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Brexit still 
rumbles 
on causing 
uncertainty 
and volatility 
in the money 
markets, 
with sterling 
falling 

against the dollar and the euro. 
This edition Paul Sherratt 
takes a look at the implications 
for the sports industry going 
forward as we wait for article 
50 to be triggered.

What are the currency 
implications? How will it impact 
exports? And what about the 
dreaded paperwork?

We also take a look at the 
trends in the tennis market across 
Europe with the NPD Group. 

What are the drivers for 
clothing in the tennis market and 
why has footwear declined over 
the last decade?

We also take a look back  
over the career of Everton  
legend Graeme Sharp and his 
views on the modern game and 
chips, obviously.

Also in this month's edition, 
Intersport UK general manager 
Tom Foley spells out the reasons 
why community, consistency and 
innovation are drivers for the group.

By the time this edition has 
gone to print I hope to have met 
a lot of you at the Stag Winter 
Buying Show and heard your 
views on the new look magazine 
and what you expect from the 
industry in the months ahead.

As this is the last Sports 
Insight of 2016, I'd like to wish 
everyone a merry Christmas and a 
prosperous New Year.

IN PARTNERSHIP WITH
The official publication of the federation of sports and play associations

WELCOME

Puma has announced 
continued growth in the third 
quarter of 2016.

Sales increased by 10.7 
per cent, currency adjusted to 
€990.2 million (+8.3% reported).

The brand said that all 
regions contributed to this 
growth, with EMEA and the 
Americas being the main drivers.

Footwear once again 
performed particularly well with 
a currency adjusted increase of 
16.4 per cent.

The EMEA region continued 
its growth, supported by strong 
demand for footwear products.

Bjørn Gulden (pictured), 
Chief Executive Officer of 
PUMA, said: “We have seen 
a solid improvement in the 

sell-through of our products at 
retail in the third quarter. New 
product lines like the Fierce, the 
Platform, the Ignite Dual and 
the Fenty lines have shown to 
be “right” for the consumers and 
our marketing with personalities 
like Rihanna, Kylie Jenner, Cara 
Delevingne and, of course, the 
unbelievable performance of 
Usain Bolt, have increased our 
brand heat.

“More consumers are buying 
our new products at full price 
and retailers are therefore more 
satisfied with us. It is now our 
job to use this momentum to get 
more of the right Puma products 
on their shelves.

“Sales developed a little 
better than expected, gross 

margin came in as expected and 
this combined with a strong 
discipline on the cost side 
resulted in a nice improvement 
in our earnings.”

With three months to go 
Puma are confident in fulfilling 
their guidance and expect 
their full-year EBIT to be in 
the upper half of the already 
communicated range of €115 
million to €125 million.

Footwear drives 
Puma growth

It's all about favourites for On
SIX years after openings its 

doors, one million people 
worldwide are running 

in On shoes.
As an addition 

to its running shoe 
range, the Swiss 

sports company is 
now launching its own 

performance running 
gear for men and 
women.

David Allemann, 
co-founder of On, said: 

“We decided not to do 
another running collection 

that keeps changing every 
season. Instead, we created the 
absolute essentials. Our favourite 
running jacket. Our favourite 
running shorts and tights. And 
our favourite t-shirt.”

The On Essentials feature 
very light and stretchable 
fabrics to let the body move 
freely and offer protection 
where you need it. 

There are six On Essentials 
for men and eight for women: a 
jacket, two shirts, a long sleeve 
shirt, a short, a running pant, a 
tight and a tank top.
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Asics Europe have reported 
strong growth for the first 
three-quarters of 2016.

The sportswear brand has 
seen solid growth across the 
EMEA region between January 
and September 2016, with the 
true sport performance brand 
delivering an overall four per 
cent increase in net sales to 
€695 million.

The sales increase was 
largely driven by strong growth 
in running.

Running footwear increased 
by six per cent and apparel by 
three per cent. Another key 
contributor is the ongoing 
acceleration of the brand’s 
lifestyle category, ASICS Tiger, 
which grew by 54 per cent. Sales 
in ASICS’ own retail outlets 
grew by 16 per cent.

In running footwear ASICS 

successfully launched its brand 
new running shoe, DynaFlyte, 
containing the innovative 
material FlyteFoam.

The award-winning  
midsole material - receiving 
outstanding product test 
reviews for its combination 
of light weight and optimum 
cushioning – will see FlyteFoam 
expand into a new series of ‘fast’ 
running shoe models, launching 
in spring 2017.

The recent quarter saw 
ASICS launch its new Global 
Digital Division to focus on 
innovative digital technologies 
that help better connect with 
consumers. The Boston based 
division is led by Jason Jacobs, 
founder and CEO of RunKeeper 
- acquired by ASICS in 2016.

ASICS has also opened a 
new customer experience centre 

in Barcelona to centrally 
manage all consumer 
interactions for the 
EMEA region.

Alistair Cameron, 
CEO of ASICS Europe, said: 
“In 2016, our focus on a more 
consumer centric approach and 
streamlining of our distribution 
– with focus on fewer, more 
high-quality accounts offering 
a more diverse product range - 
has resulted in healthy growth 
across the business.

“There have been clear 
strides forward in building 
a stronger brand between 
performance and lifestyle 

and we’ve put digital 
marketing at the heart of our 
communications.

“Our aim is to inspire the 
new generation who see fitness 
as part of their daily lives, by 
offering products that merge 
performance with lifestyle. 
At the same time, we continue 
to lead the way in technical 
running as demonstrated by the 
success of ASICS DynaFlyte.”

Strong EMEA growth for ASICS

All the very latest in the sports industry...
NEWSSPORTS 

DIRECT 
DENIES 

BUGGING 
ATTEMPT
The Board of Sports  

Direct has denied any 
knowledge of trying to  

bug a party of MPs.
The six MPs were on 

a surprise visit to the 
company's Shirebrook 

warehouse, in Derbyshire, 
and claimed that a 

recording device was 
brought in, along with 
a tray of sandwiches, 

to try and record their 
conversations in a private 

meeting after the visit.
The MPs were examining 

whether improvements 
had been made in 

employment procedures  
at the warehouse.

The board, however, 
said that they had no 

involvement in any such 
bugging activities.

In a statement, Sports 
Direct said: “The Board 

is disappointed that 
reporting of a possible 
recording device (the 

veracity of which has yet 
to be determined) has 

overshadowed the truly 
important issues that this 
visit should have focused 

on - the true working 
conditions and worker 

satisfaction at Shirebrook.
“The Board would like to 

make it clear that it did 
not authorise or have any 
knowledge of the possible 

recording device.”
Mike Ashley, founder of 

Sports Direct, said: “I 
stand firmly behind the 
people of Sports Direct, 
who through no fault of 

their own have been made 
a political football by  

MPs and unions.”
The surprise visit on 

Monday, November 7, saw 
the MPs tour the site for 
three hours and talk to 

staff members. Afterwards 
they were in a private 
room to discuss their 

findings and were served 
refreshments  

and sandwiches.
Anna Turley, MP for 
Redcar, claimed that 

the woman serving 
the sandwiches left a 

recording device behind.
An investigation by both 

the BBC and the Guardian 
uncovered working 

practices at the warehouse 
which MPs later likened to 

a Victorian workhouse.
Concern about working 
conditions led to Sports 

Direct's founder Mike 
Ashley being called to  
give evidence to MPs. 
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ASICS successfully 
launched its brand new 
running shoe, DynaFlyte.

Northern Ireland’s up-and-
coming superstar Daryl 
“SuperChin” Gurney is 
looking forward to working 
with Winmau after agreeing a 
four-year sponsorship deal.

Currently ranked 26 
by the Professional Darts 
Corporation (PDC), Gurney will 
wear the Winmau logo during 
competitions, promote the 
company and contribute to the 
development of darts equipment.

Like other players in Team 
Winmau, such as current BDO 
men’s world champion, Scott 
Waites, and current and ten-
times ladies' world champion, 
Trina Gulliver 
MBE, Gurney 
will benefit 
from Winmau’s 
technical 
expertise to 
fine-tune a set 
of darts that 
will get the most 
from his game.

Gurney 
said: “The 

competition is so tough, and keeps 
getting harder.

“To succeed you not only have 
to be on the top of your game, but 
play with equipment that makes 
use of every ounce of the ability 
you have.

“Winmau has a great track 
record of working with players, 
analysing their throw and 
developing darts that best suit 
the way they play. I’m looking 
forward to partnering with their 
technicians to get the most from 
my game.”

Ian Flack, Winmau’s Sales 
and Marketing Director, added: 
“Daryl is right at the head of the 
incredible new generation of 
darts players.

“He’s proved himself on the 
big stage, and regularly reaches 
the final stages of the major 
competitions.

“We’re committed to helping 
him get to the next stage of his 

career, knowing that in 
return Daryl will be 

a tremendous 
ambassador for 

the company.”

GURNEY SIGNS  
FOUR-YEAR DEAL  

WITH WINMAU
Up to 300 jobs are at 
risk in Northern Ireland 
as WiggleCR looks to 
consolidate its warehousing 
in Wolverhampton.

WiggleCRC was formed 
following the merger of Wiggle 
and Chain Reaction Cycles 
in July and, together, is the 
leading European online 
retailer of cycling, running 
swimming and triathlon 
products and accessories.

Following an operational 
review the company decided 
to keep both brands, websites 
and maintain their presence 
in Great Britain and Northern 
Ireland.

However, in a statement 
the company said: “As part 
of the review we are aware 
that delivery, including later 
order cut-offs and speed, 
is becoming increasingly 
important for customers and 
a highly competitive area for 
all etailers. For WiggleCRC 
to retain its position and 
remain competitive in the UK 
as well as increasingly global 
markets, we have concluded 
that this can be best achieved 
by concentrating the majority 
of our distribution through 
our warehouse facility in 
Wolverhampton.”

This move will result in 
the relocation of significant 
warehouse activities currently 
in Doagh, Carrickfergus and 

Ballyclare.
But, bikes and frames, 

including bike assembly 
handling activities and their 
wheel build operation would 
remain in Ballyclare.

A consultation process 
is now under way with 152 
potentially affected employees 
and their representatives 
as well as discussions with 
the companies managing 
the 161 agency workers who 
are supporting warehouse 
operations in Northern 
Ireland.

The statement continued: 
“WiggleCRC will retain 
a significant staff and 
management presence in 
Northern Ireland, with at least 
275 unaffected employees 
forming a vital part of our 
ambitious growth plans.

“Should the proposal 
go ahead, we would expect 
the relocation of stock and 
activities to commence in late 
summer 2017.

“We recognise that these 
are uncertain times for 
affected employees and can 
confirm they will be treated 
fairly and in line with our 
values. We are fully committed 
to minimising the impact of 
these proposals and providing 
all the necessary support to 
affected employees in any way 
we can during and after this 
process.”

WiggleCR 
consolidation puts 
hundreds of jobs at risk
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Casey Sheahan is the new president of KEEN, the outdoor 
footwear company.

With a decorated career spanning over 35 years in the 
outdoor, athletic, and publishing industries, Sheahan joins 
KEEN to lead the business as it builds for the future.  
Sheahan succeeds outgoing President Steve Meineke, who  
will retire in mid-November and remain an active KEEN 
Advisory Council member.

Sheahan brings a successful track record in building world-
renown brands with a passion for sustainability and activism

Sheahan said: “KEEN is the only brand I considered 
coming out of my post Patagonia fly fishing sabbatical for. It’s 
an incredible opportunity to join a family-based company that 
is authentically disrupting the status quo, leading through its 
guiding principles and actions.

“I’m energised to relocate to the Pacific Northwest and join 
a talented team to help the brand realise it’s full potential in the 
global marketplace.

“I’m honoured to be joining KEEN at such an opportune 
and pivotal time in an ever-evolving industry. I look forward to 
engaging more fans through incredible product and values-based 
initiatives in the years to come.”

A veteran leader in the outdoor industry, Sheahan began his 
career as the editor and publisher of Powder Magazine, which 
evolved into leadership roles at Nike as category manager of 
ACG, VP of marketing at Merrell and as president of Kelty. Most 
recently, Sheahan served as president and CEO of Patagonia, 
where he led the company through its most successful phase in 
its history, tripling the business and significantly increasing the 
brand’s support for environmental and sustainability causes.

Since retiring from Patagonia in 2014, Sheahan has been 
serving on several advisory boards across the outdoor  
industry, including KEEN, affording him a real-time  
perspective into the company, strategic initiatives,  
organisation, and opportunities ahead.

Sheahan will be based in Portland, Ore. at KEEN’s global 
headquarters.

8 NEWS

TOP JOB FOR 
SHEAHAN  

AT KEEN

Casey Sheahan the new president at KEEN.

The Air Control 5544 from 
Anita Active Cup, AA-H Padded 
Maximum Support Sports Bra, is 
to be launched in February, 2017.

The new Air Control Sports 
Bra from Anita Active is a totally 
new concept in support thanks to 
its patented Delta Pad Foam Cup, 
which is triangular in shape and 
covered with a power mesh for 
optimum ventilation and air flow 
throughout training.

Instead of the cup being 
moulded from an all over foam, the 
new Air Control Delta Pad allows 
air flow through the overlaid mesh 
on the lower and side areas of 
the breast as well as featuring a 
wide under band with tiny holes 

In a bid to be more relevant and 
reverse a drop in attendance 
Eurobike is on the move and 
becoming trade only.

The 2017 event will still take 
place at the end of August but 
the following year it will start on 
Sunday, July 8, and focus entirely 
on trade visitors.

The decision came soon after 
Eurobike's 25th show, which saw 
a drop in attendance for the first 
time, mainly of German dealers.

Reasons given for the drop in 
numbers were a declining market 
and the increase in in-house 
dealer events.

The 2016 edition saw 42,720 
trade visitors to Friedrichshafen, 
down from 45,870 last year. 
However, consumer attendance was 
up, reaching 32,400 boosted by two 
festival days, compared to 2015's 
20,730, when there was only one.

Eurobike is going 
trade only to redress 
drop in numbers

throughout to allow moisture and 
heat to escape from the body.

The pad, anchored in three 
places, holds the breast firmly 
in place through the exercise 
regime. The Delta pad itself is air 
permeable and lined inside with 
terry cloth facing the skin to wick 
moisture away while there are tiny 
holes in the centre of the cup to 
transport moisture to the outside.

The stable extra light mesh on 
the outside enables quick drying. 
The bra also has a new particularly 
soft air permeable and supporting 
underband which is created with 
lots of tiny holes to allow air 
ventilation under the breast for 
ultimate cooling comfort.

Klaus Wellmann, CEO of 
Messe Friedrichshafen, said: 
“By taking place earlier in the 
year Eurobike will be even more 
relevant and strengthen its 
position as the leading trade show 
for new trends and innovations.”

Head of Eurobike, 
Stefan Reisinger, confirmed,  
following consultations with 
manufacturers, retailers and the 
media, that the fragmentation 
of various dealer events and 
in-house exhibitions during the 
summer was not sustainable for 
the long term.

He added: “By announcing 
the new 2018 dates now, we're 
giving the bicycle industry 
the chance to orientate itself, 
providing planning security 
and the required advance notice 
to readjust and regroup for the 
significantly earlier future 
Eurobike dates.”

So, Eurobike intends to become 

the main event where all brands 
first present their innovations to 
the industry, retail and media, 
having an exclusively B2B focus.

The VDZ, the German bicycle 
retail association (Verband des 
Deutschen Zweiradhandels) has 
backed the move to bring together 
the industry’s forces at one location.

Chairman of the board, 
Dietmar Knust, said: “There 
seems to be an unending flow of 
trade shows for retailers. Few 
retailers have the time – let alone 
the personnel – to do this during 
the season.

“The large number of in-house 
shows and Eurobike absentees 

is damaging the industry as a 
whole. Other industries are only 
too envious of our central, major 
trade show. This is why the VDZ is 
unequivocally in favour of bringing 
together the industry’s forces at 
the Eurobike. Having one show 
location guarantees a full overview 
of the industry’s new products.”

Pure Gym, the UK’s leading 
gym operator, has shelved 
plans to sell shares on the 
stock exchange.

The company had announced 
its intention to float on the stock 
market back in September.

When companies sell shares 
for the first time it is known as an 
initial public offering (IPO).

But the board has decided 
that pursuing a listing in this 
period of market volatility is not 
in the long-term interests of the 
company and its stakeholders.

Humphrey Cobbold, Chief 
Executive Officer of Pure Gym, 
said: “Given the challenging IPO 
market conditions, the board has 
decided not to proceed with a 

listing despite the strong interest 
shown by potential investors.

“Pure Gym’s excellent 
growth track record and market 
leading position give us a solid 
platform for further expansion in 
the attractive gym market.

“This year alone we have 
opened 35 new Pure Gyms, 18 
sites which were conversions of 
previously acquired LA Fitness 
gyms, and had over 150,000 new 
members join.

“Current trading is strong 
giving us further confidence 
that we can capitalise on the 
significant market opportunity 
and encourage even more people 
to become fitter and healthier.”

Humphrey Cobbold, Chief 
Executive Officer of Pure 
Gym. Picture: James McCauley

Pure Gym halts plan to sell shares

New sports bra launch
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A FANTASTIC YEAR FOR  

MUC-OFF AS REVENUES RISE
Muc-Off has seen a 'fantastic year' of sales. 

The family-owned bike care specialist based in Poole, Dorset, 
grew sales by over 32 per cent during its 2015/16 fiscal year.
It was a record-breaking 12 months for the company, which 
saw them launch 15 new products at Eurobike, with strong 

growth at home and abroad.
Alex Trimnell, CEO of Muc-Off, said: “This has been a  

fantastic year for us, particularly given the uncertainty 
surrounding Brexit. We’re now present in over 70 territories 

around the world, including the US and Japan, but we feel  
as if we’re only just getting started.

“The global demand for our core product range is strong, 
which in turn fuels an aggressive product development road 

map. We expect 2017 to be an even bigger year for us, with 
significant progress made in many key markets.”

