) and Serena Williams met in the US Open final.

T
he Williams sisters, Venus and Serena, have now won the
US Open three years in a row. In the first Grand Slam 
final between the sisters, it was Venus who emerged as
the clear victor in two sets, 6-2, 6-4. It was the first time

in 117 years that two sisters had met in a final. The last time it
happened was in 1884, when Maud and Lilian Watson contested
the Wimbledon final. Serena uses the Wilson Hyper Hammer 6.3
and Venus the slightly stiffer Wilson Hyper Hammer 4.3.

Second Wimbledon title
The lightening fast grass courts of Wimbledon obviously suit the
hard-hitting game of Venus Williams, who won the prestigious 
title for the second year in a row. Her opponent in the final was
19-year-old Justine Henin, the first Belgian player ever to reach
the Wimbledon finals. Her classically beautiful one-handed back-
hand is her best shot and a hallmark that sets her apart from
most other players on the WTA tour. Henin turned professional
in January 1999 and was ranked 69 at the end of that year. A year
later she had climbed to 48th place, and in September of this year
she was ranked as high as sixth. Henin started to play tennis
when she was five years old. She prefers to play from the base-
line and is most comfortable on clay courts. In the Paris Open she
got through to the semi-finals, an achievement that earned her
an invitation to the Belgian Royal Palace. Justine Henin uses the
Wilson Hyper Hammer 5.2.

Justine Henin
Born: 1.7.1982
Height: 167 cm
Weight: 57 kg
WTA tournament 
victories: 4   

Venus Williams wins US Open
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T
he birth of the Deep Red family of
golf products is very good news in-
deed for Wilson. The successful
launch of the Deep Red driver a

year ago encouraged the company to ex-
pand the product range.  

The Deep Red driver now has a big broth-
er: Deep Red 365 cc. The face of the new
driver has been enlarged, making it even
more forgiving than before. A new type of
titanium alloy has been used in the club-
face, enabling 13% of the weight to be
moved towards the back of club. This also
makes it easier to get the ball in the air off
the tee. It has also been possible to make the
clubface wall thinner, which increases the
initial velocity of the ball at impact.

Four new fairway woods (3, 5, 7 and 9)
have been added to the metal wood family.
The clubface of these fairway woods is
made of stainless steel. Both the driver and
the fairway woods have the new Grafalloy
Pro Lite shaft, which employs Wilson’s own
Fat Shaft technology. Wilson has promised
that the new clubs will be available for both
left- and right-handed players and also for
ladies. Steel-shafted metal woods will go on
sale next summer.

The most revolutionary member of the
product family is the new Deep Red iron.
Wilson has patented a new method where-
by a urethane core is incorporated into the
bottom ten centimetres of a steel shaft and
a urethane insert is built into the sole of the
clubhead. The main purpose of the Ure-
thane is to reduce the amount of vibration

transmitted to the hands as a result of off-
centre hits. Indeed, the primary aim of the
new clubs is to make golf a more enjoyable
experience for players of all skill levels. The
size of the clubhead has been enlarged, but
much emphasis has been placed on its de-
sign. A lot of thought has also gone into the
colour of the club to ensure that it looks as
good as it plays. Deep Red irons are also
available with Fat Shaft graphite shafts.

The Deep Red family also includes a new
range of urethane insert putters. The ure-
thane insert is thicker than the blade in the
middle and thinner at the edges, so poorly
struck puts give the same results as good
ones. 

Wilson is also adding a new ball to the
Deep Red family. It too puts the properties
of urethane to good use. The urethane core
of the new ball reacts to hard and soft con-
tacts in different ways. The ball yields max-
imum distance when struck hard with a
wood, but reacts more sensitively and is eas-
ier to control for better accuracy with medi-
um and short irons. A new and softer rubber
blend has been used in the ball’s cover. Four
different models of the ball will be available
in golf stores. A new ball designed espe-
cially for low handicappers and profession-
als is promised for next summer.
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Deep Red
product family
Wilson has placed the accent firmly on playability, physical
comfort and style in its new Deep Red product family. 
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■ Max Alfthan,
M.Sc. (Econ.) (40)
has been appoint-
ed Vice President,
Communications,
of Amer Sports
(Amer Group Plc)
as of 15 October
2001. Mrs. Marja-
Leena Simola,
currently Vice
President, Com-
munications, 
will retire next
summer.

Max Alfthan has
wide experience in
brands and mar-
keting. He joins
Amer Sports from
the Advertising
Agency Lowe Lin-
tas & Partners,
where he has
worked as Manag-
ing Director and
partner since
1998. Prior to that,
Max Alfthan
worked as Market-
ing Manager and
as Marketing Di-
rector at the
Finnish brewery
Oy Sinebrychoff Ab
during 1989-94
and 1994-98 re-
spectively. During
1987-89 he
worked as Market-

ing Manager at
Philip Morris in
Finland. Max
Alfthan will report
to Mr Roger
Talermo, Presi-
dent and CEO of
Amer Group Plc.
Marja-Leena
Simola will contin-
ue in her duties
during the transi-
tion period and
will retire at the
end of July 2002. 

■ Mika Harju-aho
(35), M.Sc. (Econ.)
has been appoint-
ed Financial Direc-
tor at Suunto Oy
effective 1 August
2001. He joins Su-
unto from L M Er-
icsson, where he

has worked since
1997 as Business 
Controller, Mobile
Phones, in Finland
and most recently
as Area Business
Controller, Mobile
Communications,
in Lund, Sweden.
During 1994-97 
he had marketing 
accountant, inter-
nal auditor and
sales & marketing
controller 
positions with
Unilever both in
Finland and in the
Netherlands. 

