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WELCOME
CEP UK & Ireland is teaming 
up with RunningWithUs; 
endurance coaching 
specialists led by Nick 
Anderson. 

CEP will be offering 
support across a range of 
RunningWithUs events and 
initiatives this year.

This includes the work that 
the RunningWithUs team does 
with their partners and charity 
contacts, as well as with their 
own coaches and athletes.

All members of the 
RunningWithUs team will 
also be fully kitted out in CEP 
compression kit, including 
their own custom-made CEP 
Clonetech Recovery Tights. 

Matt Davey, brand manager 
of CEP UK & Ireland, said:  
“Our products are particularly 
popular amongst the running, 
cycling and triathlon community 

and there is fantastic synergy 
with the work that Nick and 
his team do with their coaches, 
athletes and partners.”

Nick Anderson, founder  
of RunningWithUs added:  
“I have been coaching for 
25 years, and my team of 
coaches at RunningWithUs 
fully understand the benefits 
of quality fitted compression 
in training, performance 
and recovery. We work with 
beginners to elite level  
athletes every day and know 
that you will improve reco 
very rates, run faster and  
are less likely to get injured 
if you choose the right 
compression products.”

Butterfield joins forces with HUUB
Professional triathlete and 
top-five Kona finisher Tyler 
Butterfield has partnered up 
with HUUB.

The relationship will provide 
Butterfield (pictured) with HUUB’s 
scientifically-driven product 
innovations in triathlon wetsuits, 
swim skins, swim accessories and 
training and racing apparel.

Butterfield said:  “I’m really 
looking forward to kicking off this 
new relationship with HUUB.

“The products are fantastic 
– designed to tick all the boxes 
of form, fit and performance – 
and the people behind the brand 
are passionate about providing 
athletes with gear that continually 
improves what’s possible, both in 
and out of the water.

“I’m honoured to be a part of 

4

Well Christmas is a dim 
memory now – especially 
with Easter eggs starting to 
appear on the shelves!

I hope everyone who 
attended ISPO Munich had 
a great time and did good 
business.

Personally, at the moment, 
I am just waiting for evenings 
to start getting a bit lighter 
to lift some of the doom 
and gloom that seems to be 
hanging about.

And talking of doom and 
gloom, Solutions for Sport's 
Paul Sherratt asks the question 
is there life left in the High 
Street?

A little spoiler – there is 
hope!

Also in this issue we look 
ahead to the 2017 Running 
Awards and there is still plenty 
of time to get your votes in.

We also talk to Dave 
Reynish, managing director 
of Rhino Teamwear, in what is 
going to be a big six month's for 
the well-known rugby brand, 
especially with the British 
and Irish Lions tour to New 
Zealand in the summer.

the HUUB team and work with 
them to make significant strides, 
especially in the US market.”

HUUB brings Butterfield on 
board as he prepares for the start 
of the 2017 race season, which  
will focus on the hard work 
involved in earning another 
outstanding finish at the Ironman 
World Championship in Kailua-
Kona, Hawaii.

Butterfield had a 
breakthrough race on the Big 
Island in 2013 when he cracked 
the top ten to finish seventh.

In 2015, he pushed past his own 
previous limits to earn fifth place.

Alex Libin, HUUB’s USA 
sponsorship coordinator, said: 
“We are looking forward to 
providing Tyler with the best 
swim and race kit in order for 

him to pursue a podium place, or 
better, in Kona.

“We are excited to have Tyler on 
board and help us grow our brand.”

CEP partners with RunningWithUs
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Sales Agents – 
MIZUNO TENNIS 
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To help support the launch of Mizuno’s Tennis footwear and 
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to develop sales within an exclusive territory.

In return, we will pay excellent commission rates and provide 
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About us:
Mizuno Corporation (UK) is a Japanese owned sports goods 
manufacturer with a respected reputation for the production 
of the highest quality equipment and apparel.

Express an interest: 
Please send your application together with details of any 
existing agency agreements you may hold to:

Jacky Bunch, HR Manager, 
Mizuno Corporation (UK), 
612 Reading Road, 
Winnersh, 
Wokingham, 
Berkshire, 
RG41 5HE. 
Email: hr@mizuno.co.uk
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was blown away by the facilities 
and attention to detail I saw in 
Baltimore and I am looking forward 
to the future with Under Armour.”

Chris Bate, vice -president 
and managing director Europe, 
Under Armour, added: “Anthony 
Joshua is an incredible athlete 
and is redefining how boxers 
prepare, perform and recover. He 
personifies smart training while 
possessing a young, aggressive 
and fearless attitude which 
matches the values and culture of 
Under Armour.

“During his preparation for 
the Klitschko fight and beyond, we 
will equip Anthony with our most 
innovative performance products 
including our Threadborne 
technologies and Connected 
Fitness footwear and platforms. 
We are thrilled to have Anthony as 
part of the Under Armour team.”

Joshua will now head back 
in to training camp to prepare 
for the fight against Wladimir 

Klitschko on April 29 at a sold 
out 90,000 capacity crowd 

at Wembley Stadium, 
not to mention the 
millions who will be 

viewing across 
the globe.

www.sports-insight.co.uk

Despite 
record 
revenue 
and 
earnings 
for the 
2016 
financial 
year, Under 

Armour's fourth quarter 
figures ran against recent 
trends due to “numerous 
challenges and disruptions”.

Announcing its financial 
results for the fourth quarter 
and full year ending December 
31, 2016, Under Armour said the 
year saw revenues increase 22 
per cent to $4.8bn (€4.47bn) - up 
23 per cent on the previous year, 
including a 19 per cent increase 
in wholesale revenues to $3.1bn 
and a 27 per cent increase in 
direct-to-consumer revenues, 
which reached $1.5bn.

Direct-to-consumer 
revenues reached 31 per cent 

of total revenues compared 
with 30 per cent in 2015. North 
American revenues grew 16 per 
cent and international revenues 
grew 63 per cent. For the full 
year, international revenues 
represented 15 per cent of total 
revenues, compared with 11 per 
cent in 2015.

Apparel revenues increased 
15 per cent to $3.2bn led by 
growth in golf, basketball and 
training. Footwear revenues grew 
50 per cent to reach $1bn driven 
by balanced growth across all 
categories with Under Armour 
citing particular strength in 
running and basketball.

However, for the fourth 
quarter Under Armour said 
revenues were only up 12 per 
cent to $1.3bn. Under Armour 
has averaged quarterly growth 
of around 20 per cent for the 
past six years and the reduction 
is said to have come as a shock 
to investors.

Kevin Plank (pictured), 
Under Armour chairman and 
CEO said: “We are incredibly 
proud that in 2016, we once 
again posted record revenue and 
earnings, however, numerous 
challenges and disruptions in 
North American retail tempered 
our fourth quarter results.

“The strength of our Brand, 
an unparalleled connection 
with our consumers and the 
continuation of investments in 
our fastest growing businesses 
- footwear, international and 
direct-to-consumer - give us 
great confidence in our ability 
to navigate the current retail 
environment, execute against our 
long-term growth strategy and 
create value to our shareholders.”

In its financial statement, 
Under Armour said it expects 
net revenues to grow 11 to 12 
per cent to reach nearly $5.4bn 
in 2017, up 12 to 13 per cent 
currency neutral. Gross margin 

is expected to be slightly down 
compared to the prior year with 
benefits in product costs being 
offset by continued pressure 
from changes in foreign urrency 
and sales mix, as the footwear 
and international businesses 
continue to outpace the growth 
of the higher margin apparel 
and North American businesses.

Plank said: “Looking 
forward, our successful 
track record of re-defining 
performance gives us great 
confidence that the opportunities 
for long-term growth at Under 
Armour have never been greater.

“The current environment 
represents an inflection point 
to maximize our unique 
strengths by staying on offence - 
investing smartly in innovation, 
deepening our Brand connection 
with consumers and amplifying 
our focus on operational 
excellence – positioning Under 
Armour as a stronger company.”

Record revenue and earnings for Under 
Armour but fourth quarter sees a reduction

ANTHONY JOSHUA 
SIGNS EXTENSION WITH 

UNDER ARMOUR

Two UK trail running 
powerhouses have joined 
forces on a three-year deal.

Lakeland Trails, which 
attracted 12,500 trail runners 
to its events in 2016, has 
teamed up with running brand 
inov-8 ahead of the new season.

The official announcement 
was made at the Hawkshead 
Brewery, Staveley, just a stone’s 
throw from inov-8’s head office 
and close to where the first-
ever Lakeland Trails event was 
staged in 2004.

Graham Patten, event 
director for Lakeland Trails, 
which each year draws 
competitors from all over the 
world and brings a £5m boost to 
the regional economy, said: 
“Having a local business who are 
passionate about trail running to 
work with on developing the 
events, will help us showcase 

what a spectacular location the 
Lake District is for world class 
events like the Lakeland Trails.”

Michael Price, director of 
product and marketing for 
inov-8, said: “Our products are 
developed in the Lake District, 
in the toughest of conditions. 
We engineer them from the 
ground up, ensuring we deliver 
the best grip for any trail. We 
are the specialist brand and 
have a big dream - to be the best 
and most inspiring trailing 
running brand in the world.

“To achieve our dream, we 
believe in investing in running 
in the Lake District. It's our 
home, it's one of the best places 
to run in the world and has an 
unrivalled running history. The 
Lakeland Trails are a perfect fit 
for us. There's an event for 
every runner, from a 5km all 
the way up to the Lakes Ultra.”

Lakeland Trails and 
inov-8 join forces

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

7SPORTS 
DIRECT 

TAKES STAKE 
IN FRENCH 

CONNECTION
Sports Direct has taken 
control of an 11 per cent 

stake in French 
Connection.

It is thought that there had 
been no contact between 

Mike Ashley's sports group 
and French Connection 

about the share 
acquisition.

French Connection said in 
a statement: “We note that 

Sports Direct has taken 
long-term significant 
stakes in a number of 

British retailers in recent 
years, and see this 

investment as a vote of 
confidence in the true 

potential of our company. 
We look forward to 

working with them more 
in the future.”

It is thought that  it would 
fit well with Sports 

Direct’s Flannels fashion 
business. Flannels already 
stocks French Connection 

products in its 13 stores 
and five more stores are 

set to open soon.
But Stephen Marks, who 

founded French 
Connection in 1972, still 

owns an almost 42 per cent 
stake and will be key to 

deciding the future of the 
business.

Sports Direct is also 
reportedly in talks to bid 

for Eastern Outfitters, the 
parent of US discount 

chain Bob's Stores and 
outdoor retailer Eastern 

Mountain Sports. 

BURTON 
JOINS 

SEALSKINZ 
UK

Sealskinz, the British 
Endurance Accessories 

manufacturer, has 
appointed Jake Burton as 

an area sales manager.
Burton's territory will 
cover the north east of 

England and south east 
Scotland.

Before joining Sealskinz, 
Burton enjoyed a successful 

eight-year career with 
Hunter, most recently in the 

role as area sales manager 
for Scotland.  

Gareth Jolly, head of UK 
sales at Sealskinz, said: 
“Jake's sales experience 

combined with his passion 
for the great outdoors 

makes him the perfect 
addition to our UK 

Sales Team.”

IBF Heavyweight Champion 
of the World and Olympic gold 
medallist Anthony Joshua and 
Under Armour have extended 
their partnership agreement.

The new partnership was 
sealed at Under Armour’s  
Global headquarters in Baltimore, 
where Joshua spent time with 
the brand’s founder, Kevin Plank, 
before a visit to the UA Lighthouse 
where Under Armour develops  
the products.

Joshua said: “It is a partnership 
that has been incredibly successful 
to date, the brand has helped me 
increase performance with custom 
products and new technologies. I 

Photo by James Kirby
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Premium cycle wear brand Fat Lad At The Back is gearing 
up for its biggest ever womenswear launch at this year’s 
London Bike Show.

The iconic brand will unveil its SS17 collection at the 
acclaimed event, including its full womenswear collection, 
featuring new directional designs. Further to the success of recent 
events, which have seen FLAB sell out of many key items, more 
than double the amount of stock has been ordered. 

Joining the FLAB team on the stand will be three of the 
business’ leading Flambassadors – Adrienne, Kirsty and Megan.  
The seasoned cyclists, all instrumental members of FLAB’s 
20,000 strong social community, will be on hand to provide all 
women interested in cycling advice on not just the FLAB range but 
complementary kit and cycling training.

FLAB co-founder and creative director Lynn Bye said: 
“Women’s cycling has enjoyed unprecedented growth over recent 
years.  There is, however, a huge community of females which, 
for a wide range of reasons including concerns regarding safety, 
performance and even what to wear, still refrain from getting in 
the saddle and giving cycling a go.

“We want to further break down those barriers and instil 
every woman interested in cycling with the confidence to embrace 
the sport.  Our team of Flambassadors all started out with the 
same fears and are now confident, seasoned riders looking to 
inspire more women to cycle."

Visitors attending the three-day event (February 16-19) will 
be among the first to see FLAB’s new SS17 collection of men’s and 
women’s cycle wear.

8 NEWS

FAT LAD AT THE 
BACK GETS 

IN GEAR FOR 
BIGGEST EVER 

WOMENSWEAR 
LAUNCH

Global ski, sailing and  
outdoor brand, Helly Hansen, 
has joined the Sustainable 
Apparel Coalition (SAC) 
and will use the group’s 
sustainability measurement 
tool, the Higg Index, to drive 
environmental responsibility 
across its supply chain.

With its membership in the SAC, 
Helly Hansen joins over 180 global 
brands, retailers and manufacturers, 
as well as government, non-profit 
environmental organisations, and 
academic institutions, which are 
collectively committed to improving 
supply chain sustainability in the 
apparel and footwear industries.