The US remains a key growth territory for the bike care brand. 
With almost 68 million cyclists in the country alone,  

the company recently hired a dedicated North American 
Account Manager to oversee all sales and marketing  

activities for the brand.
Muc-Off has also made new additions to its marketing, 

operations and finance departments. Committed to developing 
innovative bike and body care products, the company has 
continued to work closely with world-class cycling teams 

including Team Sky, British Cycling and Trek Factory Racing.
Trimnell said: “We feel incredibly proud to have contributed 

to the success of athletes riding in some 
of the top cycling events in the 
world, from the Tour De France 

to the Rio Olympics. It’s been 
hugely rewarding to see the 

results of all the hard work put 
in to deliver significant gains.

“What’s even better is that 
we can deliver the results of 
our research straight to the 

end consumer through the 
likes of our Nano Chain and 

Hydrodynamic Lube.”

England Athletics has 
launched a new partnership 
with AfterShokz, the 
number one bone conducting 
headphone brand.

Bone conducting headphones 
are the only earphones that are 
fully approved for use in all road 
races under the UK Athletics' 
rules of competition.

AfterShokz, promoters of safe 
running, will become England 
Athletics’ official headphone 
partner and will provide 
exclusive offers to England 
Athletics registered athletes and 
RunTogether participants and 
leaders, as well as product for 
England representative teams.

Chris Jones, CEO of England 
Athletics said: “Both England 
Athletics and AfterShokz are 
passionate about getting more 
people participating in running 
and athletics. Whether taking 
part in events, running solo or 
running socially with others, it’s 
key that their experience is safe 
and enjoyable. 

“We recognise that many of 
our participants across track and 
field and running enjoy listening 
to music while warming up or 
competing, so partnering with 

the number one bone conducting 
headphone brand means that we 
can better ensure their safety. 

“The UK Athletics’ rules of 
competition are clear that “in 
ear” headphones cannot be used 
in events where roads are open 
to traffic. Using bone conduction 
technology, AfterShokz is able to 
deliver stereophonic sound through 
your cheekbones to your inner ear. 

“Potentially preventing 
accidents caused by traditional 
headphones and earbuds that block 
out sounds, runners can enjoy their 
music and still hear everything 
around them - including traffic, 
emergency vehicles and other 
warning noises.

“We at England Athletics 
are looking forward to working 
in partnership over the coming 
months to promote safe running 
in events to our members.”

Kim Fabiano, Chief Marketing 
Officer at AfterShokz said: “We 
are extremely excited and proud 
to partner with England Athletics. 
Our goal is to give people a 
comfortable and safe listening 
experience whilst playing sport 
and this relationship will help 
runners continue to train and 
race with music.”

New partnership for AfterShokz 
and England Athletics
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T he sports trade is fluid and 
changing at a fast pace.

And making sure that 
Intersport is ahead of the game is 
UK general manager Tom Foley.

The sports retailer recently 
held their Q2 2017 trade show at 
Cranmore Park, Solihull, and Foley 
laid out his views on how their 
business had to engage with the 
community, present a consistent 
face to their customers, relieve the 
pressure on their retailers and be 
more efficient and data driven.

How are Intersport and 
its retailers looking to 
shape their business 
going forward?
I think you have to start with  
the consumer and work back  
from there.

We have to create a consistent 
brand message, through how a 
store looks, our marketing activity 
and the ranges that we carry.

We then have to look at 
how our relationship with our 
suppliers evolves.

We are becoming more data 
dependent and we're using it 
better with the aim of making 
sure what we are buying is more 
efficient, with a higher stock turn, 
a higher realised margin and a 
lower stock cover.

The historical supplier way 

of doing business of just selling 
product and offering discount to 
create an incentive to buy is no 
longer enough. We need to work 
closer, with suppliers taking 
more responsibility for how their 
product performs for us at retail 
and the results they deliver.

How do you look to boost 
business and increase  
the number of retailers  
in the industry?
It's absolutely critical for the 
health of the sporting goods 
market that retailers become 
more profitable.

If that happens we open more 
stores, we invest in existing ones  
which is mutually beneficial to 
both retailers and suppliers.

We all need to look at ways to 
encourage more young retailers to 
get into the trade and how existing 
retailers can expand and offer 
the quality of local, community-
based sports retailing that is still 
considered under penetrated in 
the UK market.

How can Intersport 
maximise their relevance 
to customers?
We need to make sure the right 
products are sitting in the right 
stores so that they're servicing the 
local community effectively.
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A global business on a local scale – 
Intersport's focus is firmly on community

“It's absolutely critical for the health 
of the sporting goods market that 
retailers become more profitable.”

Community, consistency and innovation are the drivers for the 
group according to Intersport UK general manager Tom Foley.

We need to make sure that 
each store has the right size of 
range based on their category 
requirements by location.

What are Intersport's 
strengths in the 
marketplace?
As independent retailers the one 
advantage we have is that we are 
community based and connected 
with the localities sporting 
requirements.

We operate globally but act 
locally and that's the uniqueness 
of Intersport.

We have over 5,500 affiliated 
stores globally and £11 billion in 
turnover.

It's a big business but, at the 
end of the day, a lot of what we 
do  is delivered at a local level 
with retailers serving their local 
communities and that's a really 
good blend.

How can Intersport help 
their retailers engage 
with their customers?
We will take more of the analysis 
and back office work away from 
our retailers so they can focus 
fully on servicing the consumer.

We need to try and free up 
time for them to be involved 
in more community activities. 
And that's very much what we 

are doing currently with our 
investment in integrated systems.

How will the industry 
change in the years 
ahead?
I expect there to be further 
consolidation across the 
marketplace. Retailers will need 
to be more scientific than in 
the past and will need to have a 
sharper positioning.

The “us versus them” type of 
supplier/retailer relationship will 
need to change and fundamentally 
profitability will need to improve.

Our own shows will evolve 
also. As requested by our stores 
we will fine tune ranges before 
shows, reduce the amount of 
brands and product on show to 
alleviate the complexity and 
workload undertaken by our 
retailers every quarter. 

Digital will continue to play 
an ever increasing role and we 

will need to be adaptable and 
flexible to respond.

How do you see 
Intersport's position in 
the marketplace?
We and our suppliers are 
interdependent.

They need us, we need them.
Leading primarily with 

product that services those who 
participate in sports we are not 
experiencing the highs that sports 
fashion retailers currently enjoy, 
but by the same token we do not 
suffer  the same, inevitable, lows 
that trend retailers are exposed 
to.  Our business is much more 
consistent, stable and dependable.

This is important to highlight. 
We have been selling product from 
all the major sporting categories 
for many years and I expect this  
to remain the case as we 
continue to grow in a steady and 
sustainable way.

Tom Foley (centre), Intersport UK general 
manager, at one of the many Parkruns 
that the company is in partnership with.
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The new British & Irish 
Lions kit was revealed in 
spectacular fashion as a giant 
‘untouchable’ jersey hologram 
appeared over the London 
city-scape on the Southbank.

Canterbury’s stunt marked 
the launch of the jersey that 
will be worn by the British & 
Irish Lions players in the highly 
anticipated tour of New Zealand. 

The campaign is built on the 
insight that no player will touch 
the shirt until they have earned 
a call up to the Lions Squad. 
Committed fans who purchase 
the jersey are being challenged 
to follow in the players’ footsteps 
and keep their hands off until the 
squad is announced in April.

Describing the launch of 
the new jersey, Canterbury 
CEO, Chris Stephenson said: 
“Canterbury are proud to be 
the first brand to reveal the  
new British & Irish Lions  
match jersey in a truly 
‘untouchable’ way.

“Canterbury have over 110 
years’ experience in rugby and, 
like the British & Irish Lions, 
understand how important this 
jersey is to the players that wear 
it on the pitch and the supporters 

British Lions 
shirt launched

who wear it in  
the stands.”

The match 
jersey features 
new innovations to 
give Lions players the edge, 
including the introduction  
of water resistant technology  
for the winter conditions they 
can expect.

Fans will also benefit from 
many of the new innovations 
which feature across the Pro 
and Classic replica versions 
of the jersey, introduced by 
Canterbury to cater for the 
different demands and  
needs of British & Irish  
Lions supporters.

The Pro jersey features 
Vaposhield technology and the 
same styling as the match jersey 
worn by the players but cut with 
a straighter fit, while the Classic 
version specifically incorporates 
Vapodri technology and a relaxed 
fit for added supporter comfort.

An identical version of the 
match jersey worn by the players 
in New Zealand will be made 
available in 2017 as a bespoke 
piece of sporting memorabilia 
to keep as a once-in-a-lifetime 
collectors’ item. 

New Era and the National Basketball Association (NBA) 
have strengthened their relationship.

They have now expanded their global licensing partnership that 
makes the brand the official authentic headwear provider of the NBA.

New Era will have extended distribution rights in Europe, the 
Middle East and Africa for NBA official headwear across a range 

of silhouettes with current team marks, including the 9FIFTY 
Snapback and 9FORTY Adjustable to cater to basketball fans’ 
individual style and preference.

Chris Koch, President & CEO of New Era, said: “We’ve been 
a partner of the NBA for many years and are excited for the 
opportunity to continue to work with such a storied league and its 
outstanding teams.

“We’re looking forward to using team and league logos to bring 
unique designs and styles to the market for both players and fans.”

New Era will produce headwear throughout the 2016-17 season, 
followed by a larger product launch in February 2017 to coincide 
with the 2017 NBA All-Star Game.

Sundried ethical activewear 
are sponsoring GB Age Group 
Duathlete Claire Steels.

Personal trainer Steels is a 
double world champion at both 
the sprint and standard distance 
and also a European silver 
medallist at the sprint distance. 

In just ten month’s Steels 
went from nothing, to flying 
across the globe to represent 
Great Britain and bring home 

a gold medal as winner of the 
ladies’ 25-29 year-old age 
group at the International 
Triathlon Union World Sprint 
Championships in Adelaide, 
Australia.

For Steels the highlight 
of 2017 will be the World 
Championships in Canada in 
August, although she has a busy 
race calendar within the UK 
between now and then. 

Sundried sponsor duathlete

NEW ERA AND NBA 
EXPAND RELATIONSHIP
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SAFEJAWZ 
UP FOR 
AWARD

Over 100 entrepreneurs 
have been announced as 
the finalists in the Great 

British Entrepreneur 
Awards, in association 

with NatWest.
Ewan Jones and George Dyer 
of SAFEJAWZ Mouthguards 
have been shortlisted for one 

of the awards.
Ewan and George started 
SAFEJAWZ mouthguards 

just over two years ago, 
beginning selling custom-

fitted mouthguards 
with endless design 

possibilities and using 
a home-impression kit 
to cut out the dentist. 

SAFEJAWZ now features 
a range of fun, off-the-shelf 
mouthguards that are sold 

across 23 countries.
Wearers of SAFEJAWZ 

Mouthguards include 
boxer George Groves, 

rugby star James Haskell 
and many more. The 

company are launching a 
new mouthguard product 

this year.

3d leisure have set up an office 
in Greece to offer leisure 
management services to the 
Greek corporate, leisure and 
hospitality market. 

The UK-based leisure 
facility management company, 
with more than 25 years’ 
experience in operating and 
developing health clubs, spas, 
sports centres and leisure 
facilities, currently serves 68 
management contracts.

3d’s expert team has 
completed more than 300 
consulting and development 
projects for mainstream 

international hotel operators, 
independent hotels, investors 
and entrepreneurs in the UK, 
Europe and Middle East.

The new office in Greece is 
headed by Country Manager 
Yianni Patsani (pictured), who 
has extensive development and 
management experience.

Previously he played 
a significant role in major 
development and turnaround 
projects for spas and health clubs 
including leading international 
hotel chains, health club 
companies and spas in the Greek 
and European market.

3D GREECE

Molten has renewed its 
sponsorship with the British 
Basketball Federation, 
responsible for all British 
teams playing in FIBA 
competitions.

Molten renew 
deal with the BBF

The new deal, which started 
on October 1, is for a four-year 
period to 2020 and will see the GB 
teams continue to use Molten’s 
distinctive, patented 12-panel 
GLX basketball.

The revolutionary ball 
technology features a parallel 
pebble surface structure 
providing a larger contact area 
and complete consistency of touch 
to enhance ball handling.

Edward Lowy, Managing 
Director of Molten UK and 
Ireland, said: “We have an 
excellent relationship with  
British Basketball and are  
fully committed to our  
continued support of the BBF  
in extending our agreement  
for another four years.

“Our long term partnerships 
are most important to us in 
helping to develop basketball into 

a fully-fledged major team sport 
and give it the status it deserves 
here in the UK.”

Nick Humby, Chairman of  
the Basketball Federation,  
added:  “The BBF is delighted  
to extend the partnership with 
Unicorn and Molten for a  
further four years.

“With the men's team 
qualifying for Eurobasket 2017, 
the women with key games ahead 
and the publication of the vision 
for the sport, 'Transforming 
Basketball in Britain Together', it 
is critical to have partners like 
Molten who are so committed to 
the sport.”

Molten in 
action in 
the  British 
Basketball 
Federation.
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WL Gore & Associates (Gore) has appointed Achim Ewers 
zum Rode as Global Brand and Consumer Strategy Leader.

He will be responsible for all of the brands under the Gore 
Fabrics division, including the best known Gore-Tex brand.

Ewers zum Rode said: “I am excited to join the team at Gore 
because it is a brand that upholds high quality standards and is 
well known for its innovative products.

“As Gore celebrates 40 years as a business, I’m looking forward 
to working with the brand as it continues to evolve, and helping to 
steer it through the challenges and successes of its fifth decade.”

Gore created this position to address new challenges for the 
business, such as working in a globalized environment and the 
digitalization of consumer behavior.

Prior to joining Gore, Ewers zum Rode spent six years working 
at General Motors - Adam Opel AG in Frankfurt, Germany.

Originally joining the company as manager for Brand, 
Communication and Business Strategy (Europe), his latest 
position was Head of Brand Experience.

He will be based at Gore’s European headquarters in 
Feldkirchen-Westerham, Germany.

NEW LEADER 
AT GORE

Achim Ewers zum Rode, the new Global Brand 
and Consumer Strategy leader at Gore

TomTom Sports has launched 
an advertising campaign 
to strengthen its sports 
wearables brand.

The campaign supports 
TomTom Sports: Get Going.

Created in partnership with 
Amsterdam-based agency Pool 
Worldwide, the campaign spans 
global markets with television, 
cinema, print, digital and out of 
home ad placements.

Patrick Stal, VP of Marketing 
for TomTom Sports said: “This 
campaign marks a milestone 
for our brand. It showcases a 
TomTom Sports brand that caters 
to the needs of audiences ranging 

Chelsea FC have signed a 
record-breaking kit deal with 
Nike, which represents the 
largest commercial deal in the 
club’s history.

It is reported to be worth £60m 
a season for the next 15 years, but the 
club have not confirmed any figures.

The long-term agreement 
will see Nike, become the official 
kit supplier beginning with the 
2017/18 season.

The club announced in May 
that it was bringing its deal with 
adidas to an end six years early.

Marina Granovskaia, a 
Chelsea director, said: “This is an 

Record-breaking deal for Chelsea and Nike

incredibly exciting and important 
deal for the club. Like Chelsea, 
Nike is known around the world 
for its excellence and innovation 
and we look forward to working 
together in what is sure to be a 
successful partnership.

“We believe Nike will be able 
to support our growth into new 
markets as well as helping us 
maintain our place among the 

world’s elite football clubs.”
Nike will produce strips for the 

first team, Academy and Ladies 
teams, as well as a full range of 
clothing for Chelsea’s millions of 
supporters around the world.

Trevor Edwards, President 
of the Nike Brand, said: “Chelsea 
is a world-class club with a rich 
tradition and passionate fans 
across the globe. The partnership 
with Chelsea reinforces our 
leadership position in football.

“We are excited to help grow 
the club’s global reach, serving 
players and supporters with Nike 
innovation and design.”

from those that are taking their 
first step down the road, to those 
that are stepping over the starting 
line of their first marathon.

“We are claiming a unique 
space in the world of sports. 
TomTom Sports is not here to 
shout at you to beat the impossible, 
be unstoppable, go harder, tougher, 

longer, deeper, rougher or sweatier.
“We want to help people where 

they need it most. Right at the 
beginning, where excuses often 
beat conviction. We want to be the 
brand that inspires people to Get 
Going and take that first step, no 
matter how big or small their effort 
might be, time and time again.”

TomTom launch ad campaign
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that, with these higher costs, price 
increases will have to be passed 
on to end consumers.

The timing of these increases 
may vary between manufacturers 
depending on their currency 
hedging strategy, the seasonality 
of their core product ranges and, 
to some extent, their market 
development strategy.

With a quarterly launch 
approach the “mega brands” may 
see themselves as having a slight 
advantage versus those brands 
with two seasonal launches as 
they have more opportunities to 
address changes, conversely those 
brands with key spring/summer 
business will have already gone to 
market around the time of Brexit 
and may not be able to raise prices 
until SS18.

What is clear, however, is 
that a weaker pound is likely to 
be here for the longer term and 
thus most brands will need to 
recoup these increased costs from 
imported goods either through 
higher prices, margin cuts, or a 
combination of both.

Certainly by AW17 one would 
imagine that most retail prices 
of sporting goods will have risen 
and will begin to impact the end 
consumer.

In other industries these 
changes are already happening 
– the recent “Marmite Wars” 
between Unilever and Tesco 
being one of the most recent high 
profile battles between retailer 
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SPORTS TRADE?
Paul Sherratt, of Solutions for Sport, looks at the 

impact of Brexit today and in the future.

What does Brexit have in store for the

On 24 June 2016 the UK 
delivered perhaps the most 
significant referendum 

result in a generation by voting to 
leave the European Union.

Less than four months later, 
the aftershocks are still being felt.

Currency
Perhaps the most dramatic change 
over the past few months has been 
the huge currency swings.

The pound has fallen 
dramatically since the Brexit vote 
at the end of June. It declined 
to a three-year low against the 
euro following Theresa May's 
announcement that the UK would 
begin formal Brexit negotiations 
by the end of March and has fallen 
about 18% against the dollar since 
the referendum, to levels not seen 
since 1985. 

The currency's continuing 
weakness has been accentuated 
by the cut in interest rates and 
the Bank of England's economic 
stimulus measures.

Sterling's devaluation has 
already impacted the sporting 
goods industry with Sports Direct 
recently reporting a £15m hit in 
profits due to a currency hedge 
that had the opposite effect and 
cited another potential £20m 
reduction in profits if sterling 
remains weak in 2017.

