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ffective involve-
ment with media
outlets combined
with genuine
product innova-
tion, quality, distribution and
customer care. Sounds like
the right business strategy?
Innovative Lures certainly
believe so. In just four years
of trading, this approach
has established the Danish company’s reputation
and strengthened its market position in a fiercely
competitive sector.

Lars Segaard: “New
thinking is essential.”
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INNOVATIVE LURES
STRIKES WITH NEW
MEDIA... AND NEW
THINKING

For the Danish lure maker, fish-catching products
are just part of a sales mix which inclucfe
production methods, stronger databases, social
networking sites and online customer feedback.

s modem

A proud EFTTA member from the beginning,
Innovative Lures quickly displayed acute antennae
for new promotional avenues and actually featured in
the launch issue of Angling International. Back then,
co-founder Lars Sggaard outlined the company’s
confidence based upon two years of intense product
development. There were, he said, three key com-
pany ground rules — to only develop product with
a genuinely new element, to only launch products
which out-caught those of existing rivals during the
testing process, and to ensure quality levels would
not disappoint customers.

Now, having strengthened the company internally
whilst continually analysing the market and learning
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valuable lessons along the way, Spgaard remains
hugely upbeat about prospects for future growth.

“We may appear to be small fish in a fierce mar-
ketplace, but we understand that market and keep
our fingers on the pulse by remaining active anglers,”
says Sggaard, whose brand’s range includes wobblers,
jigs, spoons, spinners, rigs, leaders and soft flies with
applications in both fresh and saltwater settings.

“Each single item we have added has new thinking
and enhanced strike-generating features. The many
extra tricks from Innovative Lures products provide
more versatility and effectiveness and should certainly
be in every lure angler’s gear box,” he adds.

So how exactly has the company been strength-
ened since 2008? Getting the right people and having
them work in the right defined roles is a big part of
Segaard’s solution.

“During the mid and end part of 2009 we brought on

board additional core competencies with specialties in

marketing, finance, production, research and develop-
ment, logistics and sales. The likes of Marc Melgaard,

Torben Rasmussen, Gregers Lindvig plus some contrac-

tual agreements,” he states.
“We have also commenced formation of an Advisory
Board with very prominent profiles from the business

who will bring extensive experience of sales, distribution

and branding to the company, subsequently proving the
point that the company holds interesting new choices
to anglers and the marketplace in general,” he adds. No
names are being released yet — but watch this space!

Another concerted effort has seen improved logistics
to ensure faster market response.

“Innovative Lures recognises future increased require-
ments from all markets to react fast and reliably to
demand,” continues Sggaard. “So we are improving our

time-to-market by undergoing more frequent and stricter

production inspections, increased supplier-platform and
supplier-database.

“Furthermore we are managing product launches
better. Not selling expectations, just selling what’s
available! SKU management, focus on inventory turns,
smoother operations in warehouses, improved domestic
and export shipping — there are so many improvements
taking place here.”

Anew Innovative Lures product
range is already being thoroughly
tested prior to production, ensur-
ing they will be fully optimised to
give the user the best possible
sportupon release.

Of the new releases for 2010,
expectations are high for the
unique Bombarda Soft Flies which
will tap anincreasingly popular
market sector which is already
expanding beyond its birthplace
of Italy. However, it's the SwingTail

Amajor focus for Innovative Lures
in 2010 is the export market,
using the product feedback it has
received as an accelerator. Key
targets for 2010 are: Germany,
UK, Finland, Poland, Czech Repub-
licand Italy.

Marketing Manager Marc
Melgaard has underlined the
company’s deep-rooted belief in
establishing close links with the

angling media
including
maximising its
presence on
various internet
outlets to har-
ness the highly
computer-liter-
ate generation
of lure anglersin

i-a multi-jointed spoon first seen
in the February 2008 launch
issue of Angling International

— which has become the estab-

lished big-selling favourite.

The SwingTail (pictured above)
is now available in 7gand 13g
(trout), 17¢ (coast version] and
25g (salmon) sizes, in several
i colour combinations, all equipped
¢ with quality YMC 3-nickel hooks
and splitrings. It's a ‘must-stock’

i item forany retailer with a cus-

: tomer base serious about their

lure fishing.

Conscious of the need to
preserve angling for future
generations, Innovative Lures is
also delving deep into the use of
‘green’ materials. But whatever
emerges next from its Denmark
think-tank, it will certainly be true

i tothe slogan of ‘Beauty and the
i Beast'. Meaning beauty to the hu-

man eye... butan irresistible beast

: to predator fish across the globe!
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: the teens-to-30s age group.

“In our home country of
Denmark we have developed
¢ avery good relationship with
i Fisk & Fri (www.fiskogfri.dk].
i And yes, we have a big focus on
similar relationships in our export
strategy going forward for mutual
: benefits,” he stated.
¢ “Ourown website is an excel-
lent start point, showing our prod-
ucts in their natural environment
with underwater videos of most of
our products. Viewers will see that
our lures are developed by an-
glers with a great understanding
foraqua-dynamics and function-
i ality. We are proud to share this
¢ with our fellow anglers.”
: Facebook, the social net-
i working website which has fast

: become a global phenomenon,

i isanother place where Innova-

! tive Lures is making existing and
potential customers feel part of a
i family.

“At Facebook we can stay in

: touch with a broader audience of

anglers, who are our core inspira-
tion. Our goal is to be close to the
market by inviting anglers to post
their thoughts about our products,
recommendations for improve-
ments, their catches on our lures,
and also for product launches and
general news,” enthused Lars
Segaard.

The Innovative Lures Facebook
group page can be found by sim-
ply searching for Innovative Lures
at Facebook. “Our page will appear
for sign-on,” says Lars Segaard.

L @ innovative lures
Tel: +45 3013 9591 Web: www.innovativelures.com .

Email: lars.sogaard@innovativelures.com  or: info@innovativelures.com
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