In its relationship with the 
SAC, Helly Hansen will contribute 
both data and resources to support 
the Higg Index, which gauges 
environmental sustainability 
and drives supply chain decision-
making to better efficiency and 
sustainability impact.

The Higg Index is an open 
source, indicator-based tool that 
allows suppliers, manufacturers, 
brands and retailers to evaluate 
materials, products, facilities and 
processes based on environmental 
and product design choices.

Jason Kibbey, Sustainable 

Helly Hansen joins the  
Sustainable Apparel Coalition

Apparel Coalition CEO, said: “We 
welcome the addition of Helly 
Hansen to the Coalition, and look 
forward to their participation 
in this industry-wide effort in 
sustainability. Having Helly Hansen 
as part of the Coalition widens 
the scope of our impact within the 
apparel industry and accelerates 
the change we’re making towards 
responsible industry actions.”

Richard Collier, chief product 
officer at Helly Hansen, added: 
“We are pleased to be joining 

the SAC and are confident it 
will have a positive impact on 
product sustainability over time, 
and become a model for how 
industries can collaborate in 
making a positive impact on value 
chain performance.”

There are currently over 170 
members of the SAC, the majority 
of which are global brands and 
retailers including: Adidas, C&A, 
Gap, H&M, Kohl’s, Levi’s, Macy’s, 
Nike, Puma, REI, Target, and VF 
Corporation.
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Helly Hansen joins the  
Sustainable Apparel Coalition

Rob Henderson, Mizuno UK marketing 
manager, talks to Mark Hayhurst about 
the brand's plans for 2017

Mizuno want to build a love game 
with tennis in the UK market

Mizuno want to serve up a 
great 2017.

The brand are looking to break 
back into the tennis market after a 
long UK absence.

However, they are not looking 
to throw a tonne of money at 
advertising but are looking to 
grow into the market organically.

Technical excellence and a 
desire to wear the brand is what 
Rob Henderson, Mizuno UK 
marketing manager, holds as the 
way to pave the way back into the 
sport of tennis.

Henderson said: “Mizuno 
is a product-led company, not 
marketing led. You tend to know 
Mizuno through the sport you first 
discovered it.

“So there are a lot of people 
that know Mizuno through  
rugby because they remember 
when we used to sponsor the All 
Blacks and they grew up wearing 
Mizuno shoes.

“Other people might have got 
into it through golf.

“Our way of getting to more 

people is to expand that base  
of people that discover Mizuno. 
We're in the process of doing  
it with netball. We now sponsor 
the England Netball team  
for footwear and three Super 
League teams.”

And tennis is next on the 
hit-list for Mizuno, who want to 
establish a new core market.

Henderson added: “We have 
to get some elite level players 
understanding who we are and 
wearing the brand and it then 
filters down to the level below. 
Once we have got some sort of 
credibility in that market then we 
can start doing stuff with the clubs 
and then hopefully people will 
start asking retailers for our shoes. 
It's only when we are at that stage 
where we have built that demand 
from players that we can really 
start to approach the retailers.”

During the qualifying rounds 
of the recent Australian Open 
Mizuno had a 20 per cent share of 
players using their shoes.

Henderson believes that their 

commitment to innovation will 
see people turn to Mizuno.

He said: “We had the first 
sports scientific laboratory in 
1938. We have got this heritage of 
really making good shoes which 
makes my job easier.

“We have players like Marcus 
Baghdatis, the Cypriot tennis 
player, who is just outside the top 
30. He has been playing tennis for 
30-odd years and he says it is the 
best pair of shoes he has ever worn.

“They are finding they are 
really good and that comes down 
to the technologies we have that 
are built around a wave plate 
which works in harmony with the 
human foot.

“That's what makes our shoes so 
lightweight, cushioned and flexible.”

Mizuno have nine players in 
the top 100 at the moment and 
Henderson is hoping that at some 
stage they will have a good run in 
competitions to grow the brand.

They are also looking at the 
emerging talent in the UK.

Henderson added: We have 

a contract with Marcus Willis 
who has had a few good runs in 
Wimbledon etc. We will then work 
at Marcus' club and then with 
some of the other players in the 
UK that are up and coming.

“Planning ahead were taking 
on agents that will work at club 
level and forge links between the 
tennis community, the clubs and 
local retailers.

“We don't take it for a given 
that any second we are going to 
turn up at retailers' doors and 
say here are some tennis shoes 
are you going to buy them? We 
want to create the demand, we 
want to give them incremental 
sales rather than just switching 
somebody's market share.

“We want to drive people to 
their door.”

Mizuno hope that Marcus Willis can 
help grow brand awareness in the UK
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The 2017 Running 
Awards are back and 
the independent awards 

ceremony will take place at indigo 
at The O2 London on April 20.

With winners decided purely 
by nominations and votes from 
runners this is the place to be 
recognised for running brands. 

Previous years have seen 
winners range from the always 
popular brands such as adidas 
(Men’s Clothing 2016), Nike 
(Women’s Clothing 2016) and 
Shock Absorber (Women’s Sports 
Bra 2016) through innovative 
nutrition brands (SiS 2016) 
right through to individual Apps 
(Strava 2016), blogs (Fat Girls’ 
Guide to Running) and online 
communities (Virtual Runner 
UK 2016). In fact, the best books 
(The Mock Olympian, in 2017, 
parkrun – More than just a run in 
the park, in 2016) were announced 
in December to offer runners 
an early suggested Christmas 
list, and it’s all on the website 
for anyone in need of a small 
February gift to themselves.

Following feedback from 
the industry the Running Shoe 
categories have been tweaked for 
2017, with the new categories now 
being Best Lightweight, Neutral, 
Cushioned and Support shoe 
whilst keeping the favourite Shoe 
Brand category (ASICS 2016). 

Perhaps unsurprisingly, a poll 
conducted by the awards found that 
a Neutral Shoe was most popular 
with runners (32 per cent), with 
Support and Cushioned shoes an 
equal second (24 per cent) while 
Lightweight Shoes are falling 
slightly out of favour comparatively 
with 20 per cent of the votes. With 
this in mind it will be interesting to 
see if the 2015 and 2016 Best Shoe 
winner, the Brooks Adrenaline, 
which could be classed as a Support 
or a Cushioned shoe, can again see 
off competition from the many new 
Neutral models out there. 

Now in its fourth year there is 
a renewed focus on charities with 
a second, Small Charity, category 
introduced to recognise the work 
of charities with a revenue of less 
than £5m annually, meaning there 

are now 24 charities in the new 
look shortlists. Visit the website – 
therunningawards.com - to view 
who runners have already voted 
as the top charities to support. 
You may find a new, smaller local 
charity to support.

The Running Awards Editor, 
Sam Corrick said: “With the 
reach we now have, of over 60,000 
runners in our B2C newsletter 
alone, a further 500,000 with our 
community partner and the sheer 
number of companies that reach 
out to their fans to support them 
with a free vote, we are expecting 
to double our votes this year. 

“With this the show has of 
course grown and we will be 
showcasing running fitness 
technology and brands before 
the ceremony, if any other Sports 
Insight subscribers have got 
anything they want to shout about 
let me know.”

The event is set to be the 
biggest ever and following 
responses from the trade, with so 
many of the guests participating 
in The Virgin Money London 

10 NEWS

THE INDEPENDENT 
AWARDS FOR  

RUNNING ARE BACK
Who will triumph in the 2017 Running Awards?

Brooks celebrate 
winning the Best 

Men's Shoe category
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Marathon, winner of Best 
Marathon 2016, the decision was 
made to give the participants an 
extra day’s rest before the big day. 
It is not just the networking event 
for the industry, but a celebration 
of running and turns into quite 
the party for many.

It is these networking 
opportunities that makes the 
event essential to attend, as the top 
across the industry mingle over 
reception drinks and move through 
to their VIP bars early in the 
evening, before the three-course 
dining, all-important ceremony 
and after-party. As many of last 
year’s attendees found, this is the 
place to find the right connections 
for your sports brand.

Overseeing the evening is TV 
sports presenter Mike Bushell, 
who has been a popular host in 
recent years with his humour and 
knowledge of running, though 
this year he will be assisted by 
some surprise celebrities from 
the running world. For ticketing 
information click the dropdown 
menu ‘Nominee Zone on the 
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Real Madrid's Marcelo is happy to wear the new shirt.

A SELECTION OF SHORTLISTED NOMINATIONS 
IN THE 2017 RUNNING AWARDS CATEGORIES

SHOES
Shoe Brand

adidas
ASICS
Brooks

Hoka One One
inov-8

Karrimor
Mizuno

New Balance
Nike

On
Salomon
Saucony

Categories also in shoes 
include Shoe Cushion, 

Shoe – Lightweight, Shoe 
– Neutral, Shoe – Support.

Men's Clothing
2XU

adidas
ASICS
Brooks
inov-8

Karrimor
Nike

Ronhill
Salomon
Saucony

Tribesports
Under Armour

CLOTHING
Women's Clothing

2XU
adidas
ASICS
Brooks

Festival Running
Karrimor

Lululemon
Nike

Ronhill
Shock Absorber

Sweaty Betty
Tribesports

SPORTS RETAILERS
National Retailer

adidas
Cotswold Outdoor

Decathlon
Intersport
JD Sports

Runners Need
Sports Direct

SportsShoes.com
Sweatshop

Sweaty Betty
The North Face
Up & Running

Categories also in Sports 
Retailers include Customer 

Service, Independent 
Retailer, On-Line Retailer.

Too see the full lists of nominees and vote for your favourite go to https://therunningawards.com/

Categories also in clothing include Underwear 
and Socks and Women's Sports Bras. 

The remaining shortlists are: Charity (Large Charity, small Charity), Technology (Wearable Tech 
Product, App), Nutrition and Hydration (Hydration Brand, Nutrition Brand, Well-being Brand), 

Accessories, Running Events (10k sponsored by the Runningbug, Child-Friendly Event, Endurance, 
Event Series, Fun Run, Half-Marathon sponsored by Runningbug, New Event sponsored by  Eventbrite, 

Obstacle Race sponsored by Eventbrite, Triathlon).

website.  If you haven’t been 
before, take a look at the video of 
last year’s ceremony in the 2016 
video here too.

For those that are in the top 
12 in their categories, make sure 
to push for votes and get the 
recognition you deserve.
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Fitness and Training  
are going to be bang on 
trend for 2017.

That's the view of Intersport UK's 
head of marketing, Susan Herbert, 
who thinks the sector is going to 
be huge in the months ahead.

The running market is also on 
the up but it is the growth in the 
desire for a healthy lifestyle and 
well-being that is creating a whole 
new category.

Trend
Susan said: “Running is still 
growing as a category and our 
association with Parkrun is 
helping us massively as a group. 
There are more people running and 
we are selling lots of running kit.

“The biggest trend, though, 
is in fitness and training. We 
are seeing that as a full category 
growing into its own right. 
Historically you train for a 
specific sport, football, rugby and 
hockey, for example.

“But, actually, training for 
training's sake is a massive growth 
area and it's becoming a stronger 
field in terms of products that are 
available for clothing and footwear.

“It is sitting in a new category 
and we call it training and fitness 
because of the gender divide. Men 
tend to call it training and for 
women it tends to be fitness.

“It's showing huge growth for 
us and real potential.”

Links
Intersport retailers already have 
strong links within their local 
sporting communities.

But now they are attempting 
to cash in on this new trend and 
attract more customers in store 

by holding fitness evenings, such 
as yoga sessions or having a brand 
come in to run a crossfit class.

Susan added: “A lot of retailers 
in our group are focusing much 
more on Fitness and Training as 
a full category and we are really 
seeing a growth spurt in how it is 
presented in store and the people 
they are attracting in as well.

“It is definitely getting 
stronger and stronger - that whole 
fitness lifestyle, well-being and 
outlook on life is very on trend.”

Website
Intersport are looking to make the 
most of digital innovations over 
the coming year.

They have invested in a new 
website (www.intersport.co.uk) 
and are looking to overhaul their 
internal systems.

All they have planned is aimed 
at streamlining and making the 
business more efficient to make 
life easier for retailers and give 
customers an improved service.

Susan said: “We gave the 
website a soft launch at the end  
of June last year, just to get up  
and running.

“It's developed such a lot in 
that time and one of the things we 
have learned as a business is the 
whole Ecom piece grows every 
day, in terms of knowledge and 
changes that you can make.

“It is so adaptable, it is never 
a finished project, it's always 
moving, changing and growing.

“From a  selling perspective 
it's doing well. It's starting to grow 
and it has been kept very focussed 
on categories.

“We have gone with our key 
categories which are running, 
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Bang on trend and making the 
most of digital technology

Susan Herbert, Intersport UK's head of marketing, looks 
ahead to what's in store for the group in the months ahead

fitness and football. We have also 
added rugby because it's a big year 
for rugby with the Lions tour of 
New Zealand.”

Opportunities
But with a presence online are 
Intersport in direct competition 
with their own retailers? Will 
they be taking trade away from 
their stores? Susan is adamant 
that this isn't the case and that 
the new website will offer new 
opportunities and sales.

She said: “We see the website 
as an expansion of the stores really.

“We offer click and collect 
to store, which big and small 
members alike are a part of. 
DW Group, who have their own 
website and click and collect, 
also take click and collect from 
Intersport.co.uk. So it's very much 
seen as another customer base 
that's coming into store. Also, 
for some of the smaller retailers 
it's offering them almost a shelf 
extension at this point.

“Retailers can say 'we don't 
stock football but we've got it on 
our website so you can order it and 
have it delivered here'.