With many of the world's 
sporting goods manufactured in 
the Far East, and purchased in US 
dollars, it now seems inevitable 

NEWS

Brexit.indd   1 18/11/2016   11:36



www.sports-insight.co.uk

smaller number of bigger suppliers?
Will the UK-based 

wholesalers be in a stronger 
position being able to service the 
local market much quicker?

Will there be continued 
positive development of our 
UK-based eCommerce specialists 
or will it become harder for them 
to supply the European markets?

The future
The Prime Minister has met 
some other EU leaders including 
Germany's Angela Merkel and 
French president Francois 
Hollande, but formal negotiations 
on the UK's departure from, and 
its future relationship with, the 
EU have yet to start. 

EU leaders have said Article 
50 of the Lisbon Treaty must be 
triggered before negotiations can 
begin.

The government has not yet 
set out in detail what it wants 
from the talks, with reported 
differences between key figures 
on the balance between free trade 
and immigration curbs.

Mrs May has faced repeated 
calls to set out what she wants 
Brexit to look like, but has refused, 
saying there will be “no running 
commentary”.

So the issues are complex and 
there are no clear answers – much 
the same as when we all voted 
back in June. 

But we are starting to see 
some trends emerging.

Yes there will be price 
increases.

Yes the exporters will benefit.
But as inflation takes hold in 

2017 and disposable incomes are 
reduced will end consumers spend 
less on discretionary items such 
as sporting goods?

Will the price aggressive 
brands and retailers experience 
further growth?

What will our trading 
relationships be with other 
markets (European and beyond)?

The are no answers at present. 
Just more questions. However as we 
continue to move through the Brexit 
process it is apparent that those 
companies who are best prepared to 
react to whatever the final outcome 
will be will most likely be the ones 
that come out the other side in the 
healthiest position.

Good luck! 

17
and supplier – and more will 
undoubtedly follow. 

Export
Of course for every brand 
that is finding the domestic 
market challenging there are 
those companies that have the 
opportunity to take advantage of 
the weaker pound and increase 
their export markets.

According to the 
Confederation of British Industry 
(CBI) Britain’s manufacturers 
are growing “at a healthy pace” 
despite fears that the Brexit vote 
would knock the momentum out 
of the sector.

But, as Anna Leach, CBI Head 
of Economic Analysis and Surveys 
explains:  “The pound’s weakness 
is a double-edged sword, as it 
benefits exporters but also pushes 
up costs and prices.”

In my own business there has 
been a positive surge in interest 
from other global markets and, 
in particular, the US where the 
passion for British brands now 
available at a better price has 
obvious appeal.

Paperwork
But what about future 
implications.

Recently attending a Q&A 
with my local MEP, Julie Girling, 
I asked what the likely change will 
be for our industry with regards 
to UK sports retailers purchasing 
goods directly from European 
based suppliers – as happens right 
across the market at present. 

Her response raised the 
biggest issue of uncertainty 
surrounding our exit-

“The key issue,” she began 
“is which trading model we will 
ultimately adopt.”

The final trading model that 
we adopt as a nation is, of course, 
open to wide interpretation and 
debate and cannot be covered in 
detail in this article, however her 
overall conclusion got me thinking.

How easy will it be for 
UK-based sports retailers to 
purchase goods from European-
based brands if there is an 
exhaustive paper trail?

Will it further push those 
suppliers to consolidate their 
trading partners and only deal with 
the bigger customers and, likewise, 
push the retailers to deal with a 

Will it still be all smiles 
between French President 
Francois Hollande and 
Prime Minister Theresa May 
come March next year.
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Retail sales figures for 
October were the best since 
the start of the year.

Figures released by the 
British Retail Consortium 
and  KPMG monthly retail 
sale monitor show that on a 
total basis, sales rose 2.4 per 
cent, against a 0.9 per cent 
increase in October 2015. This 
is the strongest growth since 
January, clearly ahead of the 
three-month and 12-month 
averages, both at 1.1 per cent.

Helen Dickinson OBE, 
Chief Executive of the British 
Retail Consortium said: 
“There was a more balanced 
contribution from all product 
categories, nearly all of which 
saw a degree of sales growth. 

“It is clear from the 
figures, that despite the 

inflationary pressure that’s 
gradually building in the 
supply chain, retailers are 
currently effectively managing 
the additional cost burdens 
and continue to entice their 
customers with great choice 
and value.”

Paul Martin, UK Head 
of Retail KPMG, said: “With 
retailers already a third of 
the way through the golden 
quarter, and Black Friday 
weekend and Christmas 
looming they will be hoping 
to maintain momentum by 
capturing the attention of 
shoppers in the noisiest time 
of year.”

October online sales also 
proved to be strong.

Online sales of non-food 
products in the UK grew 11.1 

per cent in October against 
a year earlier, when they had 
increased by 9.2 per cent.

This is the third highest 
growth this year, above the 
three-month average of 9.3% 
and just ahead of the 12-month 
average of 10.8 per cent. 

Dickinson added: “The 
choice and convenience 
provided to shoppers by digital 
channels have intensified 
competition over the years and 
will continue to do so. While 
retailers have succeeded to 
date in protecting customers 
from rising costs, online 
channels continue to become 
increasingly valuable as a 
source of information to the 
price sensitive customer, 
against a backdrop of economic 
uncertainty.” 

October retail sales best of the year

Amaury Sport Organisation 
(ASO), owner of the world 
renowned Le Tour de France, 
and organiser of some the 
biggest runs and sportives 
in Europe, such as the 
Paris Marathon and  
L’Etape du Tour, have 
completed the purchase 
of Human Race Events.

For the last 26 years south 
west London-based Human Race 
have been organising many of the 
UK’s most popular and highly 
regarded mass participation 
events, such as the London 
Winter Run, Windsor 
Triathlon and Dragon Ride 
L’Etape Wales.

The new relationship will 
offer opportunities to further 

improve participant experiences 
throughout the 30 plus UK 
events that Human Race run 
annually, with the prospect of 
also bringing new and innovative 
ideas to the UK cycling, triathlon 
and running markets.

In addition, Human Race 
plans to be able to offer its large 
community of participants 
unrivalled access and 
opportunities to participate in the 
many sold-out events organised 
by ASO across the world.

The combined event 
expertise of ASO and 
Human Race will allow more 
participants than ever to be 
involved in the highest quality 
mass participation events, 
with both sharing a passion 

for creating and delivering 
incredible sporting challenges 
and together they aim to develop 
new concepts and enter new 
regions across the UK. The deal 
will immediately extend the ASO 
community to over one million 
people who will have completed 
one of the now 70 esteemed 
events in their portfolio.  
Human Race were previously 
backed by Epsilon Partners and 
Calculus Capital.

Nick Rusling, CEO of Human 
Race, said: “We developed the 
business from nothing, 26 years 
ago, to now delivering 30 events 
alongside 22 colleagues and 
hundreds of incredible event 
crew and volunteers.

“Our passion for organising 
exceptional mass sport event 
experiences has seen 350,000 
customers cross a finish line 
with us in that time. To be able to 
continue this journey alongside 
our new colleagues at ASO is 
incredibly exciting as they are 
an exceptional business. Having 
worked closely with them already 
for two years, I am confident our 
beliefs and values are perfectly 
matched and the participants 
will be in for a treat with new and 
improved events in the future.”

You can find more about the 
events Human Race organise by 
visiting www.humanrace.co.uk

ASO buys Human Race Events

Alex Coventry has joined 
ZyroFisher as LOOK Sales 
and Marketing Manager.

As a highly-experienced 
Sales and Marketing 
professional, with over 12 
years’ experience running UK 
sales operations for a number 
of premium cycling brands, 
Coventry will be responsible 
for the sales and marketing of 
the LOOK Bikes programme 

and will work closely alongside 
the ZyroFisher sales and 
marketing teams.

He said: “I am excited 
to be working with LOOK, 
a company with a fantastic 
history and continued flare 
for carbon innovation. I 
strongly believe ZyroFisher 
has the ability to deliver top 
quality support to dealers 
and I am looking forward to 

working closely with all LOOK 
retailers.”

He will be supporting 
retailers across the country with 
staff training sessions, demo 
days and staff riding experiences 
to help drive sales, as well as 
growing the brand’s presence 
across all media channels.

Coventry can be 
contacted at alex.coventry@
zyrofisher.co.uk

Coventry joins ZyroFisher
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Jürgen Klopp has been announced as New Balance 
Football’s latest signing.

The internationally renowned Liverpool FC Manager will act 
as an ambassador for the football brand, which is also the official 
kit supplier to the Anfield club.

After completing his agreement with New Balance, Klopp said: 
“I am excited to now be part of the New Balance team.

“I’ve got to know the brand very well since moving to LFC. 
New Balance shares my enthusiasm for football, always working 
hard to improve our position in the game and reach our goals. I’m 
excited for what the future will bring.” 

Since joining Liverpool, Klopp has already made a great 
impact on the team and fans, through his enthusiasm for the game, 
his affection for the club and his respect for the fans. 

He led them to the finals of both the Capital One Cup and the 
Europa League in his debut season.

Having recently signed an extended long-term deal with 
the club, Klopp will be looking to continue to build on his 
previous career highlights at Borussia Dortmund, where he 
enjoyed a successful managerial period creating a fast paced and 
enthusiastic style of football.

During his seven years in charge at Dortmund, Klopp’s club 
won two league titles, one DFB-Pokal and two DFL-Supercups. 

KLOPP SIGNS 
ON FOR NEW 

BALANCE

BodyPower Holdings Ltd has 
made a partial acquisition of 
Eliya Supplements Limited 
(Tropicana).

Tropicana, based in Sutton 
Coldfield, provide their 
customers with a portfolio of 
over 2,000 sports nutrition and 
functional food products.

The wholesale business was 
established over 35 years ago 
and is the one of the largest 
providers of sports supplements 
in the UK.

BodyPower’s involvement 
will mean they jointly run 
Tropicana’s flourishing digital 
outlets such as 
thesupplementstore.co.uk, tsst.
co.uk, bodyshapersfitness.com 
and bodyshapersdirect.com.

Stephen Ford, Tropicana 
CEO, said: “We’re very excited 
about the partnership with 
BodyPower and we know that 
our key partners will also 

welcome this move. The sports 
nutrition market has changed a 
lot over recent years and we see 
a gap for a supplement retailer 
that not only offers a good deal, 
but also educates and advises 
customers on the right products 
to help them reach their health 
and fitness goals.”

The move represents further 
expansion of BodyPower, a 
company which was 
inaugurated in 2009 primarily 
as an events organisation. The 
move to acquire a stake in 
Tropicana means the global 
fitness media business now 
incorporates live events, 
clothing, sports supplements, 
merchandise and a Dedicated by 
BodyPower Eau de Toilette.

Nick Orton, BodyPower CEO 
and founder, said: “Tropicana is a 
brand we’ve collaborated with 
over the past few years in the 
organisation and delivery of 

events like BodyPower and 
Leisure Industry Week.

“They have consistently 
turned over millions of pounds 
over three decades of operation 
and stock the most recognisable 
and commercially attractive 
brands available anywhere. 
Certainly, from an ecommerce 
point of view they are one of the 
leading retail sites in the UK.

“While I’m keen to 
acknowledge the successes of 
Tropicana in the past I’ve 
commissioned this acquisition 
to drive further growth and 
success in the future. 
BodyPower is a brand people 
trust, and the conclusion of this 
purchase brings significant 
benefits both to current 
Tropicana retailers and, 
likewise, our own customers.”

For more information visit 
www.bodypower.com or  
www.tropicanawholesale.com
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AJ Bell have extended their 
title sponsorship of the 
National Badminton League 
(NBL) for a further two years.

Twenty-one fixtures in the 
2016/17 season will be played by 
February 2017.

Adrian Christy, CEO of 
Badminton England, said: “After 
the brilliant bronze medal won 
by Chris Langridge and Marcus 
Ellis in Rio, the buzz around 
English badminton is at a ten-
year high and having AJ Bell on 
board as proud title partners of 
the NBL only reinforces this.”

NBL sponsorship extended
AJ Bell, a leading investment 

platform and stockbroker 
services provider, also enjoy 
naming rights to the league’s 
exciting ‘PowerPlay’ double 
points rally - an in-play feature 
exclusive to the AJ Bell NBL.

The league features Britain’s 
best players, top European talent 
and stars from Asia competing 
across seven franchise teams 
– Loughborough Lightning, 
Surrey Smashers, Team Derby, 
University of Nottingham 
Badminton, Suffolk Saxons, 
Bristol Jets and reigning 

champions, Birmingham Lions.
Langridge and Ellis will play 

for Surrey Smashers and Team 
Derby, respectively.

Since its launch in October 
2014, the AJ Bell NBL has  
drawn a new audience into the 
Olympic sport.

Over 1.1 million UK 
households have tuned in  
to watch the innovative  
‘Power-9’ match-play format 
which includes time-outs, tie-
breaks and a shortened scoring 
format with fixtures played  
over two hours.

GREENHILL is the official 
equipment supplier for the 2016 
International Mixed Martial 
Arts Federation European 
Open Championships.

The five-day amateur MMA 
tournament takes place from 
November 22-26 at the Arena of 
Sparta in Prague, Czech Republic.

Greenhill was the official 
equipment supplier for the 
inaugural 2015 IMMAF European 
Open Championships in the United 
Kingdom and for the 2016 IMMAF 
World Championships at UFC 
International Fight Week in Las 
Vegas (USA).

For the 2016 World 
Championships, Greenhill 
partnered with IMMAF to 
introduce red and blue corner, rash 

Greenhill supply European open
guard tops for male and female 
competitors in a break from MMA 
convention. The rash guards 
contributed to defining an 
‘Olympic’ brand feel for IMMAF 
Amateur MMA, along with the 
protective shin guards and 
Amateur MMA gloves worn by 
IMMAF’s athletes.

Kerrith Brown, IMMAF 
President, said: “Greenhill has 
proven a reliable supplier for 
IMMAF events and its 
participants time on time, and we 
look forward to reigniting the 
relationship for a third time as 
Greenhill becomes the face of 
Amateur MMA apparel and 
equipment for the 2016 IMMAF 
European Open.

“Greenhill is renowned for its 
long association with Olympic 
combat sports and their champions 
and we are honoured by their 
continued support.”

THE inspirational story of 
record-breaking fell runner 
Nicky Spinks is being 
featured in a new film.

A collaboration between 
INOV-8 and film producer Nick 
Brown brings her story to the 
screen in Run Forever.

In May 2016, Spinks, a 
49-year-old cancer-survivor, 
made fell running history  
by becoming the fastest  
person to run a Double Bob 
Graham Round.

Marking ten-years post-
diagnosis, the farmer from 
Yorkshire ran the 132-mile Lake 
District route in 45 hours and 30 

minutes, taking over an hour  
off  Roger Baumeister's record 
which he set in 1979.

Starting and finishing in 
Keswick, a standard Bob 
Graham Round involves a 
66-mile circuit of 42 summits 
including 27,000ft of elevation 
gain, to be completed in less  
than 24 hours.

Spinks did all that twice,  
and became only the second 
person and first woman to go 
sub-48 hours.

Run Forever will be 
premiered at the Kendal 
Mountain Festival in November 
before its public release.

Nicky Spinks 
pushes her body 

to the limitSPINKS IN 
NEW FILM

BodyPower Holdings  
take stake in Tropicana
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NEW 
LOOK FOR 

FENWICK'S
Fenwick's have shifted up a 

gear with a new look.
Since 1995, they have 

worked hard cleaning and 
lubricating products for 
the leisure industry. But 

their cycling range wasn’t 
working at the same level.

In a statement, Fenwick's 
said: “We decided to turn 

the table on ourselves 
and bring in a team of 

professionals. Peloton 
Design’s shared enthusiasm 

for our industry, coupled 
with an expert overview of 
the branding world, gave us 
the push we needed to drive 

the business forward.
“After marketplace 

analysis, we emerged  
with a refined range and  

an identity.
“Now customers can expect 

to find bold, to-the-point 
descriptions of products, 

easy-to-follow instructions 
and a restrained colour 

palette that combines to 
create a brand that conveys  

just as much quality  
as it delivers.”

The national governing body 
for hockey in England, have 
selected MATTA to create a 
marketing campaign for 
their flagship domestic 
indoor event, the Super 6s.

England Hockey's Head of 
Sales and Marketing, Andy 
Brown, said: “The pinnacle of the 
indoor format of the game, the 
Super 6s, is held at the SSE 
Arena, Wembley, in January and 
we were keen to find an agency 
who could help us bring the 
marketing of the event to life.

“MATTA created a 
campaign for us and we are 
delighted with the response 
thus far.”

“Our Olympic gold medal 
winning women’s hockey team 
will be there with their medals, 
to meet fans and sign 
autographs, and it's always an 
incredibly exciting and action-
packed event for groups of 
friends, as well as being  
hugely inspirational to young 
hockey fans.

“A lot of the crowd come in 
fancy dress, and we are 100 per 
cent encouraging this again.”

Tom Allwood, Design and 
Innovation Director at 
MATTA, said: “It is great to be 
working with England Hockey 
on the Super 6s event.

“Creatively, the campaign 
uses the word ‘super’ to 
emphasize five different benefits 
and the day: 'Super Fun’, ‘Super 
Loud’, ‘Super Social’, ‘Super 
Exciting’’, ’Super Fast’ and 
‘Super Sunday’.

“We were also able to 
incorporate this with an 
explosive hexagonal device in 
which to set the logo, combining 
it with images of hockey action 
and exuberant fans.”

The Super 6s event is  
the showpiece finale of the 
indoor season and sees the  
top domestic men’s and 
women's teams in England  
take each other on in six-aside 
format finals.

It is on Sunday,  January 
29, at the SSE Arena in 
Wembley from 11am.

The event also has 
hospitality packages offering a 
unique pitchside location and 
the chance to mingle with 
Olympic players.

The title sponsorship of the 
event is available and enquiries 
can be made by contacting 
England Hockey.

Tickets for the Super6s  
are currently on sale and  
can be purchased at  
www.englandhockey. 
co.uk/super6s 

MATTA to lead Super 6s campaign

The Prospect Society has 
been appointed by Dare2B 
to work with selected UK 
instagrammars to drive 
awareness and sales.