■ Reynaldo Farah
has been appoint-
ed as country
manager of Wilson
Brazil.

■ Keith Kamiya
has been appoint-
ed General Man-
ager of Wilson Golf
Japan. He will be
responsible for the
production, mar-
keting, sales and
financial perfor-
mance of Wilson’s
golf business in
Japan. 

■ At Suunto, 
Antti Kärävä,
M.Sc. (Eng.) has
been appointed
Business Manag-
er, Net Applica-
tions. 

MAGAZINE

■ Hermann Maier, the bright-
est star in Atomic’s stable of
alpine skiers and an enthusias-
tic motorcyclist, injured his leg
in an accident in August.
Maier’s recovery is going well,
but it will be a long time before
his leg is fully healed. 
The injury was, of course, a bit-
ter blow to the Atomic Racing
Team, although even without
Maier it still has many other
big-name skiers: Stephan
Eberharter, Benjamin Raich,

Pepi Strobl, Daron Rahlves,
Andreas Schifferer, Heinz
Schilchegger, Rainer Schön-
felder, Christoph Gruber,
Michael Walchhofer, Lasse
Kjus and Martina Ertl. Atom-
ic’s strategy has been to build
up a strong team of skiers of
different ages and from differ-
ent countries. As one crop of
stars come to the end of their
careers, there are always up-
and-coming youngsters in the
team ready to take their places.   

New Hyper 
Pro Staff 6.1
■ Wilson’s latest pro-
fessional racquet, the
Hyper Pro Staff 6.1, is
based on the legendary
Pro Staff 6.0 – for years
the racquet of choice
for top players like Pete
Sampras. The new 6.1
features a Double Braid
structure of Hyper car-
bon and kevlar/grap-
hite. The new construc-
tion increases the
strength of the racquet
without compromising
its excellent feel.

18 Amer Sports

P
ho

to
: A

rj
a 

 V
ar

tia

Hermann Maier in motorcycle accident

APPOINTMENTS
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Classic match
■ The US Open quarter-final between Pete Sampras and Andre
Agassi turned out to be a classic encounter. Neither player was
able to break the other’s serve, and all four sets of the 3-hour-
32-minute marathon went to tie-breaks. Sampras is an ag-
gressive serve-and-volleyer, whereas Agassi is baseline player.
Sampras went to the net 135 times, winning the point on 95 oc-
casions. Sampras eventually went through to the final, but lost
to Australian Lleyton Hewitt. Sampras has won the US Open
four times (1990, 1993, 1995 and 1996).

Orienteers successful
The host nation was very success at the World
Orienteering Championships held recently in
Tampere, Finland, winning no fewer than eight
medals. The relay champions were: (back row,
from the left) Janne Salmi, Juha Peltola, Jarkko
Huovila and Jani Lakanen, who was sponsored
by Suunto. Front row, from the left: Johanna
Asklöf, Marika Ikkola, Liisa Anttila and Reeta-
Mari Kolkkala. Suunto was one of the  principal
sponsors of the championships.
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New DSTO2 models
■ Product Manager Christian
Singer of Wilson Europe shows off
the new range of DSTO2 tennis
footwear. The new Crossfire DSTO2
features an orange-coloured Stable
Wrap midfoot bridge for extra later-
al and medial stability. The new
range of footwear are lighter than
earlier models, but with enhanced
stability and comfort.

Andreas Vinciguerra uses Wilson’s Hyper Pro Staff 6.1. 

Stefan Edberg’s ball-striking is still as good as ever.

■ Almost all the boats competing in the Volvo Ocean Race have 
Suunto compasses. The crews of both Amer Sports One and
Amer Sports Too are wearing Suunto’s Yachtsman wristop com-
puters and will use Suunto’s diving instruments when carrying
out boat maintenance at the stopovers. Keryn Henderson (left)
and Bridget Suckling.
■ All the products in Amer Sports’s sporting goods portfolio
were presented in connection with the start of the Volvo Ocean
Race. There was also an exhibition tennis match between 
Wilson Advisory Staff member Stefan Edberg and Andreas 
Vinciguerra, who at the end of September was in 39th place on
the ATP Champions ranking. 

Portfolio on view in Southampton
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Introducing a racket so comfortable the hardest

part of the game will be leaving the court.

© 2001 Wilson Sporting Goods Co. Wilson, Hammer and Hammer Technology are registered trademarks and Triad, Triad Technology and Iso.Zorb are trademarks of Wilson Sporting Goods Co.

You no longer have to sacrifice comfort for power.

Presenting Wilson TRIADª, the worldÕs first tri-compo-

nent racket. By separating the head and handle with

Iso.Zorbª, our revolutionary design reduces 60% of

shock and vibration. So the only thing you feel is the

desire for one more set, one more game, one last ball. 

TRIADª tennis: see how comfortable tennis can be, visit

wilsonsports.com/triad.

Power generated by 

Wilson Hammer¨ technology

C O N Q U E R  I N  C O M F O R T
ª

Iso.Zorbª traps 60% of 

shock and vibration

The end result

is total comfort

TRIAD
Hammer 2.0

TRIAD 
Hammer 3.0

TRIAD 
Hammer 4.0

TRIAD 
Hammer 5.0
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