“So it's giving them another 
opportunity to sell slightly 
different or a wider range.

“Over time we want to expand 
that into a proper shelf extension 
with Ipads in store.”

Streamlined
And, with that in mind, Intersport 
are aiming to place themselves 
firmly in the digital marketplace as 
they update their internal systems 
over the next 12 to 18 months.

It will include internal ordering 
platforms, EPOS and connectivity 

between various systems.
Susan said: “It will give us a 

much more streamlined approach 
so when we bring in a proper shelf 
extension piece we will have all 
the systems set up ready to use.

“Everything will link through 
so that you can actually buy in 
store through online in the future.

“So as a group, globally, 
when we are doing internal buys 
for a season we have a central 
collective so that we are only 
processing the information once, 
catching all the data.

“So the data from the brands 
gets input centrally and filtered out 

to all the countries, then from each 
country out to all the retailers.

“That way there is no-one 
having to do lots of entering of 
products into systems. It's already 
sitting there ready for them just to 
place orders effectively. 

“It will gives a streamlined 
view and make us more efficient as 
a group right across Europe, not just 
here, and gives us a great strength.

“It's great for the brands as 
well because they can work with 
us in a much more efficient way 
too. It benefits everyone, at every 
stage, right down to the consumer 
experience at the end.”

Fitness and training offer 
huge growth in 2017

Intersport's website is evolving all the time. 
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13NEWSOPRO SNAPS 
UP TWO 

EUROPEAN 
DEALS

OPRO has signed two  
deals with European mixed 

martial arts groups.
They are now the official 

mouthguard for the Italian 
Grappling and MMA 

Federation (FIGMMA) and 
the German MMA Federation.

In addition, OPRO will 
undertake a wide-reaching 

campaign to promote the 
safety and protection of all 

fighters during training and 
competition. The Hemel 

Hempstead-based company 
will also play a leading role in 
supporting both Federations' 
aim to grow participation in 

the sport nationally.
They join OPRO’s  

ever-increasing ‘official 
mouthguard status’ 

federations, which include 
England Rugby, New Zealand 

Rugby, Australia Rugby, 
England Boxing, the GAA and 

England Hockey.
Dr Anthony Lovat BDS, 

founder and owner of the 
Opro Group, said: “This is 
an exciting time for OPRO 

as we celebrate our 20th 
anniversary. We recognise 

the tremendous growth 
and popularity of MMA 

throughout the world and are 
delighted to be a part of it."

ISPO Munich proved as 
popular as ever with more 
than 85,000 visitors and 2,732 
exhibitors from around the 
world attending the show.

This was an increase in visitor 
numbers of approximately six per 
cent over last year (2016: 81,368).

This year's ISPO Munich  
was also more international than 
ever. The largest increases came 
from Italy, Russia, Great Britain, 
China and the United States—in 
that order. 

According to Gelszus Market 
Research, 97 per cent of visitors 
gave the exhibition a rating of 
good to excellent.

A record number of exhibitors 
presented their products and 
innovations at the fair, an increase 
of three per cent compared to 2016.

The ISPO Award winners for 
2017/2018 were also selected.

Nearly 50 international judges 
viewed more than 500 entries and 
named the best products in the 
Action, Ootdoor, Ski Performance 
and Health and Fitness categories.

For the 2017/2018 season, the 
best innovation in each segment 
was selected as Product of the Year.

Gold winners represent the 
most convincing new developments 
in their respective categories.

A separate ECO jury honoured 
three concepts that were deemed 
particularly sustainable: the 
Deterra Hood Anorak from Tierra 

Thousands of people descended on ISPO Munich
Products, environmentally-
compatible ski waxes from Nzero 
and the environmentally-friendly 
Tankr snowshoe from Fimbulvetr.

The five Product of the Year 
winners:

Action
Korua Shapes Tugboat: 
Innovative snowboard: 
Korua Shapes is a new brand 
whose snowboards are known 
for their unusual shapes, and the 
innovative Tugboat has a bold and 
convincing design.

The broad nose provides 
extreme lift in deep powder and 
the tapered shape and 3D base 
provide plenty of pressure through 
the edge. A channel along the 
bottom of the board guarantees 
stability at high speeds. The 
Tugboat was designed for carving, 
even on snow that is packed solid.

Outdoor
Scarpa, Ribelle Tech: All-year, 
all-round mountain boot: 
Ribelle Tech from Scarpa is a 
new category of boot that ensures 
optimum functionality for 
professional alpinists and outdoor 
enthusiasts. The all-year, all-
round mountain boot combines 
extreme comfort, light weight 
and durability. Ribelle Tech is 
ideal for any conceivable use on 
the mountain, from trekking to 
mountain climbing.

Ski
Bootdoc, BD Vandra 3D 
scanner: Foot scanner 
for sound product 
recommendations: The new 
Vandra 3D foot scanner provides 
a three-dimensional image of 
the customer's foot. It provides 
various measurement data 
including instep height, ankle 
circumference, foot length and 
width and takes skill levels into 
account. Based on the data, the 
scanner recommends ski boots 
and inlay soles within seconds.

Performance
On, Cloudflash: Innovative 
running shoe: The Cloudflash's 
sole consists of 14 strong cloud 
elements that provide traction. 
The speed board made of energy-
transmitting Pebax charges itself 

with impact energy and releases 
it again when pushing off. The 
innovative hybrid inlay provides 
extra comfort and the performance 
heel conforms to the foot perfectly. 
The Cloudflash is made for speed.

Fitness and Health
Bowflex, SelectTech 560 
Dumbbells: Smart dumbbells: 
The Bowflex SelectTech 560 is the 
first smart dumbbell with a 3DT 
sensor and corresponding app. It is 
the only home fitness product with 
a "brain" that guides the athlete 
through the workout like a personal 
trainer, counts repetitions and 
sets, keeps track of calories burned 
and provides feedback on shape. 
Additional information about the 
ISPO AWARD is available at www.
award.ispo.com and on Facebook: 
facebook.com/ispomunich 
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AJ Bell have extended their 
headline sponsorship of the 
London Triathlon for two 
more years.

They have sponsored  
the IMG organised event  
since 2015.

The AJ Bell London 
Triathlon, which will take 
place on July 22 and 23, is 
the world’s largest triathlon, 
offering participants the unique 
opportunity to swim, bike and run 
their way through the closed roads 
of central London. The event 
caters for all abilities, with a wide 
variety of distances including 
Super Sprint, Sprint, Olympic, 
Olympic Plus and Team Relay.

Billy Mackay, marketing 
director of AJ Bell, said: “At AJ 
Bell we want more people to 
enjoy secure, healthy, long and 
rewarding lives. Through all 
of our sponsorship activity we 
aim to foster a mind-set where 
‘looking after yourself’ means 

investing in both your health 
and your future wealth.

“Triathlon is a great fit with 
that mantra, so we’re extremely 
pleased to announce our 
continued support of the event.”

AJ Bell is one of the UK’s 
largest providers of online 
investment platforms and 
stockbroker services

General entries for the 
AJ Bell London Triathlon are 
selling fast, so participants 
should visit http://livetotri.
co.uk/london-triathlon/ to 
secure their place.

To keep up with all the 
latest news from the London 
Triathlon, visit www.twitter.
com/thelondontri, www.
facebook.com/thelondontri 
and https://www.instagram.
com/thelondontri/

For more triathlon tips, 
exercise plans and training 
videos, visit www.ajbell.co.uk/
triathlon-hub.

AJ Bell extends partnership with London Triathlon

14 INDIA’S HERO 
CYCLES 

INVESTS £2M
Hero Cycles, one of the 

world’s biggest 
manufacturers of bicycles, 

has opened a £2m global 
design centre in Manchester.
Pankaj Munjal, chairman and 

managing director of Hero 
Cycles, cut the ribbon at the 
Hero Cycles Global Design 

Centre (HGD) at One, Central 
Park, Manchester - a short 
distance from the National 

Velodrome, the home of 
British cycling.  

The HGD aims to bring 
together the best designers 

and innovators in the bicycle 
industry from around the 
world to develop the next 
generation of bike designs 

using the very latest 
technology. It will rationalise 
the global company’s design 

functions, bringing together in 
one place its design, product 

development, innovation, 
testing and market research 

departments.
The facility will employ 25 of 

the industry’s best design and 
marketing experts from across 

Europe. The team will work 
across several bike segments 

including traditional 
disciplines alongside cutting-

edge futuristic models.
In addition to full-time staff, 

the centre will have free desk 
space for university students 

in Manchester who wish to 
focus on bicycle-related 

studies. It will also take on  
at least four apprentices 
under the government’s 

recently enhanced 
Apprenticeship Scheme.
Munjal said: “With major 

expansion plans in Europe, 
this Design Centre will help us 
produce technology and design 

to cater to differentiated 
products to suit the needs of 
different European markets.

“Our strategy is twofold; to 
develop British brands here in 
the UK, build them and export 

them across Europe, Africa 
and India and secondly, to 
increase the value of our 

Indian-based bike brands.”
Hero already has business 

partnerships in the north of 
the UK, having acquired a 
majority stake in Avocet 

Sports, a Manchester-based 
bike and accessories 

distributor, in August 2015 – 
their first partnership 

outside India.
Steven Walsh, chairman of 

Avocet Sports said: “We have 
spent the past year 

understanding each other’s 
business models and 

integrating and we are now 
ready to cement the 

relationship with the opening 
of this great new centre which 

will be the spearhead of our 
sales expansion across Europe. 

The benefits of our 
partnership will be 
immense for both 

parties.”

AJ Bell commit to extending their 
sponsorship of the London Triathlon

3d leisure have announced the expansion of their senior 
management team with the appointment of Mandy McCracken.

McCracken will manage and develop the new business within 
3d's four key market sectors, hospitality, corporate, education and 
the private sector.

McCracken has worked in corporate fitness and well-being 
for over 12 years with Bladerunner, an initial spell with 3d and 
European Corporate Wellness and brings a wealth of experience 
in creating bespoke solutions for potential clients to meet their 
specific fitness, health and well-being management objectives.

McCracken said: “I’m delighted to be working back with some 
familiar faces, 3d is an established forward-thinking organisation 
with a great passion for operating across the UK.”

Mark Bremner, managing director at 3d, added: “With Mandy 
now on board we are ready to focus and expand in all market 
sectors and build on our 25 years of solid foundations. The 
knowledge, empathy and enthusiasm that Mandy has will help us 
to further develop our business and relationships with our clients.”

MCCRACKEN 
JOINS SENIOR 

MANAGEMENT 
TEAM AT 3d

A new standard in performance 
sportswear for schools

KitBrix support Toughest
For a second year KitBrix 
will be supporting Toughest 
as their official bag partner 
in OCR for both UK races at 
London South (Pippingford) 
and Milton Keynes as well as 
their new race in Amsterdam.

Conor Hancock, who finished 
third at the World Championships 
in 2016, will be battling the Elite 
series as his career takes a step 
forward in 2017 with KitBrix.

Robert Aldous, director of 
KitBrix, said: “Toughest are a 
great team, brand and partner and 
we are delighted to be supporting 
them again for what is going to be 
a great year for Obstacle Course 
Racing (OCR). 

“We are also extremely 
excited to be given the 
opportunity to support and 
progress Conor's career as he now 
focuses on getting amongst the 

BMB’s sportswear has 
acquired SWI Schoolwear 
and added a new collection 
to their portfolio - APTUS 
Performance.

It offers a total of 12  
stock-supported garments -  
six specifically designed for 
girls and six for boys.

For boys, the collection 
comprises a short-sleeve 
training top, polo shirt, 
quarter-zip training top, 
training shorts, slim-leg 
training pants and a rain jacket.

For girls, all the tops 
feature front-angled panels and 
tape design for a slimline look 
and a sporty racer back panel.

The short sleeve  
training top has an additional 
design feature of side cords to 
adjust length to suit the 
individual wearer and sport. 
Training shorts provide 
complete support around the 
middle while still enabling 
effortless movement

The current APTUS 

Performance collection is 
available in black and navy 
with a colour choice of five 
trims and six new base colours 
will be launched in April 2017.

The new base colours, 
include red, royal, burgundy, 
bottle green, purple and sky.

A personalisation service, 
offering trims in school colours 
as well as embroidered logos,  
is also available.

Sarah Robins, marketing 
manager at BMB, said: “The 
APTUS Performance collection 
completes our stock-supported 
sportswear offering and 
provides a unique opportunity 
to grow our sportswear market 
share organically.

“BMB are now able to  
offer schools a complete 
solution: a first-class uniform 
and sportswear solution that 
will inspire success.”

Further information  
about APTUS Performance 
available from www.
bluemaxbanner.co.uk

world's best OCR athletes after a 
brilliant 2016.”

Hancock will run the Toughest 
Elite Series for Team KitBrix as 
well as other events around the 
globe and on home turf.

KitBrix will be aided by Muddy 
Race, DryRobe and new OCR retailer 
MudBox in order to provide Hancock 
the very best support for 2017.

To launch this relationship, 
Team KitBrix, along with Hancock,  
visited the Toughest Lab, in Malmo, 
Sweden, last month.
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GORILLA TRAINING INFLATABLE GOALS
Inflatable goals are perfect for training on the move. The flexible 

PVC hose is air pressurised, creating a rigid structure within minutes.

GORILLA TRAINING SPEED RADAR
An essential tool for recording & analysing performance, speed & 

style. Includes a built in camera, managed via a wireless wrist band.

GORILLA TRAINING ROCKET GOAL
Steel framed pop up goals that are set up within seconds.

Suitable for all recreational or training use.Complete with carry bag.