The project involves 
collaborating with key 
instagrammar ‘rising stars’  
to create mini online Dare2B 
Look Books and seeding out the 
new winter sports and fitness 
ranges to a community of fitness/
fashion influencers using PR and 
social media.

All image content including 
an online Look Book, behind the 
scenes shoot and interviews with 
the influencers will be shared 
across Dare2B’s social channels.

Prospect Society 
appointed by Dare2B

Gaby Jesson, from 
The Prospect Society - a 
new generation agency 
focused on fostering the link 
between influencers, brand 
communications and sales, 
said: “Its great to be working on 
this campaign which is truly 
indicative of the way successful 
apparel, footwear and accessory 
brands are thinking and working.

“Fitness and sports brands 
are seeing a complete revolution 
in who their new customers' 
influencers are and how this is 
translating to sales.

“We hope to be leading the 
way in joining those dots for  
our clients.”
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Award winning 
AfterShokz

AfterShokz bone-conduction headphones 
are approved by UK Athletics for use 
in the 2,600 plus road race and mass 

participation fun runs each year with over 
1 million runners. If your customers want 

headphones and to run in open road events 
they need AfterShokz.

UK Athletics race-approved headphones

Tecnifibre  
T-Fight range

Available in seven weights from 265g to 
320g, with 98in2 (300g+) and 100in2 (265g+) 
head sizes.  Seven of the top 100 ATP players 
use Tecnifibre's T-Fight rackets. All rackets 

come pre-strung in a premium Tecnifibre 
string worth £20 plus as a restring value.

Discover the Tecnifibre  
Experience programme

Fighting Fit 
Tech Pro X14 from Optimum features an 

extensive range of both training and fitness 
equipment. Training inside or outside 
the gym, the range features boxing and 

weightlifting gloves, hand wraps, jab mits 
and shorts. Excellent quality & value for 

money all in one punch.
Durable, MMA, leather, lifting,  

lightweight, padded

Personalise kits  
with Brother

Brother supply an extensive range of 
innovative, competitively-priced sewing and 
embroidery machines, allowing independent 

retailers to capitalise on personalisation 
services. The impressive machines produce 
customised products for running uniforms, 
providing professional, bespoke embroidery 

for team logos, names and numbers.
Innovative, bespoke embroidery

Mac in a Sac Origin
Crafted to perform, designed for play. 

Highly waterproof and breathable, Mac in a 
Sac Origin is the best performing packaway 

in its class. Weighing just 300g, Origin is 
lightweight and packs away into a small 
convenient sack. Reflective details front 

and back.
Light, bright, packable

Target Darts  
Pro Player 80

Endorsed by Target’s elite Dave Chisnall, 
Stephen Bunting and Adrian Lewis, this 80 per 
cent tungsten range is aimed at entry level dart 

players, yet does not compromise on quality. 
The darts feature professionally-endorsed grip 
design and are complete with Pro-Grip shafts, 

Vision flights and dart wallet.
 Professionally-endorsed and exceptional value. 

The brightest runner
Hilly has partnered with 3M reflective 

technology and LYCRA SPORT to provide 
the ultimate in high visibility running 

socks. The Lumen socks provide a flash 
point at the ankle and are an easy way to be 
seen at night and stand out in the daytime.

Vivid fluorescent yarns.

Ping Pong  
Anywhere Net Set

The Ping-Pong Anywhere Net set is 
a must for all stores this Christmas. 

This regulation-height net extends up 
to 6’ and clamps easily onto any type 

of surface even the dining room table.  
Complete with three ITTF balls, two 

regular sized rackets and a carry case it 
is the perfect Christmas gift.

01606 558428
rod@pinpointce.co.uk

aftershokz.co.uk

01932 781311
office@smashsports.co.uk

www.tecnifibre.com

01942 497707
sean@optimumsport.com
www.optimumsport.com 

0161 235 0344
www.brothersewing.co.uk

028 9079 0588
sales@macinasac.com
www.macinasac.com

01279 410 155
info@target-darts.co.uk
www.target-darts.co.uk 

Sales: 0161 366 5020
Email: info@hillysocks.com

www.hillysocks.com

01635 517560
lee@phoenixsportinggoods.com
www.phoenixsportinggoods.com

The place to source all your products and services
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Shock Doctor Braces
The Braces mouthguard offers essential 
protection for athletes with braces. It is 

specifically designed to conform to upper 
brace brackets for instant comfort and 

prevention from lacerations. Made with 100 
per cent medical-grade silicone, it adapts to 
changes in mouth structure as teeth adjust. 

RRP £19.99
Instant fit, no boiling required

Pull Kick Pro
Combined pullbuoy and kickboard with 

limited floatation and a streamlined grip for 
extra work-out. It’s lightweight, practical 
and nice to handle. Let’s you improve and 

control your body posture.
Lightweight and practical

A time for  
reflection

Ronhill has a wide selection of fluorescent 
jackets, t-shirts and reflective tights and 

accessories. The new Radiance Jacket and 
Tight are the pinnacle of ‘hi-viz’, whilst the 

Windlite Jackets and Stretch Tights are 
great all-season, value for money options.

Be bright, be seen

Saucony  
Triumph ISO 3

THE Triumph ISO 3 has enhanced energy 
underfoot with an increased EVERUN 
landing zone. It has EVERUN topsole 

construction for continuous cushioning and 
the ISOFIT System to deliver a dynamic fit 
by adapting to the shape and motion of the 

runners foot.
EVERUN top sole

European Retail 
Distribution

Import Services manages retail supply chains, 
from product origin to customer delivery, 

in the UK and Europe. Our warehouses are 
located in Southampton, the first port of call 
for container ships originating from the Far 
East, which decreases your transport time 

and logistics costs. 
Time and cost saving logistics

Byte hockey 
shinguard range 

For season 16/17 Byte has launched some 
exciting new colours in their popular Club 
Shinguards. Colours now include hot pink, 

green, blue, lime, white and purple. The 
club shinguard, priced at £15, features an 
anatomically designed outer shell with a 

foam lining for added comfort.
Anatomical design

Overboard  
Tech Cases

Allow your gadgets to go risk-free 
during your outdoor activities, safe from 

destruction by water, sand or dust.  All 
of our tech cases give you full use of your 

device including using your camera, 
while it’s safely sealed inside and is fully 

submersible to 6m/19ft.
Overboard waterproof/dustproof tech cases

New Zoggs  
Predator Goggles

New and improved for 2017, the iconic 
Zoggs Predator range of goggles are 15 per 
cent lighter, with an updated, streamlined 

design, patented geometric Ultra Fit gasket 
giving an ‘invisible fit’ feel  for ultimate 

comfort, and new pulley adjust system for 
ease of use. Available Jan 2017.

New improved ultra-fit Predator

01582 670100
sales@hy-pro.co.uk

www.shockdoctor.co.uk 

015396 22322
info@solosport.co.uk
www.solosports.co.uk

0161 366 5020
sales@ronhill.com
www.ronhill.com 

0800 206 1491 UK
www.sauconyb2b.eu

sauconyuk@wwwinc.com

01489 799 500
port-centric@importservices.co.uk

www.importservices.co.uk 

07789691442 – 01382 564290 
info@bytesports.com
www.bytesports.com

0116 234 4611
sales@burton-mccall.com
www.burton-mccall.com

01276 489089
cs@zoggs.com

www.zoggs.com
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Garmin Forerunner 735XT
The Garmin Forerunner 735XT GPS multisport watch is for athletes who 
want in-depth data as they train and compete. Its smart features allow it to 
connect to your phone to give notifications, calls, calendar appointments 
and weather updates and it even doubles as an activity tracker.
Contact www.garmin.com/en-GB

www.sports-insight.co.uk
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Re:pulse  
Negative Cut

The Reusch Re:pulse Pro G2 Negative 
Cut is a favourite of many professional 
goalkeepers, including Chris Maxwell 

of Preston North End and Wales. 
Tighter fit, good feel of the ball and 

great grip and cushioning all help to aid 
confidence on the pitch.

Helps win matches!

Plantar  
Fasciitis Sleeve

CEP launches the Plantar Fasciitis Sleeves 
designed to aid discomfort in the heel 
and sole area. Combining the knitted 

elastic massage zone and high-tech medi 
compression with superior arch support, the 
sleeves protect against strains and increase 

oxygen-rich blood flow for a speedy recovery.
Multi-sport use and open toe.

Mercian  
Genesis Range

The new Genesis Range combines 
outstanding technology with vibrant 

colours to create a bold and confident set 
of sticks to help enhance players' skills 
and ability to perform. Ideally suited to 

the junior market  (RRP £40 - £80), these 
are perfect for the school hockey term.

Win before you play

Safety and fun in the 
sun at Jakabel

Jakabel is a one-stop shop for sun protection 
and safety, in and out of the water. They 
specialise in ages 0-13 years as well as 

adults – selling floatsuits, wetsuits, uvp50+ 
wear, swimming pool toys and accessories 
in top quality fabrics. Delivery is 2-3 days 

with no minimum order quantities.

Dan Carter  
Super Tees

When New Zealand star Dan Carter lends 
his name to a product, then you know you 
are onto a winner. Dan Carter Super Tees 
have been designed to adjust to all kicking 

styles and angles. From amateur to pro. 
Exclusively distributed by Carta Sport

All styles catered for

The commuter 
CityBrix

KitBrix produce modular kit bags for cycle 
teams, triathletes and outdoor enthusiasts 

and have now created the NEW CityBrix 
in consultation with pro cycle teams and 

athletes alike. It has been designed to 
overcome the problem of carrying both gym, 

swim and work kit.
Modular kit bags

HEX Arm Sleeve
Ideal for basketball and contact sports the 

McDavid HEX arm sleeve features 9mm 
of exclusive Hex Technology positioned 
at the elbow. This is combined with arm 

compression to maintain muscle warmth 
and prevents abrasions and scratches. 

Available in black, white, red and blue. RRP 
£24.95

Machine washable

UFE Adjustable 
Massage Stick

Easy attach-and-remove handle allows 
for customizable massage. The 12 

reconfigurable wheels make the adjustable 
massage stick a must have tool to massage 
groups, target knots, improve circulation, 

hydrate fascia and alleviate discomfort. 
Length 44cm.

Fully-adjustable, ergonomic massage stick

01614394383
reuschuk@btinternet.com

www.reusch.com 

01432 373500
sales@mediuk.co.uk
www.cepsports.co.uk

01483 757 677
sales@mercianhockey.com
www.mercianhockey.com 

020 8715 2385
info@jakabel.com 
www.jakabel.com

01535 600342
sales@cartasport.com
www.cartasport.com

01202 747076
Sales@kitbrix.com
www.kitbrix.co.uk 

01582 670100
sales@hy-pro.co.uk

www.mcdavid.eu

0115 900 2340
sales@reydonsports.com
www.reydonsports.com
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Contigo  
"Cortland" Bottle

This water bottle features 
AUTOSEAL technology. Simply press 

the button to drink and then release it to 
automatically seal again. This bottle also 
features a carry clip for easy transport, a 

protective spout cover to keep out dirt, and 
an easy-clean lid for thorough cleaning.

100 per cent spill and leak proof

School badges
Whatever time of year, schools need badges, 
whether it be for a prefect, a monitor, a vice-

captain or a coloured house badge, they 
give them out regularly. Glenway stock a 

complete range, check out the website, ready 
for immediate despatch.

Everybody needs a (school) badge

Evolution  
Warm Baselayer

The ultra comfortable Evolution Warm 
baselayer undershirt combines a body-

hugging and ultra-stretch fit of seamless 
knit technology with perfect personal 

climate control. Made using an innovative 
3D rotary knitting technique that creates 
a high-stretch garment with the absolute 

minimum of stitching.
Innovative waist design

Winmau  
Vanguard Darts

Vanguard – The beauty of performance. The 
Vanguard gets the emotions and adrenaline 

flowing from the first glance.
Winmau NEW 2017 range out now

Caribee Hawk 60
Premium multi-purpose lightweight 

gear bag for sports or as a weekend 
holdall.  Features a large lockable storage 

compartment, internal zip pocket and two 
end storage pockets. Adjustable removable 

shoulder strap.
Folds into itself for compact storage.

FS6+ compression 
leg-sleeve

The FS6+ Performance Compression 
Leg Sleeve relieves plantar fasciitis, 

shin splints, leg cramping and Achilles 
tendonitis with one light, comfortable foot 

and calf compression leg sleeve.
Unique compression zone technology

SKINS DNAmic 
Thermal

SKINS DNAmic Thermal  Range provides 
advanced compression technology, increases 
muscle oxygenation, stabilises active muscles 
and reduces blood lactate build up, to enhance 
performance and speed up recovery time. The 

thermal fabric is lightly brushed providing 
excellent insulation and thermal protection.

Compression, thermal, muscle focus, protection

PureLime 
PureLime is the dedicated women’s 
athleisure, active and tennis brand.  
We use pure crisp Danish design in  
modern technical fabrics to create 

garments that are feminine, fashionable 
and functional with a superb fit. Our 

clothes always reflect a woman’s priorities 
to look good but still perform.

PureLime Danish athleisure and activewear

02081 333452
ross@contigo.ie

www.mycontigo.com

0116 244 8131
tim.wilford@glenway.co.uk

www.glenway.co.uk 
www.odlo.co.uk
sales@odlo.com

01656 767042
info@winmau.com
www.winmau.com

0131 554 5555
jacquie@brandagility.co.uk

www.caribee.com

0844 811 2001
trade@2pure.co.uk
www.2pure.co.uk

01543 420 550
info.uk@skins.net

www.skins.net

01697 742 711
martinhudson@purelime.com

www.purelime.com

www.sports-insight.co.uk
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Exposure Six Pack Mk7 Front Light
Providing unparalleled performance for the most extreme rides, be it 
technical descents or 24 hour endurance, the Six Pack lights the way.  
Reflex Plus now delivers 4,500 Lumens in a wide and deep beam for complete 
illumination. OSD keeps the rider informed of burntime and status.
For more information go to www.exposurelights.com
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Reece Australia is a specialist in multifunctional
sportswear and casual fashion. Over the last 
decade Reece Australia has grown into an 
international specialist in stylish hockey products.
Our aim is to create beautiful products that
enrich peoples sports experiences, with colourful,
fresh designs and a little bit of rebelliousness 
in the design to create the stand out from the 
crowd effect. That’s the power of the brand. 
Reece Australia uses high-quality materials and 
the latest techniques for all its products.

COLLARS

CUFFS

LOGO OPTIONS

no buttons

standard cuff

embroidery

buttons

tape cuff

embroidery “elite”

Our Special Design hockey shirts can provide a club

with its own unique playing kit and identity.

Shirts can be produced in a sublimated or cut and sew 

option. A sublimated shirt is a printed shirt that can be 

produced in any design and colour. The sponsors logo 

and club badge can also be incorporated at no extra cost. 

The cut and sew option is a shirt using separate colour pat-

ches, sewn together. A choice of collars can be selected 

and the club logo can be embroidered into the shirt.

The material for both shirts is 100% high 

quality polyester with Climatec finish. 

This fabric is breathable, moisture wicking 

and 100% colourfast. 

by 3-guard

ClimaTecClimaTec

HIGH TECHNICAL FIBREHIGH TECHNICAL FIBRE

body is made of 1 panel body is made of 2 or 3 panelsclub & sponsor logo included

CUT & SEW CUT & SEWSUBLIMATION

YOUR SPECIAL DESIGN CLUBSHIRT IN A FEW STEPS

©
 FFU

/Frank U
ijlenbroek

©
 W

SP/K
oen Suyk

CLUBSHIRTS
SPECIAL DESIGN 

GIVE YOUR CLUB A UNIQUE, OWN IDENTITY WITH

For further information about Special Design or Reece Australia, please visit www.reeceaustralia.com or contact our Sales 
Department on 01332 378966 or support.uk@reeceaustralia.com.

special design_UK_2016-2-potrait.indd   1 09-06-16   16:13



John Stones' move to 
Manchester City from 
Everton for £47.5 million 

back in August, made Graeme 
Sharp, an Everton superstar of his 
day, look back 36 years to when his 
own transfer made headline news, 
and football was a different world.

“I had come to Everton as 

www.sports-insight.co.uk

Tony James talks to Everton 
legend Graeme Sharp on the 
changing face of football, 
tough guys and chips

Burning ambition,

an unknown 20-year-old from 
Dumbarton,” Sharp said. “They’d 
paid £120,000 for me, which 
seemed an awful lot of money. I 
couldn’t help wondering if I was 
really worth it.”

After a dodgy first season in 
which he made only six first-team 
appearances, Sharp played a key 
role in Everton’s golden era and 
still holds the club’s post-war 
goal-scoring record of 159 goals 
in 426 games. Only the pre-war 
legend Dixie Dean has done better.

An ambassador for the club 
since his retirement 16 years ago, 
Sharp was torn by the news that 
Everton were losing their star 
defender. “Of course I wanted 
John to stay,” he said. “But you 
can’t blame the lad for wanting 
Champions’ League football and 
of course the money was amazing.

“But, I’m glad I played when 
I did. The game was tougher 
than today and we got away with 
murder, but I reckon we had more 
fun - and if you wanted chips for 
dinner you had them!”

Sharp was also pleased 
that the greatest influence in 
his career, Everton’s late iconic 

manager Howard Kendall, has had 
a stand named in his honour at 
Goodison Park.

He said: “Howard came in 
as manager for the 1981 season 
and seemed to think I had some 
potential.” Soon Sharp was playing 
as a regular striker, netting 15 goals 
in 29 league games and becoming a 
key figure in Kendall’s plans.

Sharpe added: “Howard was 
a great manager to play for. He 
believed in team spirit. The lads 
enjoyed themselves but he made 
sure we worked extremely hard. 
He treated us like adults and 
expected us to behave responsibly 
and take care of ourselves on and 
off the pitch.

“There was no psychology 
and motivational strategies in 
those days. He told us what he 
expected us to do - what shape to 
keep and who to mark, and let us 
get on with it.” Sharp remembers 
Kendall’s nearest approach to 
team psychology was to tell his 
players at half-time that the fans 
at the Gwladys Street end could 
help them win: “He would say: 
‘Get the ball into their box and 
Gwladys Street will suck it into the 

net!’ It’s fitting 
that the it has 
been renamed 
the Howard 
Kendall stand.”

The arrival 
of Andy Gray 
and later Gary 
Lineker, as strike 
partners, brought 
Sharp the finest 
hours of his 11-year 
Everton career. He 
played 12 games for 
Scotland but says his 
greatest achievements 
were as part of the 
Everton team which 
won the FA Cup in 
1984 (he scored the 
first goal in the final), 
the First Division in 
1985 and 1987 and the 
European Cup Winner’s 
Cup in 1985.

He scored 30 goals in 54 
games and attracted the attention 
of clubs in France, Spain and Italy. 
He said: “Gary went to Barcelona 
in 1986 but I wasn’t tempted.”

“I think we had more burning 
ambition than many of today’s 
players - we played our hearts 
out for   the team and would do 
whatever it took to win. Watching 
Leicester last season reminded 
me of the way we played when 
Everton were top of the pile.

“Of course I wanted to score 
goals but I got just as much 
satisfaction from making goals 
for other people. I had a great 
relationship with Lineker, who 
would just hang around the six-
yard box and I would lay them on 
for him.

“The game was very different 
in those days. Gary never even got 
a yellow card but that was because 
he was tucked up in the six-yard 
box, out of harm’s way when the 
mayhem went on. We could get 
away with a lot more on the pitch 
because we didn’t have all those 
cameras and officials watching us 
and the rules were less strict.

“There were some really 
tough guys, particularly in teams 
like Wimbledon and Luton, 
and you had to show that you 
weren’t afraid. When I first came 
down from Scotland I was being 
knocked about pretty badly and 
after one game my father told 

BIG TACKLES
and a love of the game

“The game was tougher than today and we got away 
with murder, but I reckon we had more fun”

me I had to stand up for myself 
against defenders who were out to 
intimidate me.

“I took him at his word and 
in the next game I went into a 
tackle and actually knocked my 
opponent out cold. Miraculously 
I got away with it, but the 
opposition treated me with more 
respect after that!”

He looks back fondly at the 
hard men he encountered over 
the years...Stuart Pearce, Vinnie 
Jones, Mick Hartford, Tony 
Adams: “They could all play a bit, 
but didn’t mind mixing it, too.”

The memories flood back...a 
30-yarder smashed past Bruce 
Grobbelaar in 1984 which gave 
Everton their first win at Anfield 
for 14 years (“That’s the goal 
that everyone remembers”). 
Howard Kendall left, and when he 
returned to Everton three years 
later, Sharp was not part of his 
future plans.

Kendall brought in a new 
strike-force of Peter Beardsley, 
Tony Cottee and Mike Newell. “I 
got the message,” Sharp says. “It 
was time to move on, but it was 
very hard to leave.”

He went to Oldham Athletic, 
newly-promoted to the First 
Division, in 1991 and moved with 
them to the new Premier League. 
When manager Joe Royle quit 
to take over at Everton, Sharp 
became player-manager and 
finally manager, until 1997.

QUICK  
QUESTIONS

PROUDEST MOMENT
Winning the FA  

Cup in 1984

HARDEST OPPONENT 
David O’Leary when  

he was at Arsenal

GREATEST INFLUENCE
My parents

SPORTING HERO
Seve Ballesteros

BEST MOMENT 
Scoring in the 1984  

Cup Final

WORST MOMENT 
Retiring

REMAINING  
AMBITION 

Watching Everton  
win trophies
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2

3

4
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6
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Graeme Sharp with the 
FA cup back in 1984.
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Mel Berry is focusing on 
making a real impact in 
the triathlon industry 

and people's lives.
Berry, owner of Very Berry 

Sports Marketing, has recently 
taken the lead at the Triathlon 
Industry Association (TIA - www.
triathlonindustryassociation.org) 
and is the first female chair. She is 
very passionate about addressing 
the gender balance and female 
representation at board level.

Triathlon enjoyed a year of 
significant growth in 2015, with 
140,000 people accounting for 
a record total of 220,000 race 
starts, and a 15 per cent rise in 
total spend to £417.5 million.

The association is comprised 
of event organisers, equipment 
manufacturers, tour operators, 
retailers, distributors and media 
and Berry has a strong vision for 
its future.

She said: “I want the 
association to be very clear on 
its purpose and for me it's about 
monetising the sport.

“So how do we make sure we 
do that when British Triathlon 
and Triathlon England etc have 
got more people doing, how do  
we make sure that the experience 
is better.

“The TIA produce annual 
research to show why people  
are put off.

“So there is open water 
swimming, people have a fear of 
that for obvious reasons, people 
struggle to understand where and 
how they get to a club and then 
again kit.

“So it's then looking at all the 
brands in that space that then can 

share their knowledge.
“So if you look at the TIA's 

purpose it's around how do  
we make it more prosperous  
for brands.

“My difference is I bring 
my knowledge and expertise 
from a brand point of view and 
understand the power of brands.

“Then we work in partnership 
and collaboration with key 
partners, which obviously British 
Triathlon is.

“I want to engage more people, 
to re-engage with brands and that 
everyone who sits on the board 
has a clear purpose and ownership 
of what they are doing.

“It's great that the feedback 
I am getting from other board 
members is really positive.

“I want to see double digit 
growth of the industry rather  
than organic growth. I believe 
there is no reason why we can't 
achieve that.”

And Mel is extremely 
passionate about the sport being  
a keen triathlete.

After being a national age 
group swimmer, she took up the 
sport after being introduced to it 
by a friend when she was living in 
Dubai in the mid 1990s, when she 
was working for Reebok, Speedo 
and the Hilton.
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“I love the two decades I have 
been involved in sport and what 

gives me a kick more nowadays is 
working on campaigns I can see a 
direct impact and change from.”

Triathlon Industry Association chair Mel Berry is 
looking to boost prosperity and healthy activitiy

Mel has vast experience in 
sport marketing with over 20 
years in the industry and has been 
involved in some of the biggest 
events in the world.

She was working for Speedo  
at the Sydney 2000 Olympic 
Games and adidas for the London 
2012 Games.

After leaving Speedo, Mel 
set up Perfect Motion Sports 
Marketing in 2001, where she 

active by 2020 using its range of 
outdoor fitness equipment. With 
growing obesity issues and with a 
marked increase in the proportion 
of adults that are obese from 13.2 
per cent in 1993 to 26.0 per cent 
in 2013 for men, and from 16.4 per 
cent to 23.8 per cent for women, 
the use of the outdoors for fitness 
is critical.”

Over the last six months 
146,000 Knowsley residents 

"I WANT TO SEE 
DOUBLE DIGIT GROWTH"

have high proportions of green 
space have better physical 
health and mental well-being. 
The availability of green spaces 
in an urban environment is 
also associated with increased 
physical activity and the 
associated health benefits.

Key to success was the strong 
partnership with Public Health, 
NHS and Park Rangers.

Mel said: “Knowsley is a great 
example, £300,000 was invested 
in 15 sites for free gym use. For 
disadvantaged communities and 
high depravation areas it's hard to 
get to a gym because there are so 
many obstacles.

“So getting the knowledge 
out there is important. The 
partnership with public health 
was key because it was then 
looking at the way to give people 
the knowledge to come and that it 
was safe and comfortable in that 
environment.”

Mel concluded: “I love the 
two decades I have been involved 
in sport and what gives me a 
kick more nowadays is working 
on campaigns I can see a direct 
impact and change from.

“With campaigns like 
Proludic where you are changing 
the environment you can make 
real change.”

Mel Berry, chairman of 
the TIA and owner of Very 
Berry Sports Marketing

had two business partners. After 
taking it as far as she felt she 
could Mel left to set up Very Berry 
Sports Marketing in 2009.

At the moment she is working 
with outdoor fitness equipment 
company Proludic on another 
issue close to her heart.

Mel said: “Proludic aims to 
get over one million people more 

have been using over 107 pieces 
of Proludic Urbanix outdoor 
fitness stations over 15 sites. 
All of these sites are within ten 
minutes walking distance from 
every resident’s house, and 14 
were installed in some of the most 
deprived areas of Knowsley.

According to research, 
populations in England that 

Mel Berry was heavily involved 
with adidas during the 2012 
London Olympic Games
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The Ronhill team are on the road to 
present the new Autumn Winter 2017 Collection

featuring new prints, reflectives, an updated range of accessories & so much more! 

Please come and join us at one of the following events
by booking an appointment with your 

Ronhill Sales Representative now or call us on 0161 366 5020

Running o� the rails

November
Cotswolds...........................STAG Show............19th~20th

London.........St George’s Hotel............21st~25th

December
Solihull.............Intersport Show..................7th~9th

January
Edinburgh...Tynecastle Stadium.................4th~6th

Kendal.....Castle Green Hotel.............10th~12th
Boroughbridge..........The Crown Hotel.............16th~19th





W  ith ballot entries for the 
London Marathon now 
known it's time to get 

training under way. And Science in 
Sport’s Chief Scientific Officer Dr 
Rob Child has some tips on how to 
prepare and the kind of products 
needed to achieve top performance.

Important factors that govern 
training and race performances 
are hydration, fuelling, avoiding 
illness and preventing injury.

Dr Child explains: “Training 
sessions should always be started 
well hydrated, especially if they 
are more than an hour long, 
because dehydration can prevent 
training sessions from being 
successfully completed.

“It's an issue in cold weather 
because in the heat people see 
themselves sweat and think more 
about taking on fluids.

“Cold weather is quite drying, 
as you're pulling cold air into  
the lungs resulting in significant 
fluid loss.”

Another problem for the 
aspiring London Marathon runner 

www.sports-insight.co.uk

Dr Rob Child, Science in Sport's Chief 
Scientific Officer, gives his advice on how to 
prepare ahead of the London Marathon

Hydrate, fuel and avoid illness and injury –

is the large training volume 
needed to prepare for the  
race, which often leads to  
immune suppression.

Looking after your health in 
the build up to the race is very 
important, if you fall foul of 
winter illnesses it can seriously 
hamper race preparation.

Dr Child said: “SIS Immune 
contains high levels of vitamin 
C, which can reduce the severity 
and duration of colds when 
undertaking severe physical 
exercise, particularly in cold 
environments.

“The problems caused 
by getting sick and resulting 
disturbance to training should not 
be underestimated.

“One study reported the 
best predictor of marathon 
performance was the number  
of miles ran in the month prior  
to the race.

“The better runners will do 
a bigger training volume helping 
them to run faster, conversely 
people who get injured won't be 
able to do the volume needed to 
reach their potential.

“So preventing injury, 
sickness and anything else  
that disturbs your training in  
the month before the race is  
of key importance.”

Keeping your body fuelled  
and making sure the muscles  
have the nutrients needed to 
recover and repair for the next 
training session, underpins 
scientific training.

Dr Child added: “Taking Whey 
20 gel during exercise is a useful 
training strategy because it helps 
'kickstart' the recovery process.

“Taking the Whey20 gel 
during exercise increases 
circulating amino acids in the 
blood. This helps fuel the immune 
system and allows the repair  
of muscles, tendons, ligaments 
and bone to start as soon as 
exercise finishes.

“In contrast, if you take a 
recovery drink after a training 
session it stays in the stomach for 
around 20 minutes before it can 
contribute to recovery.”

Traditionally VO2 max 
(maximum oxygen uptake) was 
considered the most important 
physiological factor for marathon 
running. Though important the 
sustainable percentage of VO2 

max is an even better performance 
predictor. This measures the rate 
of oxygen utilisation that can be 
maintained during exercise and is 
closely related to running speed. 

High intensity interval 
training is the most effective 
way to increase VO2max. For 
the marathon, this translates to 
multiple flat out runs over 800 
to 1,500m, with three to five 
minute recovery periods. Flat out 
runs over distances of 5,000 to 
10,000m provide the most effective 
way to increase the sustainable 
percentage of VO2max. 

Dr Child said: “Long runs, in 
excess of one hour, cause muscle 
adaptations that allow you to 
store more fat in the muscle as 
‘intramuscular triglycerides’. 
This is extremely useful as your 
muscles can easily burn this fat 
as fuel.

“It's one of the key things 
you're changing with endurance 
training and that means that 

“Training sessions should always be started well 
hydrated, especially if they are more than an hour long, 

because dehydration can prevent training sessions 
from being successfully completed.”
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IT'S A MARATHON 
NOT A SPRINT

you can burn fat and save 
carbohydrate.

“The carbohydrate allows 
you to run at a faster pace 
and potentially having more 
intramuscular triglycerides can 
allow you to run faster.

“Intervals training burns 
carbohydrate at a very high rate.

“So its quite useful to take 
carbohydrates on board several 
hours before training. Twenty 
to 30 minutes into a hard or long 
session it’s useful to have an SIS 
isotonic energy gel to ensure your 
blood glucose levels don't drop.

“SIS isotonic gels are very 
easy to digest and empty quickly 
from the stomach, so won't make 
you feel sick.

“Although the ultra 
convenient format of the Whey20 
gel allows it to be taken during 
training, it can also be used after 
training to help recovery.

“If you are planning multiple 
training sessions over a short  
time period it is usually better  
to use Rego Rapid Recovery 
because it provides the 
carbohydrate and protein needed 
for refuelling and repair.

“An additional benefit of SiS’s 
Whey 20, Rego Rapid Recovery 
and Whey Protein Isolate is they 
all contain protein-bound calcium. 
This is essential for bones to repair 
and recover, potentially preventing 
problems such as ‘shin splints’ and 
fatigue fractures.”
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“These things didn’t exist 
when I started playing and  
it’s these types of innovations 
from Target that help push me  
and the game to new levels.”

Taylor has won 216 
professional tournaments, 
including 84 major titles and a 
record 16 World Championships. 
From 1995 to 2002 he won eight 
consecutive World 
Championships as well as being 
named PDC player of the year six 
times. He has also been 
nominated twice for the BBC 
Sports Personality of the Year.

The darts used have come a 
long way during Phil’s career-span 
and Target has been at the 
vanguard of their development.

Darts were originally made of 
brass and are still available in 
brass. However, for the serious or 
professional player tungsten is the 

POWER TAYLOR
Target Darts have been at the forefront of dart 

development and their innovations have helped 
some of the world's best players

modern way forward.
The use of tungsten, which is 

twice as dense as brass, has 
allowed darts to be weighted 
heavier but produced to a smaller 
size. The smaller, or thinner, 
barrels make it easier for players 
to fill a small area such as the 
treble 20 with the darts.

The traditional knurled and 
grooved styles of barrel are still 
used today but the advanced 
milling machinery used by Target 
has allowed a wide variety of 
different grips to be developed.

Steve Reed, Production 
Manager at Target, said: “The 
advancement in milling machines 
makes the production process 
more precise and allows us to keep 
evolving our barrel styles.

“Historically capstan lathes 
were used to produce a dart,  
which weren't automated and 
made for a very laborious process. 
The dart would be drilled,  
tapped and then you had to  
swap tools for grooving.”

“The new CNC machines, 
which we are constantly  
investing in, now include  
turning and milling stations as 
part of the machine. This type of 
machinery allows far more 
complex designs, that are higher 
quality and greater accuracy, 
which makes way for further 
evolution in the sport. This allows 

us to produce products never 
before seen in darts.

“The level of detail in a dart's 
design significantly affects the 
length of time it takes to produce. 
For example our second edition 
Elysian darts take over an  
hour per barrel just for the 
machining time.”

Elysian was Target’s limited 
edition concept dart of the future. 
With only 200 sets made it 
became a showcase of Target's 
manufacturing capability.

Teams of designers at Target 
are involved in continual product 
development and use advanced 
CAD systems and product testing. 
Grip and coatings are a huge part 
of how players choose their darts 
and preferences.

Garry Plummer, Managing 
Director at Target, explained: 
“Phil will spend time with the 
Target team developing his next 
barrel. We share with players the 
latest technology on grip and 
coatings, they think about what 
they want then we work together.

“An example of this is the 
Vapor S flight now used by Phil 
Taylor. Phil wanted a smaller 
flight to free up space on the board 
but to maintain the same flight 
through the air characteristics, 
we worked closely with him 
testing the aerodynamics of 
different flight shapes and 

materials to get it right.”
Target, who have been based 

in Harlow, Essex, for over 40 
years, have an ethos to produce 
industry-leading, premium 
products and lead the evolution of 
darts engineering and design.

They manufacture their darts 
in their own state-of-the art 
factory in China and have 
invested significantly in their 
production equipment.

Their presence in Asia isn't 
only with their Chinese factory, 
Target also have offices in Tokyo.

Target Japan looks after their 
rapidly growing business in Asia.

Georgina Beasley, Target 
Marketing Executive said:  
“Target Japan are part of our 
global brand and look after sales 
and marketing across the far east. 
We have a lot of young, upcoming 
Japanese darts stars that are 
picking up a large following. 
However, it is predominantly a 
soft tip game in Asia.”

Target, however, is heavily 
invested in grassroots darts as 
well, supporting young and 
emerging players.

They are committed to 
supporting darts organisations 
across Europe, Asia and America.

They are involved with darts 
academies and youth 
organisations as well as 
University darts societies.
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“Phil will spend time with the 
Target team developing his next 

barrel. We share with players 
the latest technology on grip and 
coatings, they think about what 

they want then we work together.”

Advanced milling techniques allow a wide variety of grips to be developed by Target Darts

An innovative approach helps to

DARTS

@SportsInsightUK

to the top of his game

P hil 'The Power' Taylor's 
partnership with Target  
is keeping him on top of  

his game.
Target manufacture darts  

for the world’s greatest player  
and, as an industry leader, they 
are continually developing  
their products.

Phil said: “For me, Target’s 
new technology has helped keep 
me at the top of the game. The pixel 
grip on my barrel doesn’t chip or 
wear out and the new coatings on 
my Generation 3 dart feel amazing.
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R  est and recovery are key 
considerations for anyone 
who’s actively involved in 

endurance sport and the ‘recovery 
market’ is now well established 
with specialist recovery fuel, 
rollers, sticks, compression, sprays 
and gels – and shoes. Recovery 
first became a ‘thing’ when 
Paula Radcliffe sported her long 
compression socks in the early 
noughties, and when, in 2007, a 
New Zealand study looked at the 
effects of compression socks on 
recreational athletes. With the rise 
of the mass running market there 
emerged a lot of tired, worn out and 
injury-prone runners, looking for 
ways to make the most of their rest 
and recovery, and minimise their 
time out of running.