GORILLA TRAINING REBOUNDER
A portable & lightweight rebounder which can be set up

in seconds, to be used anywhere. Complete with carry bag.
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I've written regularly in  
this column about the  
rapid change of pace  

currently being experienced 
within our trade.

The influencing factors  
are varied, but a new morality 
within which our lives are  
being deregulated, with more 
flexibility and different and  
more varied working hours,  
is certainly one element  
driving this change.

Consumers have multiple 
tools to connect with brands and 

products and hyper-connectivity 
is giving a greater power to  
the shopper and influencing  
the way in which business is  
being transacted.

We are becoming a society 
of value hunters - looking for the 
best bargain and relishing the 
experience of sharing our value 
experiences within our social 
circle to create a status within our 
peer groups and, of course, we are 
embracing online shopping in ever 
increasing numbers across all 
elements of consumer spend.

THE FUTURE  
OF SPORTS 

RETAIL
Paul Sherratt, of Solutions for Sport, takes 

a closer look at the future of retail and how 
things may have to change for shops to survive

Online spend  
set to double
A report released by O2 in 2014 
concluded that the proportion of 
online spend will double by 2020 
and account for over 20 per cent of 
all retail sales - up from just under 
11 per cent in 2012, whilst physical 
stores will see their share of 
spending decline by 10.6 percentage 
points over the same period.

However, whilst the increase 
in online spending comes at 
the expense of sales in physical 
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- is there still life in the high street?

Ski Dubai - is an indoor ski resort with 22,500 square meters of 
indoor ski area. It is a part of the Mall of the Emirates. By Kiev.Victor 
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stores, this doesn’t signal the 
much-lauded death of the high 
street. Instead, the report shows 
the extent to which the high street 
will impact overall retail sales 
and why it cannot be ignored. 

As people shift from bricks to 
clicks, the relationship between 
online and high-street retailers 
is evolving as retailers create a 
world where experiences flow 
naturally between home and 
store, street and aisle, mobile  
and market.

Technology is breathing  
new life into the high street.  
With more and more people 
shopping on their smart phones 
and tablets, stores are no longer 
just about buying.

As online sales increase, 
the role of the high street store 
will evolve, provoking counter-
innovation from brands and an 
increase in the “show rooming” 
trend where stores become 
experience rather than sales led.

The report shows that a 
quarter of all shoppers are hitting 
the high street, no longer to buy, 
but to socialise with friends and 

family. Half (51 per cent) of us go 
to shops to be entertained, a third 
(33 per cent) to eat out and three-
quarters to be inspired.

These results show there is 
a clear opportunity for retailers 
to continue to introduce social 
spaces and turn shopping into 
a source of entertainment – the 
latest form of leisure. As a result, 
stores will see an increasing focus 
on engagement, providing the 
shopper with tactile and sensory 
experiences which cannot be 
replicated online.

How can the  
sporting goods 
industry respond
If we look more closely at these 
conclusions and ask what impact 
this is likely to have on the 
sporting goods industry, one 
obvious link is the relationship 
between sport as a leisure activity 
and shopping.

In much the same way that 
cinemas and food outlets have 
grown the shopping experience, 
whereby consumers populate 
destination shopping centres 

www.sports-insight.co.uk

“Technology is breathing new life 
into the high street. With more and 

more people shopping on their smart 
phones and tablets, stores are no 

longer just about buying. ”

for the whole day and embrace 
multiple activities, can the sport 
and sporting goods retailers 
enhance the proposition?

On a recent visit to Dubai  
I found myself embracing this 
very scenario where, in one of  
the worlds largest shopping  
malls I skied in the morning, 
shopped in the afternoon and 
dined in the evening.

The sports retailers were 
clustered around the focal  
point of the indoor ski slope  
and in another part of the mall  
the ice rink.

As the definition of “shopping” 
becomes broader can the 
relationship between sport and 
shopping evolve and the sports 
brands and retailer be a part of 
this change?

Technology
Savvy sports retailers can certainly 
strengthen customer relationships, 
and increase interaction, by creating 
spaces and experiences which 
will inspire consumers to share 
their shopping experiences either 
by commenting, photographing 
or broadcasting their in-store 
interactions via their social 
networks and sport offers the perfect 
environment for this activity.

Whether it be testing a demo 
racket or golf club, shooting a football 
at a virtual goal whilst trying new 
boots or trying on the latest outfit 
whilst looking in an interactive 
mirror all these experiences will 
enhance your experience.

There are already some 
examples emerging in our industry, 
with Oxford Street's Nike store 
or Pro Direct's LDN19, and 
undoubtedly sports retailers who 
seamlessly connect the in-store 
and online experience will see the 
biggest gains with the savviest 
taking the opportunity to deliver 
timely, tailored offers and discounts 
direct to the palms of our hands.

The O2 report concludes that 
this seamless integration between 
online and offline shopping will 
continue to put the high street 
at the heart of customers’ online 
experiences; 85 per cent of online 
shoppers return products in store 
and 75 per cent go to stores to 
collect products bought online. The 
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Girl Power – has 
it come of age?
TIA chair Mel Berry looks at 
the profile of women in sport 
and how their imagery is 
being used in the industry

Do you think you are a game changer in our 
industry? It seems that Girl Power is starting 
to come of age. I hope to think I am, and I 
have loved, and felt privileged, working with 
some of the women in our industry.

With the investment of substantial 
money from Sport England into campaigns 
such as This Girl Can and organisations 
like The Women’s Sport Trust (www.
womenssporttrust.com) we are starting 
to see a change in brand attitudes and the 
growth of the female market.

The Women’s Sports Trust was started by Jo Bostock and 
Tammy Parlour with the ambition to raise the visibility and 
increase the impact of women’s sport, through the promotion of 
diverse athlete role models, increasing media coverage and 
improving the funding landscape. They are supported by a board 
of trustees and athlete patrons such as Kate Richardson Walsh 
OBE, Kelly Smith MBE and Maggie Alphonsie MBE.

They recently launched this year’s #BeAGameChanger 
awards that recognise those individuals and organisations which 
are doing the most to progress women’s sport.

Voting is open until February 15 and there are a variety of 
categories such as Sponsor Partnership in Women’s Sport. This 
recognises the partnerships between sport and business that has 
resulted in the most exciting current sponsorship.

The award highlights the vital role we play in sponsorship and 
in raising the profile and impact of women’s sport. We need to get 
involved and support all of the categories as an industry and help 
change happen.

On reflection, imagery has a key role to play in the portrayal of 
women being active and it’s interesting to see several campaigns 
the Women’s Sports Trust has with Getty Images.

Sixty-seven per cent of elite female athletes asked felt the 
public and media valued the way a sportswoman looks above her 
achievements.

The partnership between Getty Images and the Women’s 
Sport Trust was, and is, timely.

Figures released by Girlguiding at the end of last year showed 
that 93 per cent of females aged between 11-21 years agree that 
women are judged more on appearance than ability. In addition, 
looking at body image in sports specifically, a 2014 study by BT 
Sport revealed 80 per cent of female athletes feel pressure to look 
a certain way.

With that in mind, Getty Images are looking for an emerging 
female talent seeking a career in sports photography to take a paid 
intern position, based in their London office, which starts in July 
and runs for 12 months, and entries close on  March 31. The 
successful applicant will experience all aspects of the sport 
photography business, spending time with the picture desk, 
assignments team, field editing team and will have the opportunity 
to hone their photography skills at sporting events with the 
guidance some of the best sports photographers in the industry.

The aim is of increasing the visibility of female athletes and 
women’s sports while also challenging the way in which female 
athletes are portrayed in imagery.

Again we need to support this.

popularity of click and collect is 
expected to increase further to 2020, 
growing by 260 per cent to seven per 
cent of all retail sales by 2020.

Feilim Mackle, Director of 
Sales and Service at O2, comments: 
“Technology is breathing new life 
into the high street. With more 
and more people shopping on 
their smart phones and tablets, 
stores are no longer just about 
buying. They are becoming go-to 
destinations for social, inspiring 
and rewarding experiences that 
ultimately drive sales online.”

The High Street  
is here to stay
Retailers have to recognise  
that the high street store is  
here to stay but its role has 
fundamentally changed. As the 
distinction between digital and 
physical becomes increasingly 
outdated, the brands that truly 
embrace technology to create a 
seamless experience for all their 
customers, wherever they choose 
to shop, will ultimately win the 
greatest share of both sales and 
customer loyalty.

The future of retail.indd   2 16/02/2017   14:32



NEWS18

More water 
means better 
hydration, and 
Crux delivers 
20 per cent 

more water per 
sip compared to 

the current 
industry-leading 

CamelBak Antidote 
Reservoir. Crux 
also features the 
patented Big Bite 
valve that is 
irrefutably the best 
drink interface on  
the market thanks  
to its self-sealing 
silicone design. 

Delivering 20 per 
cent more water per sip 
allows users to stay 
better hydrated in less 

time so they can tackle 
bigger, better adventures. 

A brand new cap and 
handle boast the widest 

opening on the market and 

make cleaning and refilling easy 
and effortless.

One end of the drink tube 
features the Big Bite Valve mounted 
to an on-off lever that creates a 
simple and ergonomic way to shut 
off water with one hand for a 
completely leak-proof system.

The other end of the tube 
connects to the reservoir with 
the Quick Link System, allowing 
the drink tube to be disconnected 
and remain routed in the pack 
while the reservoir exit port 
automatically shuts off for leak-
proof removal and fast refills. 

 Jon Austen, senior director of 
product management at CamelBak, 
said: “The development of our new 
Crux reservoir substantiates one  
of our core values, that rest stops 
are overrated.

“We are constantly finding 
new ways to better fuel our users' 
adventures - even for our own 
products that are already the best 
in the industry.”

True to its name, Crux is at 

the core of every hydration pack 
CamelBak creates.

Each pack is designed from 
the inside out, starting with the 
reservoir and how it is integrated 
into the pack. CamelBak 
optimizes how water is carried 
for different sports and gives 
consumers a wide variety of 

hydration products for the 
perfect fit. 

CamelBak is dedicated  
to offering a better way to  
carry water no matter what  
the activity. 

The Crux is available to order 
now, call 0116 234 4611 or email 
sales@burton-mccall.co.uk

CamelBak gets to the Crux of 
the matter with new reservoir

Fat Lad At The Back (FLAB) has appointed 
leading and respected product developer and 
consultant Andy Bennison to the senior team.

The hire is the latest in a string of developments 
for the premium cycle wear brand, which last year 
enjoyed significant growth and further accelerated 
its market position with retail partnerships with 
Ribble Cycles, JE James and Evans Cycles. 

Bennison, widely respected within the industry, 
brings to FLAB 14 years of insight in design and 
development from his time at highly-regarded cycle 
wear manufacturer Altura and, prior to this, English 
luxury fashion house Burberry.

He will be responsible for further development 
of the existing range as well as identified special 
projects leading into 2017 and 2018.  

Bennison said: “Fat Lad At The Back has 
enjoyed sustained and impressive growth since 

launch just four years ago, firmly establishing 
itself as a key market player. This despite a 
difficult retail landscape, which has seen many 
long established brands suffer. 

“I’m looking forward to joining the team and 
working with FLAB to further develop its 2017 
collection encouraging and enabling everyone to 
look good when they get pedalling.”

Richard Bye, Fat Lad In Charge, said: “It’s 
been a really exciting and successful period in the 
history of FLAB, and to have someone like Andy 
join the team further demonstrates our desire to 
build upon this strong position as a major player 
in UK cycle wear development and manufacture.

“Andy will be an invaluable resource for FLAB. 
His years of experience, substantial skillset and 
crucial insight will allow us to continue to grow 
and diversify what we make and do.”

FLAB APPOINT BENNISON 
TO DEVELOP RANGE

Batra Group and Sergio 
Tacchini have signed a  
new exclusive license for  
the United Kingdom and  
Eire territory.

The license covers apparel 
and accessories categories  
and grants limited exclusive 
rights to manufacture and 
supply the products to key 
retail groups, including JD 
Sports Fashion plc, within 
the above approved markets 
encompassing Sports, Leisure 
and Heritage product groups.

Rajiv Batra, executive 
chairman of 

the Batra 
Group said: 

“This exclusive licence will 
strategically add strength to 
our Group’s portfolio and offer a 
wider choice to our customers. 
It is a great pleasure to add the 
Sergio Tacchini brand to our 
already strong brand portfolio 
of globally recognised brands.”

Patrizia Bolzoni, general 
manager for Wintex Italia 
who manages the Sergio 
Tacchini brand, said: “We are 
happy because with this new 
license we have moved a step 
further in Europe, with new 
territories, but also because of 
the collaboration with JD and 
with Batra, which is already our 
supplier for the heritage part of 

our collection. This agreement 
confirms UK love for our brand, 
that dates back to the ‘80s.”

Barta Group and Sergio Tacchini sign exclusive licenseFlare to blaze across 
the US and Canada
Flare Clothing Company, 
the Mountain Bike clothing 
manufacturer, has signed an 
agreement with Illinois-based, 
Aventuron, to distribute its 
award-winning brand in the  
US and Canada.

The agreement will see  
Flare clothing sold state side  
for the first time. 

Carl Martens, Owner of 
Aventuron, said: “Flare offers 
a unique take on mountain 
bike clothing.  We were really 
impressed by the designs we came 
across and know that there is a 
market for well designed MTB 
clothing here in North America.

“We’ve been trialling the 
product ourselves since the spring 
and have been really impressed 
with the quality as well as the look.

“Hannah Myers has a real 
Flare for design and we are 
excited to premier the 2017 
designs.”

The 2017 collection unifies 

the men’s and women’s lines 
with a new logo, co-ordinating 
products and consistent patterns.

It’s sophisticated, bold and 
demonstrates a coming of age for 
this award-winning British brand, 
which started life just four years 
ago as part of a post-graduate 
university project for Myers. 

Myers, creative director and 
founder of Flare Clothing, said: 
“We’re really excited to enter a 
new market and are delighted to 
partner with Aventuron. They 
have a great track record and the 
success of the brand here in the 
UK proves that there is a market 
for our products.  I’m really pleased 
with the 2017 range and can’t wait 
to see what the reaction is in North 
America and the rest of the world.”

Kathryn Burling, marketing 
manager at Aventuron said: “We 
only have a handful of women’s 
mountain bike clothing brands 
in North America. None of them 
are as fresh looking and well 
tailored as the Flare product is.  I 
have loved riding in this season’s 
forestscape prints, but I am eager 
to get my hands on the 2017 styles 
as they look really special.”

For 2017 riders can look 
forward to seeing more 
inspiration from the natural 

world with designs featuring a 
mountainscape, a tree motif 
and leaf print.

The new approach to 
patterns and graphics means 
that garments can be mixed 

and matched for the first time 
across the different collections.

www.sports-insight.co.uk
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Hugo Youngman, Grays international 
brand manager – hockey, talks to  
Mark Hayhurst about their plans

It's all about technology 
for Grays in 2017

NEWS

It's all going to be about 
technology for Grays in the 
coming year.

The company has a new  
range of sticks ready for the 
2017/2018 market.

Continuous innovation has 
been at the heart of the Grays 
brand since 1855.

From the world-famous 
Karachi King to the introduction 
and development of the very latest 
in composite technology.

Grays latest Kinetic and 
Graphene models were put to 
goods use at the Olympics where 
more gold medals were won in Rio 
by Grays ambassadors than any 
other hockey brand.

The GX range remains a 
core foundation, while they 
have expanded the GR range in 
response to player feedback. After 
an extensive test period in both 
the lab and on pitch, they also 
have a full KN line-up. 

Hugo Youngman, Grays 
international brand manager – 

hockey, said: “We have three very 
distinct technologies, kinetic, 
graphene and the composite sticks.

“Kinetic is really all about 
balance and agility. They are the 
lightest sticks we have, the most 
well-balanced. They also have 
graphene in them and are meant 
for the modern hockey player, 3D 
skills, all that kind of thing.

“Moving on from there to 
graphene. Most of the male 
internationals would use a 
graphene stick because they are 
the most powerful we produce.

“Maximum power and 
performance is how we have 
earmarked that technology.

“The GX are now the entry 
price point composite sticks and 
we've updated those with some 
interesting graphics for next year.”

The success of the gold-medal 
winning GB women's Olympic 
team in Rio in a penalty shoot-out 
against Holland has been a boost 
to the sport.

And Grays are well-placed to 

take advantage of an upsurge in 
interest at home and abroad.

Youngman said: “Two of the 
girls in the Great Britain team 
were using Kinetic sticks, Nicola 
White and Crista Cullen, which is 
great for us.

“We had four out of the 
winning team using our sticks.

“I think it's going to take a while 
for interest to pull through to sales.

“So probably into next season.
“Also one of the reasons I 

joined the company is that we 
are now operating directly in the 
Dutch market whereas before 
we were operating through a 
distributor. So that has been great 
for customer feedback and for the 
business as well.

“I know for a fact that some 
of the club's we are involved with 
have certainly seen massive over 
subscription in terms of juniors.

“So hopefully that kind of 
bubble of people participating will 
follow on in forthcoming years.”

Grays are growing their brand 

overseas and seeing encouraging 
business abroad.

Youngman said: “The UK is a 
very mature market for us. So we 
have seen some really good progress 
in Holland, Germany and Argentina. 

In South Africa ,where we 
have a large percentage of the 
market, we sponsor the national 
teams in clothing. So that's a 
really big area for us as well.”

But Grays have not been able 
to fully escape the problems 
caused by last year's Brexit vote.

The subsequent fluctuations 
in Sterling following the vote to 
leave the EU have given rise to 
certain difficulties.

Youngman said: “Because 
we are a worldwide business, 
although a specialist one, it hasn't 
affected us so much. But we have 
increased prices in the UK. So 
that has been a factor due to the 
eradication of the price of sterling.

“It was an incredibly  
difficult decision but, 
unfortunately, you have to  

make these business decisions.”
But looking further ahead, 

Grays are aiming to increase their 
business away from their world-
renowned sticks.

Youngman said: “We have 
always been really well known for 
our sticks and now the objective 
is to get stronger in other areas of 
our business.

“Certainly in shoes and in 
bags as well. We are pretty strong 
in sticks, gloves and accessories 
but it is those other areas that we 
need to be better in.”

Helen Richardson-Walsh 
celebrated success with Team 
GB at the Rio Olympics.

The new 
Grays 
KN8000 
PB-X orange 
(left).
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Aqua Sphere incorporates the innovative 
Repreve Fibre, made from recycled 

bottles, into its new swimwear line.

RECYCLED BOTTLES
are collected and chopped

REPREVE CHIP
Chips are then melted and  
extruded into recycled fibre

FABRIC
Eco-friendly products are 
created from the fibre

#TrueSwimmer
FOR A BETTER WORLD

aquasphereswim.com
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Byte range 
2017/18

Byte hockey’s sales team are currently 
showing the new 2017/2018 range. The 

range has been completely revamped 
with three new sticks ranges, a much 
improved luggage range and a much 

wider choice of gloves and shin-guards. 
Contact the Byte team on the details 

below to know more.

Run to work
Ronhill has launched a  range of running 

packs that include two options for the 
commuter runner. The premium Xero 
version (shown) features a dry pocket, 
for a tablet or laptop, and can expand 

its capacity from ten to five litres. The 
Ronhill True-Fit system allows for a 

close ‘no-bounce’ fit. 

CamelBak Crux 
Reservoir

Crux delivers 20 per cent more water per 
sip compared to the current industry-

leading CamelBak Antidote Reservoir, 
the patented Big Bite valve mounted 

to an on-off lever for easy shut off for a 
fully leak-proof system. The new cap and 

handle boast the widest opening on the 
market for easy cleaning and refilling.

Target Darts Vision 
360 Lighting System
Using 125 LED lights, the pioneering Vision 

360 illuminates any competition-sized 
dartboard completely removing shadows. 

Made of solid steel and complete with 
locking bracket, the Vision 360 is secure yet 
adjustable for easy dartboard rotation and is 

now endorsed by the World Darts Federation.
LED Dartboard Lighting System

Stylish active 
swimwear

Effectively blending performance with style, 
Aqua Sphere’s 2017 Swimwear collection 

has something for every swimmer. For men, 
this Aston jammer in chlorine resistant 

Aqua Infinity fabric delivers the ultimate in 
long-lasting style and comfort.
Active swimwear, swimming  

performance style

Cobra Tri Mirror
New for the FW17 season,  

the ultimate goggle for intensive  
swimming and triathlon.

Cobra Tri Mirror offer optimal vision with 
no water flowing over the lenses and a 3D 

gasket for the best fit and comfort.
Mirrored hard lenses with  

interchangeable nose bridge.

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

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

0116 2344611
sales@burton-mccall.com

www.camelbak.co.uk

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

01254 692200
martin.newton@aqualung.uk
www.aquasphereswim.com/uk

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

www.sports-insight.co.uk
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Gorilla Training  
Shin Guards

The technology has been developed by 
aerospace engineers and physicians. It combines 
three key aspects. Custom Fit Protection - these 

guards can be shaped to individual athletes' 
shins and remoulded. Totally Breathable Guard 

- reducing transpiration and temperature. 
Impact - the rigid layer absorbs the shock and 

distributes across the guard.

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

Zoggs Aqualast 
Swimwear

Zoggs Active Swimwear is made from 
Zoggs’ Aqualast fabric, a 100 per cent 
chlorine-proof fabric with a lifetime 

guarantee. The 2017 range is available 
to ship now in a wide range of colours 

and back styles. The Aqualast guarantee 
provides a compelling reason to buy.

100 per cent chlorine proof swimwear.

01276 489089
cs@zoggs.com

www.zoggs.com
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OS1ST KS7 Knee 
Compression Sleeve

The KS7 Performance Knee Sleeve, powered 
by Compression Zone Technology, with gel 

stabilisers fully embrace the knee and patella 
in seven zones of graduated compression. KS7 
is specifically designed to improve circulation 

while bracing the structure of the joint and 
supporting the patella from above and below.

Ignis Convertible
ISPO 2017 in Munich was the location 
chosen by Makura Sport to launch its 
latest product, the Ignis Convertible. 

Available in three colours, it has all the 
attributes of the Ignis Pro plus the ability 

to be used with or without a strap for 
helmeted sports.

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.

PureLime 
PureLime is the dedicated women’s 

athleisure, active and tennis brand. They 
use pure, crisp, Danish design in modern 
technical fabrics to create garments that 
are feminine, fashionable and functional 

with a superb fit. Their clothes always 
reflect a woman’s priorities to look good but 

still perform.
PureLime, Danish athleisure and 

activewear

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

0330 333 8940
sales@makurasport.com

makurasport.com

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

01697 742 711
martinhudson@purelime.com

www.purelime.com
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Freedom ISO
Saucony’s most innovative running 

experience to date in the form of 
the Freedom ISO, with the first ever 
full-length EVERUN midsole. The 
Freedom ISO delivers more energy 

with every stride.
The first ever full-length  

EVERUN midsole.

0800 206 1491
www.sauconyb2b.eu

sauconyuk@wwwinc.com

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.

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

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.
01932 781311    office@smashsports.co.uk    www.tecnifibre.com
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European Retail 
Distribution

Save logistics costs with Import Services. 
They manage retail supply chains, from 
product origin to customer delivery, in 

the UK and Europe. Their warehouses are 
located in Southampton, the first port of call 
for container ships originating from the Far 
East, which decreases your transport time 
and costs. Time and cost-saving logistics

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

www.importservices.co.uk

2UNDR pants 
perfection

2UNDR, the premium, technical and high 
performance sports underwear brand, 
which has taken the US and Canada by 

storm, is now available in the UK.
They feature the Joey Pouch for  

ultimate comfort and fit – think base  
layer, think compression.
Ultimate comfort and fit.

03333 583 151
sales@eurozonebrands.com

www.2undr.eu  
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Antimicrobial 
mouthguard case

The heavy-duty,ventilated, case with 
carabiner attachment, easily attaches to any 

kit bag. Made from antimicrobial material 
and designed to reduce exposure to bacteria 
it provides secure, clean storage for a single 

Shock Doctor mouthguard. RRP £9.99.
Carabiner attachment, antimicrobial, 

ventilated, secure

ASICS Gel-NOOSA FF
ASICS have revolutionised a cult favourite  

in the GEL-NOOSA FF with the 
introduction of the FlyteFoam technology. 

The new version features a full-length 
FlyteFoam midsole, breathable upper and 
wet grip rubber outsole, and gone are the 

loud prints to feature the first ASICS trainer 
without the stripes. 

Lightest-ever midsole technology, fast

Greenzone Dual  
Core Blade 5

Made exclusively in association with the 
Junior Darts Corporation (JDC), Winmau’s 

Greenzone dartboard allows players of all 
age, gender and ability to play together.

Never has darts been so fair and so much 
fun, where a seasoned pro can play a relative 

beginner in a meaningful game.
A level playing field for all ages and abilities 

in darts

UFE Foam  
Massage Roller

The UFE Foam Massage Roller is ideal 
for improving core stability, strength and 
balance. Brand new to the UFE range, it 

relaxes muscles and improves circulation, 
and is also excellent for rehabilitation 

exercises. It is made from high density EPP. 
Size: 32cm x 14cm.

Runners'  
Achilles Sleeve

New from McDavid, therapeutic support and 
pain relief for moderate Achilles tendonitis. 
Dual compression, anatomical design, with 

contoured support pad targeted to the Achilles. 
Moisture wicking, breathable fabric with four-

way stretch. Fits left or right. RRP £24.99
Targeted Achilles support, breathable, 

moisture wicking

Surfit byJakabel
Jakabel specializes in sun protection 

swimwear from 0-adult.
Delivery is two-three days all year round 

with no minimum order quantity.
High visibility and great quality keeps kids 

safe both in and out of the water.
Keeping kids safe!

01582 670100
sales@hy-pro.co.uk

www.shockdoctor.co.uk

01925 241041
salesorders-uk@asics.com

www.asics.co.uk 

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

0115 900 2340
sales@reydonsports.com
www.reydonsports.com

01582 670100
sales@hy-pro.co.uk

www.mcdavid.eu 

07957 541406
info@jakabel.com
www.jakabel.com

www.sports-insight.co.uk
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Reusch Serathor Pro AX2 Windproof
New to the range for 2017, but already being worn by a number of  
professional goalkeepers, the Reusch Pro AX2 Windproof Goalkeeper  
gloves contains Hydrograins, which takes grip, in seriously wet conditions, 
to a new level. It also has increased abrasion resistance and windproof 
construction. Ideal for cold, wet, conditions.  
01614394383    reuschuk@btinternet.com   www.reusch.com

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

01276 489089
cs@zoggs.com

www.zoggs.com

CEP Arm Sleeves
The CEP Arm Sleeves are produced using 

anatomically-shaped knitted fabric to 
ensure fewer wrinkles and offer superior 
fit. Elbow padding offers protection and 

comfort while medi compression technology 
helps to improve circulation for optimum 

recovery and performance. Ideal for sports 
where the arm and hand muscles are used.

Performance, recovery, CEP,  
compression, running.