OOFOS is a US brand which 
was launched in January 2012 
by Paul Brown, Juan Diaz, Steve 
Liggett and Lou Panaccione, who 
are veterans of the US sports 
footwear business, having worked 
together at Reebok in the 1980s. 
By April 2012 the company were 
stocking the product in 25 stores 
and the company has doubled in 
size every year since, with OOFOS 
shoes found in over 1,400 stores in 
the US and 20 countries worldwide.

Running needs 
recovery 
It was at the Boston Marathon 
Expo in 2012 when Brown and 
Panaccione decided it was time to 
focus all their energy on running. 
“We had the smallest booth, hidden 
in away in a corner. But we still sold 

www.sports-insight.co.uk

Runner and triathlete, Fiona Bugler talks to Lou Panaccione 
co-creator of the latest recovery footwear OOFOS

200 pairs of shoes.” It was clear 
that as more and more runners had 
taken up the sport, the frequency 
of running injuries increased, 
particularly related to the feet. 

Technology matters
The design is simple and looks 
like any other flip-flop/slide-on 
shoe, but the secret to its success 
is the technology. “When we first 
developed the technology we 
didn’t have recovery in mind,” 
says Panaccione. “We had spent 
two years developing it, and had 
worked closely with a South 
Korean chemist to come up with 
the formula. And at the same time 
we were continually researching 
the market. We had the intention 
of licensing the technology but 
soon realised we needed to own 
and create our own brand.”
“We decided to keep the 
‘ingredients’ secret, like Coca 
Cola,” Panaccione explains. The 
shoe offers an antidote to other 
training/racing shoes which are 
designed to offer rebound and 
energy return. “What was needed 
was the opposite – a shoe that 
could absorb shock and impact 
from hard natural surfaces, 
cushion and support the foot and 
relieve pressure on joints.”
The ‘secret’ is a closed cell foam 
called ‘OOFOAM’. The company 
says it absorbs 37 per cent more 
shock than traditional running 
shoes (typically made with 
EVA foam) and combines this 
proprietary foam with a patented 
biomechanically engineered 

footbed that provides superior 
arch support.

Prerecovery
Prevention is better than cure. 
“We like to think of the shoes 
helping you to ‘pre-cover’” says 
Panaccione. Prehab has been 
a headline grabber for the last 
decade. With the rise of the 
barefoot shoe movement came 
a renewed discussion around 
biomechanics – as well as more 
injuries. At the same time, 
advances in technology have 
made gait analysis a very precise 
science and physiotherapy 
has become mainstream for 
recreational runners who want 
to keep running more and more, 
year after year. A holistic end-
to-end approach means there’s 
scope for more and more products 
and services in the ever-growing 
endurance market.

Clear goals
As well as the need for the shoes, 
the brand has been helped by the 
founders’ approach to business. 
Having a very clear goal and 
vision can be the difference 
between success and failure for 
any start up, and it’s clear these 
guys kept on track. “Our starting 
point was our mission statement 
that we want to make people feel 
better. And after two years of 
testing we knew our technology 
was doing just that.” Clearly, the 
technology in the shoe can be of 
benefit to consumers way beyond 
running, for example, for foot 

is down to secret ingredients, simple 
design and 'ooficials' word of mouth
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RUNNING  
RECOVERY SUCCESS

injuries, diabetes, and a whole 
host of sports, but as Panaccione 
says, “one of our key challenges 
was staying focused because there 
are so many opportunities with 
this technology and we had to 
make sure we didn’t do too much 
too quick so we’ve kept focused on 
running and the outdoor market.”

Word of mouth 
marketing:  
try it, test it
The running market has a 
reputation of being a hard one to 
sell into, which is why the team 
focused most of their marketing 
on getting the shoes tired and 
tested by ‘ooficials’ and getting 
them to tell the story at the 
grassroots level. “We gave shoes 
to running coaches, personal 
trainers, as well as fitness 
instructors, podiatrists, yoga 
and pilates teachers and it was 
word-of-mouth marketing that 

was most effective.” Panaccione 
admits some of the running 
retailers were a little cynical, 
but he says that once they had 
persuaded retailers to try their 
“pioneering recovery footwear” 
they were sold. 

What’s next?
Focus has been a driver to the 
success of OOFOS and Panaccione 
explains that they wanted to get 
the product right before taking 
any bigger steps, so even simple 
things like colour updates haven’t 
been rushed. But following 
feedback from women, who 
wanted more design, the brand 
has launched OOlala, a women’s 
specific shoe, and they are 
continuously looking at ways to 
develop the foam technology and 
improve the foot bed design. The 
intention is to keep expanding, 
and growing the recovery section 
of independent retailers.

Lou Panaccione (left) founder of recovery footwear OOFOS is pictured 
with co-founder Paul Brown.
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ROD CULVERHOUSE TALKS 
ABOUT LIFE OWNING AND 

RUNNING FASTBREAK 
SPORTS IN CHESHAM, 
HIGH STREET
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How did FastBreak 
Sports start out?
I was head of PE at a local 
secondary school and made  
many contacts through this. 
When I took early retirement it 
was to devote more time to the 
fledgling business, which was 
started in 1980.
 
Do you have a sports 
background outside 
of  school?
Yes, I was always heavily involved 
in many sports – originally I 
was a PTI in the RAF before my 
teaching job.
 
What's the secret to 
FastBreak's success?
I’d like to think my sense of 
humour helps. After getting the 
business under way, I employed 
two of my trusted ex-pupils  
(Terry Feist and Steve Hattan) 
who have remained. They must 
take much of the credit for the 
continued development here.
 
How do you  
keep customers 
coming back?
Making sure that they leave the 
shop happy and satisfied, that 
we’ve been fair with them. The 
single most important thing is to 
have the product they want, or a 
very close match.
 
Do you only cater to 
local customers?
No, we get customers from all  
over the UK.
 

What do you stock?
We’re essentially a ‘blood and 
sweat’ sports shop – nearly all  
the things we sell are for active 
sports people. We have a very big 
range of general products across 
many sports.
 
Which brands work 
best for you?
The ones customers want. Clearly 
the leading makes such as Nike, 
Asics, Mizuno and New Balance 
cover the bulk of footwear, but 
since swimming, rugby, hockey 
and cricket cover some of the 
others, we’re happy to supply 
brands most associated with these.
 
Do you have an  
online arm?
Yes, it started slowly but is 
expanding. There’s little profit  
in it as everyone is trying to  
push prices they offer lower 
and lower. Once you factor in 
postage and returns the website 
is as much a marketing advert as 
anything else.
 

What marketing 
strategies do you have?
Word of mouth, word of mouth, 
word of mouth. Good words 
satisfy. One bad word can undo  
a lot of our efforts.
 
Why did you get into 
schoolwear?
It was an obvious requirement – 
we’re in a central position in the 
High Street, and busy parents 
don’t want to go far to get what 
is essential. The practice was 
confirmed when the town centre 
was pedestrianised. Links with 
the local schools were kept and  
we gradually moved towards  
the schoolwear market – mostly 
PE clothing.
 
How do you find out 
about new products?
Sports magazines and trade 
exhibitions plus general 
observation.  New products don’t 
necessarily sell well just because 
they’re new. Customers decide 
what they want
 
What's the best bit 
about the business?
Just the pleasure of seeing the 
many people you get to know and 
enjoying their contact and  custom.
 
The worst bit?
Nitwits who pinch my parking 
space behind the shop.
 
Plans for the future?
Expand the website and develop 
our existing market.

"New products 
don’t necessarily 

sell well just 
because they’re 
new. Customers 

decide what  
they want"

© SPORTS MARKETING SURVEYS INC.

The popularity of e-bikes is on the rise. But how likely are people 
to buy  the new  cycles within the next two years? Sport 
Marketing Surveys Inc take a look at the figures and statistics. 
Sports marketing surveys inc is an experienced and focused 
sports research business servicing the sports facility, equipment 
& sports’ goods industry. We deliver SMART data driven advice 
and guidance enabling informed business decisions.

We provide SMART data, analysis and insight for leading 
sports equipment manufacturers, international and national 
sports federations, major sports events, speciality retailers, 
national and local sports venue operators.

WILL YOU  
BE BUYING  
AN E-BIKE?

FAST FACTS
E-bikes    Buying an e-bike

How likely are you to buy an e-bike, within the next 2 years?

The report containing this information and much  
more is available now for The UK, USA, France and  

Germany. For more information please contact  
ed.willis@sportsmarketingsurveysinc.com

These numbers come from the SMS INC. 
International Cycling Behaviour Programme

There are 8.7 million cyclists in the UK, this 
makes cycling the third most popular sport

36%
21%

7%
11%
25%

Not at all likely

Not likely

Very likely

Quite likely

Somewhat 
likely

Terry Feist (right) and Steve 
Hattan are Rod's trusted team.

1/3

1/4

15%

8.7m

A third of UK cyclists like the idea of e-bikes, but 
are unlikely to consider buying one themselves

Around a quarter of UK cyclists like the idea of 
e-bikes and would consider owning one

15% of UK cyclists like the idea of e-bikes and 
would definitely be interested in buying one
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2016 was the year Kirill 
Noskov, the founder of 
IAMRUNBOX (iamrunbox.

com/en/) took the risky decision 
to leave the comfort of a full-
time corporate role and focus his 
energies on his new venture. And as 
the year draws to an end, he has no 
regrets with all the signs showing 
he’s created a formula for success. 
“It’s always scary to leave a secure 
corporate job, but my gut told me 
that there was a real need for the 
product and that I had the drive 
and energy needed to get it off the 
ground,” he says. 

Like a lot of good ideas 
IAMRUNBOX came about from 
the need to solve a problem. 
Time pressured and busy with 
work, Kirill had decided to fit 
his 30-miles of running into 
commuting time – but he needed 
to arrive at work in crease-free 
clothes. He said: “One morning I 
had an important meeting and an 
important run to do. I decided to 
convert my MacBook carton into 
a clothes carrier.” It didn’t quite 
cut it and he felt sure there was a 
gap in the market. A decision was 
made, a designer hired, and within 
a month he was on a flight to 
Chengdu, China to learn how the 
manufacturing process works. 

Fitting in training around 
busy work and family schedules 
is a challenge for many working 
endurance athletes. According 
to a survey from The European 
Commission published in 
December 2013 one in ten 
Europeans (11 per cent) 42 per 
cent say they are not able to fit 
in training due to lack of time. 
But for those with a passion for 
running, cycling, triathlon, or just 
working out, ‘dead’ time between 
home and work is an opportunity 

www.sports-insight.co.uk

Fiona Bugler talks to Kirill Noskov,  the brains 
behind IAMRUNBOX, a unique product 
designed with active commuters in mind

Turning a commute into a

to train and therefore a seamless 
transition into a clean, pressed 
work outfit is a must.

A growing market
In July 2015, Mintel published 
research which looked at Sports 
Goods Retailing between 2010 
and 2015. The report painted 
a positive picture overall, with 
“sales expected to grow by 4.2 per 
cent in 2015 to reach £4.4 billion, 
with strong growth consistently 
seen since 2010”. 

Since its launch in January 
2015, IAMRUNBOX Garment 
Carriers have been sold to 
consumers in 29 countries, with 
the largest volume of sales in the 
UK. With £100,000 secured from 
the business angels, and another 
round of investment in place, 
Kirill and his team are driving 
the demand for efficiency in urban 

mobility, with other innovative and 
ergonomic products in the pipeline 
and plans to scale the business.

The Launch
The first of these products is the 
IAMRUNBOX Active Commuter’s 
Backpack. In October 2016, Kirill 
launched the arrival of this latest 
product with a London-based 
party for bloggers and press, 
including key figures from the 
world of running, which was 
held in the heart of the City at 
London’s largest independent 
retailer, The Running Works. 
“The Running Works was ideal,” 
explains Kirill. “Located between 
Liverpool Street and Aldgate 
tube stations we were bang in the 
centre of our target core market. 
And the Running Works is already 
established as an influencer, being 
a shop with a coffee shop, therapy 

Entrepeneur Kirill aims to make 
it a crease-free exercise
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TRAINING RUN?

room and running club and a 
thriving community of runners.” 
The event had a dual purpose, 
it launched the Backpack and 
also the Kickstarter fundraising 
campaign, too. 

Kickstarter is an enormous 
global community built around 
creativity and creative projects. 
Kirill planned the IAMRUNBOX 
campaign and structured it so that 
he could achieve maximum sales 
and backing. After three weeks 50 
per cent of the funding goal (just 
over £10K) has been achieved. 
“We never get complacent. In 
order to get backing we had 
to constantly reach out to 
community, send out messages 
to the press and engage via social 
media,” says Kirill. Kickstart 
puts IAMRUNBOX directly in 
touch with their customers, too. 
“One of our core values is close 
collaboration between the brand 
and customers,” explains Kirill. 
He’s on the money: a recent report 
on ‘millenials’ said that 42 per 
cent of millennials are eager to 
alter the landscape of consumer 
products by co-creating new 
products and services with their 

favourite companies. Kirill has 
followed the way of many clever 
start-ups and outsourced his 
team, who are spread all over the 
world. “It offers a great work/life 
balance, flexibility, creativity and 
motivation for people to work,” he 
explains. “I work with five highly 
motivated professionals and 12 
brand ambassadors located all 
around the world – Sweden, China, 
Indonesia, UK, Austria, France 
and the US with the HQ located in 
Sweden. “Nowadays it is almost 
the same time/price to get from 
Malmö to London as getting from 
Malmö to Stockholm,” he adds. 

What’s next? “We’ve managed 
to get the product absolutely right 
by spending two years perfecting 
our MVP, redesigning and getting 
feedback from real commuters. 
The next stage is to scale the 
business and take IAMRUNBOX 
to the next level” says Kirill. And 
he’s optimistic about the future: 
“We are operating with a low  
cost base and have a strong 
business plan. Our sales and 
performance are in line with 
targets and expect to achieve 20 
per cent ROI by end of 2017.”

Kirill Noskov taking a 
leap with IAMRUNBOX 
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W  ith over 30 years in 
the sports industry, as 
Founder & Managing 

Director of Millet Sports, the high 
street and online retail business, 
Simon has set up a new venture 
which he believes gets to the 
core of one of the major issues 
currently facing the industry – the 
lack of investment in training and 
development.

He explained: “Working 
closely with the major brands 
at all levels of management, my 
experience was that employees 
whose companies invested in 
their training and development 
was that they outperformed 
their counterparts and stayed in 
their role for a longer period of 
time, allowing for continuity and 

opportunity to build a greater 
understanding of their accounts”.

So, after selling Millet Sports 
to JD Sports he left them in 
February this year to develop his 
ideas – through the foundation of 
SmartCom Training Ltd.

Having identified the need for 
training, Simon’s task was to find 
the right partners with relevant 
experience in training and 
appropriate content that would be 
aligned to the industry.

Having met with several 
training companies what became 
apparent quite early on was that 
most training companies offered 
their clients 1-2 days training with 
little to no support or follow up 
to reinforce the learning. Simon 
said: "I knew from experience that 

a training session in isolation, 
without further reinforcement 
and continued opportunity for 
development offered short term 
value." It was important to Simon 
to find a partner that had the same 
vision as himself, to be able to 
offer companies an opportunity 
to educate their teams to effect 
positive and sustained changes 
for improved performance in their 
roles. In setting up SmartCom 
Training he wanted to offer a 
range of products, including 
sales training, performance 
management training, 
presentation, negotiation, 
successful hiring and customer 
services and telesales, and to be 
able to deliver it effectively. The 
aim was to give companies an 

36 TRAINING

NEW VENTURE
Simon Millet is using his years of experience to 

launch a training and development business

aims to boost the performance 
of sales teams
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day ‘boot camps’. People typically 
retain only a small percentage 
of the learning of a full day’s 
training. Instead Sandler teaches 
using more frequent, but shorter 
training sessions. The attendees 
learn a new concept, put it into 
practice and then return to 
discuss its effectiveness and to 
take it to the next step. Attendees 
improve incrementally over time 
and the company sees permanent 
change in the way the team 
operate and perform. Secondly the 
sales and management techniques 
are effective because they have 
a scientific basis – the teams 
learn how to apply behavioural 
psychology and communicate 
using tools based around NLP, 
Transactional Analysis and 
Karpman Triangles. It uses the 
theories to enable the creation  
of long-term relationships  
rather than to promote short  
term over stocking."

SmartCom Training is aimed 
at working directly with brands 
and retailers.

Training is delivered in house 
or at one of their training centres 
across the country and they work 
with the client to deliver when it’s 
best suited.

For more information email 
simon@smartcomtraing.
com david.feldman@
smartcomtraing.com or visit 
www.smartcomtraing.com

“My experience was that employees 
whose companies invested in 

their training and development 
outperformed their counterparts”

37

opportunity to achieve a sustained 
return on their investment.

Simon decided to form a 
partnership with Sandler Training 
because of their breadth of offering 
and global reach (they operate in 
more than 29 countries & have 
over 25 centres in the UK alone). 
Also, the fact that they are widely 
regarded as the ‘Rolls Royce’ of 
proven and effective training 
methodologies was attractive.  
He added: “My partner at Sandler 
Training is David Feldman. He  
not only has many years of 
experience running a Sandler 
practice but also significant 
knowledge of working with retail 
organisations, via brands such 
as AEG and Fuji Film. An ideal 
partner for Smartcom Ltd.”

Simon was impressed by two 
factors about Sandler’s process. 
He said: "Firstly, they believe in 
reinforcement training, not one 

TRAINING

NEW VENTURE
Smartcom Training believes that selling 

should follow a process based upon 
behavioural psychology to enable 

salespeople to leverage emotional bonds from  
a prospect.

Traditional sales thinking talks about 
finding logical reasons for people to buy from 
you. For most companies the sales messages are 
based around:

l  We understand you better than anyone else
l  We offer the best great service/are the  

market leader
l  The quality we offer for the price is unsurpassed.

Now let's pretend that your best sales person 
goes to the competition. Will he now go to the 
same clients and say:

‘Buy from my new employer. He won't 
understand you as well as my last one, the service 
is worse and the products are more expensive?’

Of course not. He will use exactly the same as 
before and, as before, the prospect won’t believe 
it. Instead he will buy for his own reasons and 
not those of the salesperson.

So what are those reasons?
The truth is that people make buying 

decisions emotionally not logically. They 
buy to achieve an outcome to which they 
are emotionally attached. Spreadsheets and 
presentations to prove why a prospect should buy 
from you just don’t work.

Think back to the ads you remember – they 
will have an emotional message around the 
brand and very little product information. 
Remember Kodak’s memories? Famous Grouse? 
Hamlet cigars? ……
If you can sell in the same way – using emotion 

PEOPLE BUY BECAUSE OF THEIR 
EMOTIONS WHICH IS 'HIGHLY ILLOGICAL'

DAVID FELDMAN OF SMARTCOM TRAINING LTD, EXAMINES WHY SALESPEOPLE 
SHOULD USE EMOTION AND NOT LOGIC IN THEIR SALES PROCESS.

rather than logic the results will be dramatic.

Here are seven emotions that your team can use:

1  Pain in the present: This is the most powerful 
driver to act.

2 Pain in the future: Fear of an impending 
outcome is a strong motivator.

3 Pleasure in the present: In third place in the 
selling hierarchy is your buyer’s desire for 

gain right now.

4 Pleasure in the future: Questions such  
as ‘what ROI do you want next year? fit  

into this category.

5 Pain in the past: Buyers may well wish to 
avoid problems they have had in the past.

6 Pleasure in the past: A return to previous 
greatness… Often a look back will open up 

pain in the present as people realise what they 
are missing.

7 Interest and curiosity: This is the weakest of 
all emotions and yet the one that salespeople 

seem to place great stock in ‘would you like to see 
something that will surprise you?’.

Smartcom Training Ltd is a sales and 
performance management training provider 
specialising in the sports and outdoor markets.

By leveraging the knowledge of the founding 
directors who together they have over 5 decades of 
experience supplying into the retail sector and of 
running retail business. We have an expectation 
that our clients will experience double digit 
growth rates as a result of working with us.

For further information go to www.smartcomtraining.com. Or email david.feldman@
smartcomtraing.com or simon@smartcomtraining.com

Simon 
Millet

New environmentally-friendly 
football shirts made from recycled 
plastic have been launched by 
adidas and Parley for the Oceans.

The adidas x Parley Real 
Madrid and Bayern Munich home 
jerseys are made from Parley 
Ocean Plastic and water-based 
environmentally friendly prints.

The all-white Real Madrid 
and all-red Bayern Munich kits 
feature the club logo, three stripes 
and sponsors’ logos in the same 
colour as the kit for a unique look.

The Ocean Plastic used in the 
jerseys is created from up-cycled 
marine plastic pollution intercepted 
by Parley clean-up operations in 
coastal areas of the Maldives.

To reflect the jersey’s unique 
story and Parley’s commitment to 
the oceans, both club and sponsors 
agreed not to have the logo visible 
in order to make the shirt as 
sustainable as possible.

The one-off kit design also 
features mesh inserts on the 
inside of sleeves for improved 
ventilation, a back-neck tape  
with the message “For the oceans” 
and an adidas x Parley loop label 
with an integrated NFC chip to 
offer fans further information on 
the partnership.

Real Madrid defender, 
Marcelo, said: “The ocean is a 
place I hold close to my heart after 
growing up in Rio de Janeiro and I 

have fond memories of playing on 
the beach when I was a kid. It’s 
amazing to be part of this project 
and to know that the club I love is 
making a difference in helping to 
keep the oceans clean.”

Xabi Alonso, Bayern Munich 
midfielder, said: “Wearing a kit 
that is made from recyclable 
ocean waste is something I’m  
very happy about as it’s a fantastic 
opportunity to raise awareness 
about the need to protect and 
preserve our oceans. I know  
this is the start of something  
very special.”

For more information about 
the partnership and products, sign-
up on www.adidas.com/parley

Marcelo and Alonso  delighted 
to wear plastic football shirts

“Wearing a kit that is made from recyclable ocean 
waste is something I’m very happy about as it’s a 

fantastic opportunity to raise awareness about the 
need to protect and preserve our oceans” Real Madrid's Marcelo is happy to wear the new shirt.
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As winter's dark nights have arrived Aidan Gribben's bike 
lights look to improve cyclists' visibility and safety

Look on the Brightside,

BE SAFE, BE SEEN

Bright, amber and sideways 
– what more do you need 
to know?

Brightside was launched 
at last year's Cycle Show at 
Birmingham's NEC.

The lights are the brainchild 
of Aidan Gribben (pictured above), 
a motorist and keen cyclist.

Brightside Bike Lights have 
created an innovative light that 
focusses solely on protecting the 
side of a cyclist.

This double-ended light 
shines an amber flashing light 
from both sides of the bike 
helping to protect cyclists from 
side impacts.

WINGLIGHTS  
FIXED £26.99 
CYCL’s brand new, non-magnetic bicycle indicators that 
screw directly into the ends of straight handlebars. Easy to 
install and use, featuring a smooth aluminium finish, four 
bright flashing amber LED’s per unit,  long battery life and 
360 degree visibility.

FEATURES:

WINGLIGHTS MAG £37.99  
CYCL’s original magnetic bicycle indicators that clip onto 
the ends of your handlebars. Turning on and off with a 
simple tap, the indicators feature a sleek matte finish and 
contain four amber LED’s per unit that are visible from 
angles. When removed, WingLights Mag clip together to 
form a neat keyring on a Karabiner hook for easy storage.

FEATURES:

NITE IZE SPOKELIT 
LED CYCLE LIGHT 
SRP: £7.95
(available in Green, Blue, Red and Disco).

FEATURES:
l Easy on and off - installs in seconds.
l  Battery run time: 20 hours glow -  

25 hours flash.
l  Water and shock resistant.
l  Fits almost all kids' and adults' bike sizes.
www.niteize.co.uk

NITE IZE  SEE’EMS MINI LED 
SPOKE LIGHTS SRP: £6.95
(available in Green, Blue, Red)

FEATURES:
l  Easy to attach and reposition.
l  Moulded of tough, durable plastic, backed with 

stainless steel clips designed to snap securely 
onto oval, round, and bladed (flat) bicycle 
spokes.

l  Bright, long-lasting LED (powered by a 
replaceable lithium battery).

l  Activated by a simple twist.
l  When the wheels are spinning, See'Ems create 

the effect of a moving circle of light.
www.niteize.co.uk

39TECHNOLOGY

l  Magnetically Attach 
to Bar Ends Using 
Engineered Mounting 
Units

l  Aluminium Construct
l  100% Waterproof
l  Shockproof
l  Compatible with 2x 

CR2032 or 2x Lir2032 
Batteries per Unit

l  Long Battery Life: 
Approximately 6 
months/20 Hours 
Continuous Usage

l  Turn off automatically 
after 45 seconds

l  Fit most handle bars 
between 14.9-22.0mm 
in diameter

www.cycl.bike

l  Aluminium Construct
l  100% Waterproof
l  Shockproof
l  Compatible With 2x 

CR2032 or 2x Lir2032 
Batteries per Unit

l  Long Battery Life: 

Approximately 6 months/20 
Hours Continuous Usage

l  Turn off automatically after 
45 seconds

l  Fits most handle bars 
between 19.0-22.0mm

www.cycl.bike

BRIGHTSIDE  
RRP: £29.99
FEATURES:
l USB Rechargeable.
l Up to 20 hours burn time.
l 68 grams weight.
l  4 Modes - flash or constant.
l Fits most frames.
l Tool free mounting.
l  IP65 water resist, CE & 

RoHS certified.
www.brightside.bike

Gribben said: “My objective 
was to stop cyclists disappearing 
into the dark right in front of 
vehicles.

“Staying visible on the roads 
is top of most cyclists' list of 
priorities and there is a plethora 
of lights available for the front 
and rear of one's bike. What can 
been overlooked is the large unlit 
area on a bike - the sides.

“Our light shines a constant 
or flashing amber light from 
the sides of the bike and being 
attached to the frame of the  
bike, it's always shining 
sideways keeping cyclists  
visible from all angles.

“The wide angle fish-eye 
lens gives a broad beam but is 
restricted to shining sideways 
and emits hardly any light 
forwards or backwards. With 
approximately 70 per cent of 
accidents happening at junctions 
and roundabouts and traffic 
coming from all angles, not  
just the front and back, 
Brightside is a must.”

A change in the law in 2007 
has allowed bike lights to flash 
and the Brightside light has a 

signature flash associated with 
most cycle lights and is therefore 
not confused with any other 
vehicle or street lighting.

The light produces a number 
of different flashing or constant 
lights to warn motorists of the 
cyclist’s position, just as the 
front and rear lights currently do.

Gribben added: “I wanted to 
create a light that stopped me 
from being invisible when my 
other lights weren’t facing the 
motorist and therefore relying 
on the motorist to notice me. I 
needed to shout “I’M HERE” 
from my bike without making 
me look like a Christmas tree. I 
wanted something that wasn’t 
going to interfere with my wheels 
but have a bold enough message 
to get me noticed.

“It doesn’t go in your spokes 
or make your tyres glow up. It 
small, cool, innovative and safe.

“It’s a colour recognised the 
world over as a warning colour 
and won’t be mistaken as any 
other vehicle as it flashes like all 
other bike lights.

“Brightside has done well 
in our first year's trading and 

we have launched our second 
product, Topside, a forward and 
rear facing crash helmet light.”

Topside features are the 
same as Brightside but is set at 
60 lumens - 30 at each end.

Being mounted high up on 
the rider, Topside gives the rider 
a greater chance of being seen by 
motorists as the light is closer to 
their eye level.

Also as it's constantly 
moving and has the wide angle 
fish-eye lens t is a great addition 
to existing lighting.

ALTERNATIVES
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R eputation, innovation,  
trust and a down to  
earth approach keeps 

Advance Performance at the top  
of their game.

With stores in Peterborough 
and Cambridge Advance 
Performance has thrived, branded 
as the running and triathlon store 

for everyone, they know that they 
have to offer more than a basic 
service to their customers.

Samantha Hale, Managing 
Director of Advance Performance, 
started her working career as a 
professional groom to a three-day 
Olympic event rider.

In 1996 that changed when, 
from her back bedroom, she 
formed her own sports-related 
retail business along with her 
husband at that time.

This grew and the business 
moved into its first premises in 
1999, a shop in Fulbridge Road, 
Peterborough.  Their success saw 
two further moves in premises 
ending up in Titan Drive in 2010, 
doubling the size of the store.

The latest move has brought 
with it new opportunities in the 
guise of neighbours Greenwheel 
Cycles and Crightons Hydropool. 
Together, as the Triathlon Centre, 
the three stores are offering 
additional products and services to 
triathletes, including specialist 
bike fitting, coaching, advice and 
wetsuit fitting.

Their popularity in the region 
saw an additional store open in 
Huntingdon Road, Cambridge, in 
September 2007.

Samantha said: “We have built 
the business with strong 
foundations and based every 
decision around the future. We 
never stand still and remain as 
passionate about the business 
today as we did all those years ago.

“We constantly innovate to 
remain ahead of our competitors 
but our whole reason for being is to 
take care of our customers, be a 
proactive part of the running 
community and to offer 18 people 
a rewarding career, as well as 
being a profitable and well-run 
business.  We’re proud to say 
that our business is very well-

SUCCESSFUL 
BUSINESS

Samantha Hale has grown Advance 
Performance on customer service, knowledge, 

passion, good value and being the 'running 
and triathlon store for everyone'

respected; whether that be from 
our suppliers, bank and 
accountants or from our customers 
and we always treat everyone how 
we want to be treated ourselves.”

Advance Performance were 
one of the original innovators of 
offering gait analysis within a 
specialist running store back in 
1999; offering this free service with 
every shoe they sell.  They have 
continued to develop that approach 
and most of their team of 18 across 
the stores in Peterborough and 
Cambridge are qualified sports 
scientists, sports therapists, 
strength and conditioning or 
athletic coaches. 

Samantha added: “We 
understand that runners of all ages 
and abilities need the same support 
as elite athletes if they are to 
achieve their own personal goals 
without becoming injured.  With 
thousands of recreational runners 
participating in all kinds of events, 
each being very important to the 
individual, our customers can 
simply walk into Advance 
Performance and get instant and 
free advice on any aspect of their 
running, injuries, nutrition or 

fitness without an appointment.
“Despite the professional 

approach, we remain “the running 
and triathlon store for everyone”, 
with the emphasis on our staff 
being down to earth, friendly  
and approachable and we love 
looking after anyone who runs.  
Of course, we also sell technical 
running clothing, sports nutrition, 
gadgets of all descriptions and 
accessories too.”

Keeping people coming back 
through the doors is important to 
Advance Performance and well 
informed and knowledgeable staff 
as well as engagement with 
customers is key to the stores' 
performance.

Samantha added: “We have a 
first-class reputation and we 
ensure that every one of our team 
offers exceptional levels of 
customer service.  Our business 
continues to grow as a result of 
personal and professional 
recommendation and we don’t 
advertise.  However, we do work at 
engaging our customers with 
frequent news, advice and 
promotion updates via social 
media, a dedicated phone app and a 

regular newsletter. We also 
operate a Loyalty Reward system. 
The company directors work 
hands-on in the business and our 
team remain loyal to us, so our 
customers know us and trust us.”

One of the biggest challenges 
facing Samantha in growing the 
business was that most of their 
competitors discount their 
products in order to sell them, 
which has bred an expected culture 
of discounting.

Samantha added: “This doesn’t 
give you loyal customers as 
someone else is always going to be 
cheaper.  We’ve been brave and 
confident in our business model to 
not take that route and we don’t 
chase the customer whose main 
concern is price.”

And with that in mind it has 
driven how they select products for 
their store.

Samantha said: “We don’t 
listen to any of the marketing hype 
and we remain completely 
independent and owner-managed 
which allows us to make our own 
decisions. Our footwear buyer is 
one of the most experienced and 
respected in the industry and 
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Reputation and innovation  
are key for building a

RETAIL

Samantha Hale managing director 
of Advance Performance.

@SportsInsightUK

Advance Performance were 
at the forefront of offering 
gait analysis in their stores.
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thoroughly understands the 
technologies behind each shoe and 
how they will work.  This has given 
us the confidence to steer away 
from many apparently “must-have” 
products which we did not believe 
in. We offer trusted brands and 
make sure we believe in each and 
every product we stock and it has 
to represent good value for our 
customers. They in turn trust us 
and therefore recommend us.

“We only sell a product if we 
believe it is right for our customer 
and would rather lose a sale than 
make a quick pound or two.  Often 
the products that are currently  
“on trend” aren’t what we would 
recommend so we ensure that  
our team are fully up-to-date  
with alternatives so that we can 
give an unbiased view.  We support 
lesser known brands as often the 
quality and innovations they put 
into their products far outweigh 
the big brands.

“We always look for good value 
for money rather than buying brands 
which trade on being the “must-
have” brand but poor value.  We love 
the Ronhill clothing ranges as they 
have so many handy pockets, loops 
and holders for phones, gels and 
jackets and they are a lovely 
company to work with too. Any 
gadgets that are going to help people 
reduce their risk of injuries such as 
foam rollers are great too and of 
course our team are always on hand 
to make sure that people know 
exactly how to use them.”

Advance performance is 
constantly evolving and developing.  
This year they have doubled the size 
of their Cambridge store to cope 
with growth and have a full 
business plan in place to grow 
further.  They are investing in the 
future in terms of their behind the 
scenes technology and are due to 
embark on an exciting branding 
project to enable them to scale-up 
the business.

They also keep a close eye on 

www.sports-insight.co.uk
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Ron Hill clothing is a favourite 
at Advance Performance 
(above and bottom left)

RETAIL

trends that they think will be a 
growth area for their business.

Hales said: “Triathlon 
continues to be big for us and a 
growing sport so we constantly 
develop the triathloncentre.co.uk, 
another part of our business, but 
also adventure, obstacle and multi-
terrain races are inspiring our 
customers to try something 
different.  This in turn ensures that 
we constantly broaden the range of 
products we sell.”

Foam rollers are also 
a hit at Advance 

Performance.

Triathlon is seen as 
an expanding part 

of the business.
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42 TECHNOLOGY

1   Keep the checkout 
journey simple
Keeping it simple has been a 

mantra for e-commerce since its 
inception. When applied to 
checkout systems simplicity is 
even more important. Confuse 
your customer and they will 
simply click away from your site. 
Amazon’s one click ordering has 
shown that consumers want fast 
and simple ways to order and 
checkout. Think about how your 
store’s checkout journey could be 
simplified. Also, using 
breadcrumbs that show customers 
where they are in the ordering 
process is a great way to give them 
confidence that will translate into 
fewer abandoned orders.

2  Don’t insist on 
registration
Your business would of 

course like to have the contact 
details of everyone that visits your 
website. However, your shoppers 
are often time poor and don’t want 
to spend this precious resource on 

filling in registration forms. 
Research has shown that insisting 
on new customer registration is a 
major pressure point and can 
often lead to high levels of basket 
abandonment. 

Offer a quick checkout option 
as a guest with a request for just 
their email address to invite them 
to register their full details at a 
later date. As the Nielsen Group 
state: “Guest checkout with 
optional registration on 
e-commerce sites simplifies the 
purchase process and invites 
users to register when they feel 
comfortable, rather than forcing 
unwanted registration.”

3  Display shipping  
costs
One of the main reasons that 

consumers abandon their baskets 
is because they are unsure of the 
total cost of their order. Only 
revealing shipping costs, VAT or 
any other additional costs at the 
end of the checkout process can 
often lead to that order being 

KEEP THEM 
CLICKING
How to reduce your online store’s basket 
abandonment - ten top tips from internet 
specialist Dave Howell

Stop your trolleys being 
dumped in the internet canal –

abandoned. Show dynamic basket 
information that clearly indicates 
the total cost so far.