01432 373500
enquiries@mediuk.co.uk

www.cepsports.co.uk/shop
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Rhino Teamwear
Tel: 02920 225614 - sales@rhino-teamwear.com

NEW & EXCITING RANGE
CYCLONE SIZES 3, 4 & 5

• TRAINING BALL
• 3D GRIP
• 3 PLY LAMINATED CONSTRUCTION
• HIGH-TECH LATEX BLADDER
• BLEND OF SYNTHETIC & NATURAL RUBBER
• HAND STITCHED

PRO FULL 
FINGER MITTS

Offering more grip in  
all weather conditions.

Keeps your hands warm.

A classic look,  
with classic RHINO logo.

PRO HALF 
FINGER MITTS

Offering more grip in  
all weather conditions.

Keeps your hands warm.

A classic look,  
with classic RHINO logo.

PRO BODY PROTECTION TOP 
Adult & JUNIOR

WORLD RUGBY APPROVED
Lightweight protection for your upper body, 

the RHINO PRO Multi Pad Protection Top gives 
players the confidence to go into any challenge.

Designed with strategically placed  
EVA padding on the shoulders,  

biceps and sternum.

 Using Dual Expansion Foam Technology, 
this gives more memory and 

is very lightweight.

Short sleeve and full length in body,  
the snug fit ensures that the padding  

stays securely in place and fits  
comfortably beneath other layers  

such as your Rugby shirt or training kit.
 

Classic sublimated design 
with classic RHINO branding.

PRO HEAD GUARD 
Adult & JUNIOR
WORLD RUGBY APPROVED
Ultra-Lightweight, but packed with plenty 
of protection.

Featuring a closed cell foam design for max-
imum cranial comfort that brings vital pro-
tection to your head, the head guard remains 
flexible as well as durable to sit comfortably 
on all head shapes and sizes.

Using Dual Expansion Foam Technology, this 
gives more memory and is very lightweight.

Multiple air vent sections to help keep your head cool.

The perfect fit is achieved through the elastic lace  
drawstring positioned on the back of the head guard  
and the adjustable Velcro chin strap.
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Rhino have a great six 
months ahead of them.

That's the view of Dave 
Reynish (pictured), managing 
director of Rhino Teamwear, as 
the popular rugby brand gears 
up for the British and Irish Lions 
tour of New Zealand in June and 
is immersed in this year's RBS 
Six Nations Championship, which 
began on February 4.

They are the official supplier 
of training equipment and 
official training and supporters 
ball collection licensee to the 
British and Irish Lions Tour to 
New Zealand in 2017 (having 
performed both roles also for the 
Lions tour to South Africa in 2009 
and Australia in 2013).

Reynish said: “The biggest 
thing for us this year is our 
association with the Lions.

“They will be using our scrum 
machines and technical training 
equipment, but we have also got 
the license for the balls as well, 
training and replicas.”

The full range of official 
Lions balls will include the 
official training ball along with a 
comprehensive range of replica 
and commemorative designs in 
full size, mini and midi sizes as 

RHINO HAVE 
A FEAST OF 

RUGBY AHEAD

well as keyrings.
The Official Training Ball 

will be used by the squad in 
preparation for the Tour.

Reynish added: “There are 
15-16 different replica balls. It's a 
very big thing for us this year.

“So, obviously, between now 
and the tour in June we will be 
focusing heavily on that, getting 
maximum coverage and sales.

“The balls seem to be  
going well at retail – the reorders 
have been well in excess of what we 
have had during the past two tours.

“I think, as well, that it is the 
first time in a long time we might 
have a chance of winning a tour in 
New Zealand.”

Rhino are also the Official 
Licensee of the RBS 6 Nations 
Supporters Collection and this 
year the imminent Lions tour is 
creating even more interest in 
the world's most popular rugby 
championship.

Reynish said: “The good 
thing with the Six Nations is 
that everyone is not just focusing 
on the championship but also 
thinking about Lions' selection. 
Which is great for us as well.

“We currently have the 
clothing and supporters collection 
licence for the Six Nations and 
that's going well and we are 
hopefully looking to extend that 
going forward.

With a new sponsor for the 
6 Nations on the horizon from 
next season, there could be 
renewed interest in the 6 Nations 
supporters collection and we hope 
to continue to be involved.

Rhino are also the Official 
Ball and Apparel Supplier to the 
Guinness PRO12.

And Reynish is pleased that 
Rhino is positioned so highly 
within the sport.

He said: “We are happy to be 
involved with these brands. The 
Guinness PRO12 League in rugby 
union and the Super League in 
rugby league firmly establish 
Rhino as a quality international 
standard ball, which is great.

“Guinness are a particularly 
strong sponsor and its been a great 
association for us.”

Reynish believes that there are 
good times ahead for Rhino and 
that they can further expand their 
brand within the rugby world.

He said: “In the ball market, 
Gilbert has a massive share and 
is at number one with a great 
number of deals and licences.

“We are really the only other 
brand that has these kinds of 
deals.

“We are serious in the ball 
market and there is room for us to 
grow as no other brands seem to 
wish to contest it.

“We feel there is a little bit of 
a gap which we, as a great rugby 
brand with the history we have 
got, can fill.”

However, despite their rugby 
background Rhino do not see 
themselves as a single sport 
brand.

They have expanded  rapidly 
in recent years via an aggressive 
programme of geographical and 
product licensing, and across a 
wide range of sports.

Their ranges included tops, 
jackets, baselayers, hoodies  
and bags.

Reynish said: “Our heritage is 
in rugby but we are very active in 
the university market and we do 

make sublimated kit for hockey, 
netball and volleyball etc.

“That part of the business 
is going well and we supply a 
number of universities, schools 
and clubs on that side of things 
as well.

“We don't see ourselves as a 
rugby-only brand, although that 
is our strength and heritage, but 
we don't want to be totally pigeon-
holed into that area.”

But in the midst of the Six 
Nations, a Lions tour not far off 
and business opportunities on the 
horizon, things are looking good 
for Rhino.

Reynish said: “We have been 
involved with clothing for a long 
time but for the last two years we 
have really been looking to get the 
balls and accessories side of our 
business going.

“And what we are 
finding is that people 
are looking upon us 
quite favourably.

“There's 
definitely 
a gap in 
the 

market at the moment, fingers 
crossed it seems to be going 
quite well and going in the right 
direction.

“We have a great six months 
ahead of us. We are really looking 
forward to that.”
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and aim to sidestep  
through a gap in the market

Dave Reynish, managing director of Rhino Teamwear, 
looks at what's in store for the well-know rugby brand

INTERVIEW
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Launched late last summer, 
the Suunto Spartan Ultra 
had a lot to prove, after all, 

Suunto already had the award-
winning Ambit series.

The aesthetic changes are 
obvious – a state of the art colour 
touch screen with a wider viewing 
angle, slimmer body and additional 
colour choices but in terms of 
features, what more could it offer?

Quite a lot it appears, 
especially when you use either of 
the two current Spartan models, 
Ultra and Sport, in conjunction 
with the Suunto Movescount 
website and app.

Sami Arhoma, performance 
director at Suunto, said: 
“In a fast-paced world with 
an overwhelming flood of 
information, athletes need 
better tools to determine how to 
efficiently achieve their goals. 
People who are driven by the 
passion to progress want to 
know if they are doing things 
right. More and more people are 
reaching out to communities of 
like-minded people for guidance 
and inspiration.

“With the Spartan solution, 
we are building on the insights 
we’ve gained through our constant 
dialogue with athletes and 

www.sports-insight.co.uk

Then the Suunto Spartan GPS Watch can help you reach your goal
coaches around the world. The 
new Suunto Spartan multisport 
solution offers customers new 
community powered tools to 
progress, including peer group 
comparisons and peer-to-peer 
coaching. We are convinced these 
tools will help them progress 
beyond their expectations.”

The watch itself comes with 
80 pre-set sport modes, providing 
sport-specific metrics and rich 
display options. For most popular 
sports like running and cycling, 
dedicated purpose specific sport 
modes such as interval running, 
obstacle race running and 
treadmill are also available.

In interval running, for 
example, you can see your latest 
interval times with average heart 
rate in the lap table display while 
running.  More recent software 
updates also enable you to 
customize your sport preferences 
and how you see them. 

With Glonass GPS, 
FusedSpeed and built-in 
accelerometer, both Suunto 
Spartan Ultra and Suunto Spartan 
Sport accurately measure your 
pace, speed, distance and GPS-
based altitude. Pair the watch 
with power and bike sensors to 
get running and cycling power 

and cadence.  Swimming-specific 
functions include swimming pace, 
stroke count, SWOLF and heart 
rate during swimming.

Sarina Pietrosanti, Suunto 
brand manager for the UK, said: 
“One of the features we’re getting 
particularly good feedback on is 
the heatmaps function.  It helps 
you find places to train wherever 
you are.

“Just locate where you are or 
are going to on the map, select 
a sport and zoom into the most 
popular tracks.

“Based on heatmaps, you 
can plan your own routes in 
movescount.com and transfer 
them to your Suunto Spartan for 
navigation guidance.  Feedback 
is very important to us and forms 
the basis of our Spartan Gets 
Stronger software updates.”

This Spring sees the 
introduction of Suunto’s first 
watch with wrist heart rate 
measurement.  Partnering 
with US-based Valencell, the 
leading innovator in wearable 
biometric data sensor technology, 
the Spartan Sport Wrist HR 
watch will combine Suunto’s 
hallmark robust design with the 
convenience of wrist-based heart 
rate measurement.

TECHNOLOGY 27

SPARTAN?

GARMIN FENIX 5 SERIES
l  Compact (47 mm) multisport GPS watch with Elevate wrist  

heart rate technology
l  Steel Grip design with stainless steel EXO-Antenna as  

bezel and forged steel back to maintain best integrity in 
demanding environment

l  Preloaded activity profiles for all of your sports and adventures
l  Put key stats at your fingertips with the performance widget that 

shows the effects and progress of your workouts
l  Connected features include smart notifications, automatic 

uploads to Garmin Connect  online sport community and 
personalisation through free watch faces and apps from their 
Connect IQ store

FITBIT BLAZE SMART 
FITNESS WATCH
l  Track steps, distance, calories burned, 

floors climbed and active minutes
l  Use multi-sport tracking to track runs, 

cardio, cross-training, biking and more
l  Get PurePulse continuous wrist-

based heart rate monitoring with no 
uncomfortable chest straps

l  Automatically record workouts to your 
dashboard with SmartTrack

ALTERNATIVES

POLAR V800 WITH H7 SENSOR
l  Built-in GPS and atmospheric air pressure sensor
l  Heart rate also in water with H7 heart rate sensor
l  Full Bluetooth Smart sensor support
l  Feedback after training
l  Training load and recovery status
l  Personal best rewards after training
l  24/7 activity tracking
l  Inactivity alert
l  Activity goal and activity benefit
l  Sleep duration and quality
l  Fitness test (H7 heart rate sensor required)

Want to train like a
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Saucer-shaped missiles made 
of pitch and pulverised 
limestone fly out of a hole in 

the ground at 100 mph and Ed Ling 
raises his custom-made Italian 
shotgun and, on a good day, will hit 
them virtually every time.

So will his wife Abbey, his 
dad Steve and his young brother 
Theo, because they are the most 
successful family in the history of 
UK big-time clay pigeon shooting.

Ed, at 33 the current world 
champion and bronze medal 
winner at the Rio Olympics, is 
already aiming for gold at Tokyo in 
2020 as part of an ambition to win 
everything the sport can offer. 

So it’s a surprise to hear him 
say: “There’s more to life than clay 
pigeon shooting” and to admit that 
his first thought after receiving 
his Rio medal was getting back to 
the family’s Somerset farm to help 
with the harvest.

“Of course shooting is 
massively important - I’ve been 
doing it since I was 12 - but the 
farm pays the bills and when 
you’ve spent the year looking after 
the crops you want to be there for 
the harvest,” he said.

Ed holds a world record for 
shooting 200 clays out of 200 in 
his specialist discipline, something 
never done before or since.  It won 
him the European championship.

Abbey is a five times ladies 
champion and a current British 
record-holder. Steve, father of the 
family, was a British champion, 
Olympic coach and is still winning 
vintage events. 

But it’s 16-year-old Theo who 
is currently the object of particular 
media attention as the youngest-
ever winner of an under-21 world 
championship and a European 
medalist. His eyes are also on the 
2020 Olympics - and, of course, 
beating his brother. 

“It’s the family dream for us 
all to qualify for Tokyo,” Ed says. 
“To go to the Olympics with all of 

@SportsInsightUK

Tony James catches up with world Champion and Rio Olympic 
bronze trap shooting medallist Ed Ling and his family

The sharpshooting Lings are setting their

us - my wife, younger brother and 
myself and dad. How good would 
that be?”

There are over 20 disciplines 
in clay pigeon shooting - formally 
known as Inanimate Bird Shooting 
- although most can be grouped 
under the main headings of 
sporting, skeet and trap.

Olympic trap shooting, and its 
variation Universal Trench, are 
where you will find the Lings. Clays 
are fired from 15 concealed traps 
and the unexpected heights, speeds 
and angles make this the ultimate 
shooting challenge.

Although sports shooting is 
a multi-million pound industry 
even the top clay shooters are still 

basically amateur and as British 
number one, Ed still works full-
time on the farm and funds his own 
training and competition expenses.

“Ed started shooting 
clays when he was 12,” Steve 
remembers. “We had this old trap 
on the farm. One Sunday I put two 
or three clays up in the air and told 
him what to do. I could see straight 
away that he could be something 
special. He got into the England 
team at only 13 and became a 
county champion.

“He’s probably the only shooter 
to have won junior, European and 
world titles. He competed in the 
Athens Olympics when he was only 
21 and was very unlucky not to win 

a medal in London in 2012. We 
were thrilled when he was third 
time lucky in Rio.”

Starting young seems to be the 
key to clay shooting success and 
Abbey was shooting for England 
little more than a year after taking 
up the sport. Recently she was in 
the team which won GB its first 
gold at the world championships. 
Theo was only eight when he first 
picked up a gun. “My dad just said: 
‘Have a go and see what you think 
of it'.” He was 13 when he made the 
national team and in 2015 qualified 
to compete with 21 year olds. Now 
he’s the youngest-ever under-21 
world champion. 

Steve can see that Theo’s 

SIGHTS ON JAPAN

“To go to the 
Olympics with 
all of us - my 

wife, younger 
brother and 
myself and 

dad. How good 
would that be?”

catching up: “At the European 
championships he beat Ed in the 
first 50 - he got 50 and Ed shot 
49. Ed eventually beat him but he 
really had to pull his finger out.

“It’s great when we go  
shooting as a family. In one  
recent event, Theo won the  
juniors, Ed got the overall high  
gun and I won the veterans. If  
we’d taken Abbey she would 
probably have won the ladies.”

Steve believes that in the UK 
the sport doesn’t get the publicity 
and recognition it deserves partly 
because of the governmental 
attitude to firearms. In Italy, the 
mecca of clay pigeon shooting, 
things are very different.

“Italy is the top shooting 
country and the best guns are made 
there. We are very short of shooting 
grounds but in Italy nearly every 
village has one - in one area there 
are about 20 shooting grounds and 
ten gun factories. Go there for a 
competition and you’re shooting in 
front of hundreds of people.”

Top shooters have tailor-made 
guns - the very best could cost you 
£50,000.  Shooting clays, you fire 
at where you’re looking above the 
gun. You don’t sight it like a rifle. 
As Steve explains: “A competition 
gun has to have the right stock and 
be the right height and be set up to 
fire where you’re looking.

“Most people want a gun to 
shoot about 60 per cent above the 
point of aim. Ed’s gun, at 30 yards, 
would probably shoot a metre above 
the point of aim. He’s always wanted 
a gun that shoots high, but it’s a 
personal thing. It’s purely hand-to-
eye co-ordination - you’re using a 
subconscious part of the brain.

“When you’re stood on that 
line, even after years of experience, 
you’re still fighting the little 
demons in your head. You can’t 
think about the clays you’ve shot or 
the ones you’ve got to shoot. Most 
important of all, don’t think about 
the ones you’ve missed.”

MY SPORTING LIFE

Theo, Abbey and Ed Ling
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Steve Ling in action

Ed Ling with his 
Olympic medal
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I was due to play in a county 
match for Kent up in 
Wolverhampton – I’m going back 
probably 35 years ago now – and 
saw a set of darts for sale on a 
charity stall. I bought them for £3.

“My first game was against a 
Scottish international player 
called Steve Parks. I threw a 
13-darter in the first leg and have 
used them ever since.

“I don’t even know who made 
them. Over the years I’ve tried and 
tried to get a second set without 
any luck. They started off 
weighing 21 grams but over the 
last 30 odd years they’ve worn 
down to about 18 grams now.”

So why now then, after years 
at the top of the game, would Andy 
want to change the darts that have 
been an integral part of his 
success and his career for nearly 
forty years? 

Andy said: “The truth is  
that my old darts have just about 
had it.

“They have worn to 
inconsistent weights and the grip 
has gone. Chris White, one of my 
sponsors made me realise that 
having just one set of darts is 
crazy given the amount I play all 
over the country and Europe.”

Being given the task of 
providing the replacement darts 
must have been just as daunting. 
Here is a player for whom his set 
of darts have transcended beyond 
being a piece of equipment. Andy 
turned to Winmau, his main 
sponsors for 12 years, and set 
them the challenge.

DAUNTING 
PROSPECT

Richard Saunders catches up with darts 
legend Andy Fordham as he embarks on a 

big challenge with sponsors Winmau
He said: “I’ve been involved 

with a few darts manufacturers 
over the years, but I’d never move 
from Winmau. They are like 
family. When I told them I needed 
a new set of darts they wanted 
them to be right every bit as much 
as I did.”

Though completely different, 
the similarities between the old 
and new sets are obvious.

The new darts are 90 per cent 
military-grade tungsten and are 
finished in a black Onyx coating. 
Like the old ones, the barrels are 
bullet-shaped and the main 
gripping area – picked out in white 
– comprises a series of six quite 
thick bands. Unlike his original 
darts, a second gripping area  
made from five much finer shark-
tooth bands, is located at the back 
of the barrel. 

Like other professional players 
in the Winmau stable, Andy has 
spent countless hours with the 
company’s technicians perfecting 
his new darts.

Andy said: “I didn’t realise just 
how much of my grip holds the 
back of the dart until I spent some 
time with Winmau’s boffins.

“As a result, they have made 
the barrel a few millimetres 
longer.

“I have tried other darts in the 
past, of course I have.

“I tried a set with a much 
longer, more tapered bullet barrel, 
but they flicked up in the air when 
they hit the board.

“I like my darts to strike the 
board level, so I can work above 

and below the darts in the board. 
These new darts fly through the 
air great.”

Though clearly delighted with 
the end result, Andy admits that 
breaking the bond with his old 
darts is tough.

“It’s all in the head, I know it 
is,” he says. “If I threw my old 

darts away, or lost them and  
had no choice but to play with  
the new ones my life would be so 
much easier.”

However, now, having made 
the commitment to his new 
equipment, Andy’s game 
continues to improve. “I do loads 
of exhibitions up and down the 
country and they are a great 
proving ground. You play lots of 
games, many of them against  
good players.”

Currently ranked 30 by  
the BDO, Andy was unlucky to  
just miss out on an appearance  
at the 2017 Lakeside World 
Championship – a tournament  
he, not to mention the rest of  
the darting community, is  
clearly desperate to participate  
in again following an absence  
of ten years.

Andy’s new steel tip Winmau 
darts are available in 23 and 25 
grams, and 18 grams in soft tip.

For more details see http://
www.winmau.com/det/2603/
andy_fordham/
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“The darts team was short one for a 
match and asked me if I would fill in, 

which I did. I was rubbish but from then 
on I was hooked. I couldn’t get enough 

of the game. I played all the time.”

When a Viking picks up  
a new weapon it's a

DARTS

@SportsInsightUK

S ome darts players are known 
tinkerers – forever tweaking 
the barrel design, or the 

length of their shafts or flight 
patterns. Others, like Peter 
Wright have no qualms about 
swapping to completely different 
sets even during a tournament.

For others though, the 
connection between player and 
dart is akin to snooker players and 
their cues and cricketers and their 
bats. Separation anxiety doesn’t 
even begin to describe it.

2004 BDO World Champion, 
Andy “The Viking” Fordham, is 
one such player. Now, having used 
the same set of darts for more 
than three decades, he is making a 
change. And it’s a wrench.

Andy said: “I started playing 
darts when I was 19 or 20.

“I was a good footballer then. 
After games and training we used 
to play darts in the Angerstein 
Hotel in East Greenwich.

“The darts team was short one 
for a match and asked me if I 
would fill in, which I did. I was 
rubbish but from then on I was 
hooked. I couldn’t get enough of 
the game. I played all the time.”

Despite that inauspicious 
start, Andy soon found the 
technique and form that would  
go on to win the Winmau World 
Masters and the BDO World 
Championship, not to mention 
countless other tournaments  
and titles.

Andy said: “I’d been given a set 
(of darts) for my 21st birthday but 
snapped the point off one of them. 

Andy Fordham.indd   1 16/02/2017   10:32



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

©
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ijlenbroek

©
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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



To place an order or for more info,
T: 01789 294442
E: info@dmp.uk.com
W: www.dmp.uk.com

Fitletic - Race Belt 
with race number holder and six gel slots
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TheMagicTouch have been 
honoured with a top award.

They picked up the Best Image 
Transfer Product at Trophex 2017, 
the UK’s premier exhibition for the 
awards and recognition industry, 
hosted at the NEC, for their latest 
image transfer innovation.

Using the latest in toner-based 
transfer technology the company 
have developed a new process to 
personalise football, rugby and 
various other sport balls with full 
colour logos and images.

Until now the personalisation 
of balls for the promotions market 
has been mainly restricted to 
single colour designs applied using 
traditional pad or screen printing 
techniques which involves a 
degree of set-up and is not suitable 
for full colour or photographic 
images and certainly not for 
individual designs.

Jim Nicol, TheMagicTouch 
managing director, said: 
“We recently produced some 
personalised balls for a local 
club decorated with 18 team 
member photos which was very 
well received and offers a great 
business opportunity for those 
in the awards and recognition 
market to develop over the 
coming months and years.”

Using the ProSeries Oki 

7411WT white-toner printer and 
CPM transfer paper, full colour 
images and logos can be applied 
to almost any type of ball using 
a modified ball-shaped platen 
manufactured by the UK’s leading 
press manufacturer A.Adkins.

The process is quick, easy 
and very durable with the cost 
per printed panel at less than 
10p per image.

Over the past six months 
the company have successfully 
conducted various trials 

with leading European ball 
manufacturers to ensure the 
various PU surfaces available 
are compatible to the low-heat 
application and remains durable.

Using the white-toner 
option also enables all colour 
panels to be decorated.

For further information on 
the new ball decoration process 
or any of the other transfer 
applications contact sales@
themagictouch.co.uk,  
www.themagictouch.co.uk

TheMagicTouch pick up a top industry award

Go Outdoors has partnered up 
with The Scout Association
GO Outdoors has become the 
new recommended outdoor 
retail partner for the The 
Scout Association.

The partnership launches 
GO Outdoors as recommended 
outdoor retailer to all Scouts, 
Beavers and Cubs, offering all 
ages what they need for outdoor 
pursuits and activities.

The Scout Association is 
the UK’s biggest mixed youth 
organisation offering six to 
25-year-olds fun and challenging 
activities, unique experiences, 
everyday adventure and the 
chance to help others make 
positive impact in communities.

To celebrate the partnership, 
GO Outdoors have also sponsored 
an activity badge as part of The 
Scout Association curriculum. 
Hikes Away Staged Activity Badge 
will be available across all Scouts, 
Beavers and Cubs, completed with 

the helping hand of Scout Leaders.
The badge stages different 

levels from Hikes Away 1 to Hikes 
Away 50. The stages are dependent 
on completing as Cubs, Beavers or 
Scouts and can start from an hours 
hike, to 4 hours activity hike and 
overnight stay with varied activities.

Chris Matthews, CEO of GO 
Outdoors said: “As a brand, GO 
Outdoors love to inspire everyone 
to get outdoors for less and love 
it as much as we do. With The 
Scouts, this is possible.”

Matt Hyde, CEO of The Scout 
Association said: “We are always 
encouraging young people to 
get outdoors, develop resilience 
and learn life skills through the 
journey of Scouting.

“Partnering up with GO 
Outdoors means we can work 
together to promote more people 
to get outdoors and experience 
new life changing adventures.”
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One of the best pieces of 
advice for retailers that 
I’ve ever heard was this: 

“don’t just sit next to the till 
waiting for customers to come to 
you. You’ve got to get out there and 
find them”. 

At first that surprised me 
because it’s not how retail works, 
is it? No, but it should be.  Consider 
how many times you hear those 
disappointing words, “Oh I didn’t 
know you were here”. This is despite 
your good central location and 20 
years trading on the site.

Sports retailers have some 
distinct advantages over other 
retailers in this respect. In 
particular you know where 
sportsmen and women gather on 
a regular basis – at sports clubs. 
That enables you to take the store to 
them at least in part. Which bumps 
us up against a couple of problems

First, plenty of retailers feel 
like a fish out of water if asked to 
sell away from their store. They 
also feel that they don’t have 
the necessary skills to sell in a 
different environment. They may 
possibly be right but I doubt it. 

More than that how do you go 
about getting access to all those 
potential customers? You can’t 
just pitch up at the local tennis 
club with a bagful of rackets and 
start selling. You’d be asked to 
leave, and right speedily.

However, you have a number 
of good reasons on your side to 
justify why clubs should agree to 
give you a platform. As an expert 
you can give advice – advice 
that’s far better than they’ll get 
from fellow club members. (From 
personal experience that is often 
something akin to ‘buy the brand 

@SportsInsightUK

Paul Clapham looks at ways to boost your business in the local community
– get out and about to bring in new customers

with the biggest advertising 
budget’). The members get the 
opportunity to trial products in 
the best environment. They meet 
you personally and establish 
rapport. That’s a pretty good 
rationale for inviting you along.

I strongly recommend going 
about achieving that invitation in 
as professional a way as possible. 
In practice that means finding 
out the name of the club secretary 
and writing to him or her. I would 
definitely suggest that far ahead of 
just turning up or phoning.

‘Writing to’ can come in 

various forms. The good old 
fashioned letter is professional 
and in this wired world, people get 
far fewer of them than they used 
to. So they get more attention.

You may, however, prefer to  
use email. It’s modern, it’s easy 
and it’s free. Those factors are 
as much a problem as a virtue – 
everybody else uses it with the 
effect of filling the recipient’s 
inbox. But it’s very tempting. 

A third option is to print 
a mailer. That is definitely 
professional and it need not be 
expensive. If you plan to sell to 

RETAIL

DON'T JUST SIT THERE

a lot of clubs (probably after an 
initial trial via email) this is 
certainly worth considering. 