4 Reinforce security 
credentials
Stories of credit card and 

identity fraud continue to be 
common news headlines. Your  
customers need to know that your 
store has taken all the steps to 
ensure their personal and 
payment information is safe and 
secure. Using words such as 
‘secure checkout’ or ‘place order 
securely’ on buttons with padlock 
icons are also common ways to 
ensure your store communicates 
that it is secure to use.

5 Clearly explain your 
returns policy
Having a detailed and robust 

returns policy and system is vital. 
Placing any barriers here will have a 
massive impact on basket 
abandonment. After secure 
payments, being able to return items 
is a huge priority for consumers.

6  Offer multiple 
payment methods
Offering multiple payment 

options in your physical store has 
been the norm for decades. This 
translates to your online store. 
With the rise of new forms of 
e-payments, the type of payment 
options you offer can easily 
expand. Supporting traditional 
credit and debit cards should be 
joined with new forms of payment, 
often that have been developed for 
mobile devices.

7  Offer exclusive  
deals and offers
The checkout process is the 

ideal place and time to offer 
customers any deals, discounts or 
other promotions. Often at the 
last step in the ordering process is 
where most basket abandonment 
takes places. To mitigate this a 
timely special offer can move the 
customer to complete their 
transaction. The highlighting of 
other relevant products isn’t the 
same or as powerful as offering a 
discount or multi-buy specifically 
for the individual customer.

8  Use re-marketing  
to reconnect with 
customers

You aren’t powerless to act on 
those customers who didn’t 
complete their transactions. This 
is where re-marketing can be a 
powerful weapon.

After visiting an e-commerce 
site, when they click away and visit 
other sites, the item and related 
goods are used in display ads. The 
cookie on their computer holds the 
information about their recent visit 
to your store. Using services such as 
Google’s display ads, or platforms 
including Rejoiner (rejoiner.com) 
and email re-marketing services 
from AdExtent (www.adextent.
com) and Remarkety (www.
remarkety.com) gives your business 
the chance to reconnect with these 
lost customers.

9  Use strong calls  
to action
At every step of the process it 

is important to tell your visitors 
what to do. Using simply ‘buy now’ 

buttons are not calls to action. 
Use words and phrases as 
persuaders. Buttons with 
‘secure checkout’, ‘buy now and 
save’, ‘time limited offer’ are all 
calls to action that you can use 

to engage with your store’s 
customers and get them to 

checkout and authorise payment.

10  Speed counts
It’s a simple fact that the 
fastest e-commerce site 

wins. Page load times have to be 
fractions of a second. And fast page 
load and refresh times are doubly 
important when your visitor moves 
into the checkout phase. Here every 
button with its call to action needs 
to be acted on instantly. Any delay 
and this creates fear and anxiety in 
the minds of your customers. Speed 
and accurate transactions create 
the opposite feeling and mark your 
store as one to trust. So, check your 
server performance regularly to 
ensure it is optimised.
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Teenage entrepreneur comes up with a winning idea – Boot Buddy

Touker Suleyman said: 
“We’re all delighted to be working 
with Arminder and hope that 
our collective experience and 
connections will help Boot Buddy 
become a household name.”

Boot Buddy only requires a 
couple of minutes and 300ml of 
water to clean even stubborn dirt 
build-up. 

It is a water bottle with a 
brush attached at one end and a 
scraper at the other. After filling 

in the Dragons' Den and at pitch-side

the container with water, mud 
should first be scraped off using 
the scraper attachment.

Then the water container can 
be unlocked and the brush can be 
used to scrub the boot clean.

And because it's easily portable 
the Boot Buddy can be used to 
clean boots at the side of the pitch, 
even before you get home.

The Boot Buddy retails at 
£14.99 and can be contacted on 
info@bootbuddy.com 

CLEANING UP
43PRODUCT

Y our product has to have 
something special if it is 
going to win over a bunch 

of Dragons.
And that's just what Boot 

Buddy did.
The footwear cleaning tool 

was the brainchild of 15-year-old 
Arminder Singh Dhillon, when 
he was just 11, and with the help 
of his brother Gaz, they came up 
with an innovative product.

The time-saving invention won 
support from Peter Jones, Deborah 
Meaden and Touker Suleyman in 
the BBC entrepreneur television 
series Dragons' Den.

Each pledged £20,000 for ten 
per cent of the business, making 
Arminder, from Battersea, the 
youngest person to win investment 
on the show back in July.

Arminder created Boot 
Buddy as an easy way to clean his 

football boots after getting fed up 
of being told off by his mother for 
bringing mud in to the house.

Gaz said: “After football 
training one day, Aaron took a 
water bottle, plastic knife and a 
washing-up brush then combined 
them. At first I saw the concept 
and said, 'What are you doing? 
Go and do it the normal way with 
a hose in the sink'. But his idea 
worked, well sort of.

“We then took the idea and 
had proper designs drawn up, 
after looking at all the different 
variations and possibilities we 
agreed that our current shape was 
the best. After a couple of months 
we were presented with a 3D 
prototype and to be fair it cleaned 
boots very well despite being a 
print out.

“We wanted to manufacture 
in Great Britain and so we found 

a small family-run operation to 
begin making our prototypes but 
they were so good we began our full 
manufacturing with them and here 
we are today - The Boot Buddy.”

Seeking investment and 
guidance to help take the business 
to the next level, Arminder and 
his family braved the Dragons Den 
and secured backing from not just 
one but three dragons.

Arminder said: “The whole 
experience was indescribable. I’m 
still amazed at having seen my 
idea become an actual product 
and to now have the support of 
three such inspirational business 
people is incredible.

“Stepping in to the Dragons 
Den was definitely daunting but 
I’d rehearsed my pitch thoroughly 
and I had my mother (Rashpal) 
and brother by my side for support 
so I wasn’t too nervous.”

Peter Jones said: “We’re so 
impressed by Arminder. He’s come 
up with a fantastic product and 
had the drive and determination 
to see it through. He’s leading the 
way for the next generation of 
great British business people.”

Deborah Meaden added: 
“Living on a farm I can definitely 
see the need for a product like 
Boot Buddy. It will save you 
from spending countless hours 
cleaning mud off your shoes which 
is frankly one of the most tedious 
household chores there is.”

www.sports-insight.co.uk

Arminder Singh Dhillon (far right), inventor of Boot Buddy, pictured with 
Dragons Deborah Meaden, Touker Suleyman and Peter Jones.

Investment has also been secured 
for further studios to be rolled out 
across Buckinghamshire, 
Berkshire and Oxfordshire over 
the next five years.

Purchase won an Olympic gold 
medal at the 2008 Olympics in 
Beijing and a silver medal at the 
2012 London Olympics. Both 
medals were won in the 
Lightweight Men's Double Sculls. 
He has also won three gold, one 
silver and a bronze at the World 
Rowing Championships. 

Zacs – Exercise For Life, is 
based on a series of 40 minute, pay 
as you go classes all bookable 
online and based around one of 

four themes: strength, stamina, 
speed and stability.

Each session has been 
designed by Purchase and 
employs the principles of 
functional training.

He said: “It is very important 
that people feel comfortable and 
welcome in our studio. Many 
people shy away from attending 
traditional gyms because they feel 
self-conscious and intimidated by 
the unfamiliar machinery and 
wall to wall mirrors. We want to 
break down these barriers, 
helping people discover the joys 
and benefits of exercise without 
feeling any anxiety.

“Instead of bulky resistance 
and cardiovascular machines our 
studio employs basic functional 
training kit such as kettlebells, 
resistance bands and suspension 
trainers. Mirrors are not installed, 
helping participants relax. It is the 
role of the instructor to correct 
poor physical form not the 
participant.”

In addition to the four 
principle classes, Zacs will also 
offer one to one and small group 
personal training as well as a 
selection of more traditional 
classes like Yoga. DNA testing will 
also be available to ensure every 
individual’s training plan remains 
motivating and results driven.

Zac added: “We have created 
an environment where everyone, 
regardless of shape, size or 
physical ability, feels comfortable 
and has access to world class 
physical training advice and 
instruction. Functional training 
has the potential to improve the 
lives of all who participate 
through its ease of application in 
everyday life.”

In addition to the studio, 
Purchase has also designed and 
launched Zacs, an own-brand 

Olympian Purchase 
opens new fitness studio
Olympic and World Champion 
rower, Zac Purchase MBE, has 
launched his first fitness studio 
in Marlow, Buckinghamshire.

range of fitness equipment. 
Products include kettlebells, 
resistance bands and suspension 
trainers, all available for purchase 

from the studio. An e-commerce 
function, accessible via the 
website, zacsfitness.com, is 
currently under development.

Zac Purchase has launched 
a new fitness studio, Zacs 
– Excercise for Life
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Tennis is one of the most 
actively practised sports  
in Europe, with the  

modern game tracing back to  
19th century England.

The ATP and WTA world  
tour regularly come to Europe  
to arrange tournaments. Two of 
the four Grand Slam tournaments 
are located in Europe – the French 
Open in Paris and the Wimbledon 
Championships in London. 

The importance  
of tennis
Many of the male and female top 
tennis players learned their skills 
during their younger years in 
Europe. The current female and 
male leaders of the World Tour 
rankings are Angelique Kerber 
(Germany) and Novak Djokovic 
(Serbia). Furthermore, Europe 
have the most influential faces in 
the Tennis World – Roger Federer 
(Swiss) and Rafael Nadal (Spain). 

And the world’s number one 
sports brand Nike contracted 
both. Roger Federer benefits from 

his high reputation and it 
arguably becomes less important 
if he wins a tennis tournament.  
‘RF’ has been a premium logo for 
a long time and stands for 
fairness, top performance and 
elegance combined with modesty 
and a down-to-earth attitude. 
Furthermore it is also the logo 
from the apparel and footwear 
team up collections with Nike. 

Tennis apparel 
performance drivers
The tennis apparel market was 
valued at over £180 million in the 
European big five countries 
(France, Great Britain, Germany, 
Italy, Spain) during the 12 
months to June 2016, having 
grown by seven per cent in value 
over the last decade. By country, 
France and Great Britain formed 
the biggest market shares for 
tennis apparel in Europe and 
together represent roughly 50 per 
cent of the big five volume and 
value. Over the last decade the 
tennis apparel market grew in 

volume and value by roughly 60 
per cent in Great Britain.

Nonetheless, in the last two 
years volume significantly 
decreased within this category in 
France and Germany by four per 
cent and 14 per cent, respectively. 
While Great Britain achieved 
growth in volume and value across 
all age groups over the last five 
years (especially strong in 35+ 
years), France struggled among 
teenagers and young adults (14-
24), which represents roughly a 
quarter of the tennis apparel 
market value in France. 

Weaker performance 
of tennis footwear in 
the last decade
In contrast to Apparel, the sales 
performance in the big five 
countries of tennis footwear 
declined over 20 per cent to £218 
million in the last decade. Except 
for France – which represents 40 
per cent of the tennis footwear 
market and recovered from strong 
losses in tennis footwear by 
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The NPD Group examines the trends 
in tennis across Europe

Is it still a love game for  
tennis apparel and footwear?

ANALYSIS

The influential Roger Federer 
at the Australian Open
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volume  
and value – other 
countries within the big five saw 
negative growth during the 12 months  
to June 2016, especially Italy by  
-£15 million.

While adults over 35 years  
drove volume and value growth in 
France, Great Britain lost primarily  
in this age group.

The tennis market for apparel and 

footwear is highly competitive and 
smaller brands narrowed the gap to  
Nike and Adidas. For example, in the  
last year to June 2016, Decathlon 
achieved the number one brand position 
for tennis apparel and footwear in 
France and Spain. 

www.sports-insight.co.uk
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Olympic champion 
Rafael Nadal, of Spain, 

in action during the 
men's singles semi-final 
of the Rio 2016 Games Le
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For years when Christmas 
approached, one thing I 
dreaded was my assistant 

Norman giving me a present.
The only consolation was that 

Norman had been known to lie 
awake at night wondering what I 
might give him in return.

Hardly what the festive season 
is supposed to be about and I felt 
the least we could do was to have a 
friendly chat to clear the air and 
get rid of any possible ill-feeling.       

I have to say it’s worked out 
pretty well. Since Christmas 2012 
when Norman gave me a pair of 
musical boxer shorts and received 
in exchange a dancing frog in 
West Bromwich Albion strip, we 
haven’t given each other anything.

It’s certainly cut down the 
chances of either of us getting  
yet another chromium-plated 
acrobat committing suicide  

BAH HUMBUG
So the thought is there, 

without any expense or 
inconvenience being involved. 
Perhaps you'd like to try it  
next year. 

Sadly, few people in larger and 
more successful businesses seem 
to have worked out such a 
relatively painless way of  
dealing with Christmas. 
According to a study of 250 shops 
and offices, what's known as 
"business gifting" continues to 
shower all and sundry with 
unwanted presents.

For instance, my friend 
Trevor, who's in logistics and 
distribution solutions (he drives a 
van), has in recent years received 
from his boss a variety of 
unwanted Christmas gifts which 
this year include two tickets for 
an Ed Balls lookalike contest and 
a framed photograph of the 
company chairman riding a camel 
in Dudley Zoo.

It seems he could be one of  
the comparatively lucky ones. 
Victims of last year's Christmas 
business gifting reported being 
lumbered with unwelcome 
presents varying from scented 
toilet paper, a 300-page volume  
of Les Dawson jokes and a 10ft 
long blue inflatable walrus.

I expect that this Christmas 
we'll continue to receive bizarre 
presents from reps and other 
people who unaccountably believe 
that giving us a fibre-glass singing 
fish or a Gareth Southgate pencil-
sharpener will persuade us to buy 
their fourth-rate trainers or 
steak-and-kidney-flavoured 
game-guards from Taiwan.

They never give up. Last year 
for instance we had, if I remember:

l  Paperclip holders shaped  
like peapods

l  A plastic parrot which sang: "Is 

this the way to Amarillo?"
l  An inflatable dartboard  

(yes, really)
l A light-up pair of reindeer horns
l A flock of sheep-shaped candles

Invariably, the most unwelcome 
presents come from people who 
must think I've got nothing better 
to do all day than mess about with 
what they insist on calling 
"executive toys". Last year I got a 
stainless-steel puzzle based on 
Schrodinger's atomic wave 
mechanics theory. Or so I believe - 
I never managed to open the box.

The bad news is that this 
Christmas there are even more 
executive toys designed to drive 
you mad with either rage or 
boredom - Google turned up over 
800,000 hits last time I looked - 
and the ingenuity of executive toy 
designers has surely reached new 
heights of inanity this year.

Brace yourself to receive zero-
gravity water balloons, 
electrostatic waterfalls, light-
powered horizontal windmills, 
programmable ouija boards and 
friction-driven dancing spiders.

My guess is that this year's 
best sellers will be either the 
plastic replicated hornet farm or 
the solar-powered aluminium 
cyclist.

So is there anything I would 
actually want for Christmas? 
Well, if anyone bothers to ask, I 
wouldn’t mind a new black tie for 
funerals or someone to put a new 
lock on the shop door.

And I can't see many of us 
sending back a bottle of ten-year-
old malt, a tasteful Rolex, a pair of 
Champions’ League final tickets 
or the keys to a Mercedes SLK 
300. Can you?

Merry Christmas

– prepare for the deluge of unwanted promotional 
presents and business gifting this Christmas

UNDER THE COUNTER

A sideways look at the world of independent retailing
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An adidas campaign highlights 
Manchester United star Paul 
Pogba's journey back to Old 
Trafford.

The film, titled Football Needs 
Creators, follows Pogba’s journey 
beginning with shaping his own 
reality as a child in Roissey-en-
Brie to his groundbreaking return 
to Old Trafford. 

Featuring a voiceover from 
his mother, the campaign shows 
how Pogba has always done the 
unexpected and serves as a call 
to players around the world to 
harness their own creativity to 
think, act and perform in new and 

unique ways.
Ryan Morlan, adidas VP of 

Brand Communications, said: 
“Creativity has always been the 
difference maker for Pogba in all 
facets of his life, on and off the 
pitch.

“Since childhood, his 
imagination has been the catalyst 
to defying the norm in the world of 
football. Pogba’s story mirrors our 
belief that creativity will take you 
further than your mind or body 
alone. There is only one Pogba, 
but all athletes can look to him 
for inspiration to use one’s own 
creativity to make new rules in 

their sport.”
Football Needs Creators is 

the latest chapter of the adidas 
SPORT 16 campaign that builds 
upon the belief that all athletes 
are #HereToCreate.

The new spot follows the 
launch of Sport Needs Creators 
featuring Pogba, Super Bowl 50 
MVP Von Miller of the Denver 
Broncos, two-time NFL MVP 
Aaron Rodgers of the Green Bay 
Packers, 2015 National League 
Rookie of the Year Kris Bryant 
of the Chicago Cubs, four-time 
NBA All-Star James Harden 
of the Houston Rockets, rookie 

guard Moriah Jefferson of 
the San Antonio Stars, and 
top NBA Draft selections 
Brandon Ingram of the Los 
Angeles Lakers, Jaylen Brown of 
the Boston Celtics and Jamal 
Murray of the Denver 
Nuggets.

Fans can view 
Football Needs 
Creators at www.
youtube.com/
adidas and follow 
the conversation 
on Twitter and 
Instagram 
via @adidas 

Pogba in adidas Football Needs Creators campaign

down a ladder, or a paperweight 
made of dried seaweed.

I have to say that one of 
Norman's few redeemable 
features is that he dislikes 
Christmas so much that he  
once asked if he could come in  
on Christmas afternoon and  
start the stocktaking.

He’s particularly jaundiced 
about Christmas at the moment, 
saying it’s very similar to a day  
in the shop - he does all the work 
and the fat guy in the suit gets all 
the credit. He also thinks that 
Santa Claus can be likened to  
the three ages of man: he  
believes in Santa Claus, he  
doesn’t believe in Santa Claus,  

and he becomes Santa Claus.
It was, said Norman, all  

too depressing for words. His  
wife Enid, who had popped in  
to give him his cough lozenges  
and remind him to get some cat-
litter, said the sad truth was  
that you stop believing in Santa 
Claus when you start getting 
clothes for Christmas.

I’m assuming that our festive 
arrangements this year will be 
pretty much as usual: Norman 
will give me the unopened 
Christmas card I first gave him  
in 1998 and I will give him one  
I first received in 2002. Every  
year we just change the names  
on the envelopes.
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