I have used a very effective 
mailer, known as the Boost bar 
mailer. Predictably it’s got a Boost 
bar stuck to it. Nobody minds 
being sent chocolate and they all 
remember it when you do your 
telephone follow-up. 

In the same vein as the Boost 
bar mailer, here are some other 
ideas I’ve seen used or would 
suggest. Aimed at women is the 
Valentine mailer. It’s a paste 
engagement ring with the message 

“I have a proposal for you.” If 
you are targeting women (a fast 
growing sector of the market) I’m 
sure this would deliver results.

A cotton handkerchief with 
a knot at one corner and the 
message printed on it “remember 
(or don’t forget) to buy new club kit 
for the season during our summer 
sale”. They might throw that in 
the bin, but I doubt it. 

Before the British Lions tour 
to New Zealand you could send the 
Lion bar mailer (same principle 
as above Boost bar mailer) to 
rugby clubs. Pick the right clubs, 
get your timing right and I reckon 
you’d sell plenty of replica shirts 
in a couple of post-match hours, 
simply for turning up with the 
product in a full variety of sizes. 
This could work especially well 
on a Sunday morning when mini 
rugby is being played. You decide 
when you choose to do this.

If you have a loyalty card 
scheme, you can say, “we’ll help 
fund the club”. Any club members 
who sign up can commit their 
points to the club. The club can 
encourage members to do that. 
Quite soon you would become 
the go-to store for many of the 
members. Again, this would work 
especially well with junior teams 
or clubs.

You may feel that much of 
this is costly. Certainly, it’s not 
free. But it’s a route to finding 
customers in their dozens, 
perhaps hundreds, people who 
actually spend money on sports 
products. It’s tightly targeted to 
active sports people. In essence 
you would be spending your time 
and money reaching your core 
customers.

Saucony will soon be launching 
a new initiative to increase it's 
brand presence in the retail 
marketplace.

Due to continued growth, 
Saucony have recruited part-time 
shadow representatives to cover 
the UK and Ireland.

The running shoe brand 
will be rolling out its new 
representatives in March to 
enhance their offerings to 
retailers.

Emma Roach, Saucony 
marketing manager UK and 
Ireland, said: “Shadow reps 
will become an important 
part of Saucony’s regular 
communication, education and 
relationship building with both 
retailers and consumers.

“They will provide an 
essential support for the technical 

representatives, managing 
events, in-store merchandising 
and staff training.”

The new representatives  
have strong backgrounds in 
running and are regularly 
involved in sport.

They will bring their in-depth 
knowledge of the products to bear 
in the new roles.

Roach added: “We felt the 
need to recruit these new reps 
to increase the contact time 
and brand support for our key 
retailers.

“They will benefit retailers by 
providing additional support on 
the shop floor and brand support 
in a variety of different ways.

“And they will also enable 
Saucony to be more focused on 
driving the brand forward with 
our key retail partners.”

Don't sit by the till and 
wait for customers – 
go out and get them.

34

New initiative sees Saucony launch shadow representatives 
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A  sense of the value of the 
business of triathlon 
was shown when Dalian 

Wanda, a huge Chinese property 
company headed up by China’s 
richest man, Wang Jianlin, decided 
to move into entertainment and 
sport and purchased the brand 
“Ironman” in 2015.

Reuters reported that in 2016 
Ironman was expected to bring in 
$183 million, following four years’ 
compound growth of 21 percent.

“In 2015, the triathlon business 

in the UK was valued at £418 
million, made up of 140,000 
active racing triathletes,” said 
Gary Roethenbaugh who runs 
MultiSportResearch.com, a 
company which has for the past 
five years conducted research 
into the triathlon industry, and is 
also the founder of the website, 
triathlonbusiness.com. 

Gary said: “There are many 
challenges and opportunities in 
the sport. Challenges include the 
lack of diversity in socio economic, 

gender and ethnic terms as the 
sport is generally populated by 
wealthier, middle class males.”

However, he acknowledges 
the niche, high-end market does 
present opportunities, too.

“One hundred and forty 
thousand triathletes spending 
£418 million equates to the average 
person spending between £2,000 
to £3,000 every year,” he added.

His research published by the 
Triathlon Industry Association 
(TIA) and widely reported in 

36 ANALYSIS

THE BUSINESS 
OF TRIATHLON
Triathlon has established some deep roots in the 
endurance landscape with a solid business base. 

Fiona Bugler talks to industry experts about 
where triathlon is at – and its potential for growth

– does it have the legs, wheels and 
swim strokes to run and run?
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“Instead of being a box store 
that ships products, successful 
stores are taking a boutique 
approach to retail,” says Gary. 
Giant has this perfected, as part of 
the promotion for their triathlon 
evenings they describe offering: 
'sales, servicing, bike fitting, 
sports massage/treatment and 
artisan coffee' and an 'exciting 
environment for cyclists, coffee 
lovers and like-minded individuals.'

In an article for McKinsey, 
Sangeeth Ram, a partner in 
McKinsey’s Dubai office, wrote: 
“Many millennials—adults born 
from the early 1980s on—prioritize 
spending on multisensory 
experiences and events over 
product ownership.”

Gary’s words resonate with 
this. As well as coffee, “coaching, 
partnership with events, bike 
fitting, expertise, and of course 
a range of products will help 
retailers reach this market who 
come armed with intelligent, well-
researched queries. The days of the 
surly shopkeeper are gone.”

He added: “There has to be 
a holistic relationship with the 
customer to earn loyalty. If the 
shop is operating purely on product 
basis, consumers may simply come 
in check out the product and then 
go online to purchase.”

And, MultiSport Research has 
found that the experience starts long 
before the triathlete enters the shop. 
“Triathletes are highly educated 
about products and will have done a 
lot of research, and we’ve found that 
this process is part of the enjoyment 
for them. There are so many 
variables due to the complexity of 
the purchases and premium nature 
of the products,” adds Gary.

Growing the market
But what about reaching a larger 
market – women, families, and those 
further down the socio-economic 
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the press found that the average 
triathlete earns around £43K, is 
42 years old and highly educated. 
Further evidence of growth was 
highlighted by The Daily Telegraph 
who ran a story with the headline, 
UK Triathlons Set Investors’ Pulses 
Racing, and highlighted the fact that 
the sport has TV coverage in 160 
countries with an estimated global 
viewer audience of $207 million, and 
serious prize money, including The 
Abu Dhabi triathlon with $230,000 
(about £151,000) going to the winner. 

On yer bike
High-spending triathletes make 
up a proportion of a large tribe, 
referred to in Sports Insight 
October 2016, the MAMIL 
(Middle Aged Men in Lycra), and 
as discussed in that article one 
of their key purchases is their 
bike. “Of the annual total of £418 
million, 43 per cent is spent on 
bikes, not just buying a new bike, 
but servicing them, and updating 
them. In addition to that, money is 
spent on event entry, travel to and 
from events, apparel and online 
coaching,” explains Gary. 

Not surprisingly, bike brands are 
recognising the power of triathlon. 
The Giant Store in St Paul’s is 
an independently-owned brand 
store and the biggest cycle store 
in London. In January, February 
and March 2017, they are hosting 
triathlon evenings on how to start up 
or improve performance in various 
aspects of the sport including 
swimming, cycling, running and 
they’re offering up a Women in 
Triathlon evening, with a number of 
triathlon brands providing speakers 
and representatives.

Experience is 
everything
This kind of activity represents a 
simple way for retailers to reach 
out to triathletes.

ANALYSIS

THE BUSINESS 
OF TRIATHLON

What is your beach 2017 business plan?
Alex Strien, SME funding specialist, Spotcap UK, is a senior funding 
specialist whose current focus is on providing SMEs with insights on how 
to grow their business. His speciality is the alternative finance market

scale? A potential door-opener 
could come from a proposed change 
to triathlon’s Olympic format. In 
November 2016, The Times ran an 
exclusive, reporting that Marisol 
Casado, an International Olympic 
Committee (IOC) member and 
president of the International 
Triathlon Union (ITU), had 
admitted her preference to reduce 
the duration of competition to 
make the sport more appealing to 
television audiences and help pave 
the way for the inclusion of a new 
mixed relay format. With many 
countries’ governing bodies counting 
the medal tally, this could mean 
more medals, and subsequently 
more funding for the sport.

It also has the potential to make 
the sport, faster, and more exciting 
for spectators, and reveal a way to 
get fit and have fun to those inspired 
by what they see, taking the first step 
into the sport via the relay format (i.e. 
only having to focus on one sport). 

The social factor
Like any business some viral 
social media helps when it comes 

to engaging the customer and 
growing awareness amongst a wider 
audience. In September 2016, when 
Alistair Brownlee famously gave up 
on his chance to win first place in 
the last race of the World Triathlon 
Series as he helped his dazed brother 
Johnny over the finish line, triathlon 
was given a boost. As the story went 
viral, Alistair himself said he thought 
it may also have helped him to claim 
second place in the BBC’s Sports 
Personality of the Year.

Globally, the sport is growing. 
“Anecdotally, it’s said that in China, 
there were only around 500 Ironman 
athletes when Dalian Wanda bought 
in. Now there are 5,000,” says Gary. 
There’s a strong sense that triathlon 
will grow quickly in China, which 
will be helped by the fact that the 
Wanda Group have connections 
in real estate, offering real 
opportunities for putting on events 
and finding the land and permissions 
required, which can be prohibitive 
for many organisers of longer 
events. And worldwide the picture is 
positive despite the triathlon market 
in North America having reached a 

plateau. “To counter the flat trend in 
North America, participation in the 
sport is growing in Latin America,” 
says Gary, who’s just returned from 
the annual Triathlon Business 
International (http://www.
triathlonbusinessintl.com/) 
conference.

Other ways to grow the 
business include broadening the 
experience on offer, with off-road 
events such as the Braveheart 
Ben Nevis Triathlon, and popular 
multi-terrain Ironman events 
such as the 70.3 In Exmoor. These 
races challenge the participant 
with hillier routes and offer 
different types of experience. Just 
like in retail, in events, it’s the 
experience that matters.

Ultimately with marketing 
and packaging and investment 
aside, once in the race, the sport 
of triathlon can sell itself to the 
athlete. Gary says: “Our research 
has repeatedly found that the thing 
that makes athletes keep returning 
to multi-sport is that euphoria they 
experience when they cross the 
finish line.”

people than the manufacturing, 
transportation and construction 
sectors. It includes anything that 
meets people's demand for 
leisure opportunities, e.g. –  
experiences and facilities, in 
particular for sport, culture, 
recreation, entertainment, 
eating and drinking, days and 
nights out, betting and gaming, 
and accommodation.

During the first few months 
of the year a booming part of the 
market are the businesses that 
meet demand for fitness and 
wellbeing. As people start 
preparing for beach 2017, these 
businesses should look to make 
the most of this interest.

What are the most talked 
about services that have 
potential to add value to SME 
sport and leisure customers and 
your business in 2017?

Better-for-you snacks
Brits are snacking more than ever, 
and they are doing it on the go. As 
such being able to provide healthy, 
natural, quick eats that are easy 
for customers to take along with 
them is a quick and easy way to 
make the most of this trend. If you 
are yoga studio, invest in a 
smoothie bar. If you are an online 
athleisure wear business consider 
expanding your offering to include 
some of the new healthy better-
for-you products out there.

Mobile app
Developing an app might not be 
the most obvious tactic if you are 
an SME but it could make a huge 
difference in attracting new, as 
well as repeat, business. As we 
all know we now fill our down 
time with online browsing. An 
app allows you to increase your 

visibility and availability. It  
also makes word-of-mouth 
referrals easier. When you 
develop it remember to make 
sure it is easy to use and that is 
based on how customers use 
your product or service.

Community events
Some of the larger sports and 
leisure brands out there have had 
phenomenal success with 
building loyal followings 
through local events connected 
to their business. Today people 
increasingly want to feel that 
they have a relationship with the 
businesses that are part of their 
life. If you are a local boxing gym, 
consider putting in place a free 
monthly clinic. If you run a 
young children’s football league 
organise a community kick-up 
competition on the high-street.

Personalised 
services
There is more interest in  
fitness and health than ever  
but the way people work out is 
changing. Rather than joining  
a class or a gym people are 
looking for individualised 
training. If your run a business 
that focuses on providing any 
form of physical activity adding 
staff to meet this trend should  
be a consideration. The extra pair 
of hands would allow you to 
create tailored fitness plans  
and give your customers more 
hands-on guidance when they 
want and need it.

Investing for growth as a 
small business owner is never 
easy, but if you have a clear 
vision and purpose, you’ll be 
more likely to achieve growth. 
Time to get involved.

The UK Sport and Leisure 
industry is estimated to generate 
over £200 billion annually. More 
than half of the businesses 
contributing to this figure are 
SMEs. The industry, a bit of a 
dark horse in the British 
economy, actually employs more 
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R  unnersWorld looks to offer 
their customers a service 
that sets them apart.

The first store was set up in 
1989 in Rayners Lane, in the 
London Borough of Harrow.

After being situated there for 
20 years, and with the lease on the 
store coming to an end, they 
opened their Eastcote store – 
doubling the size of their original 
one – in Field End Road.

Part of the holdings of BS 
Sports, there are now four other 
franchised stores in Chelmsford, 
Colchester, St Albans and Watford.

Director, and manager of the 
Eastcote store, Phil Talbot (pictured) 
said: “I started with the trade in 1991 
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Phil said: “Going back a long 
time we were turning over a 
quarter of a million on the website 
and now last year we did six grand 
– we can't compete on price and 
we refuse to try.

“We are in premium places in 
the south of England which costs a 
lot of money to be in.

“The focus is on where the 
stores are and what they are 
trying to do, rather than selling.

“You can buy on it if you want 
but it is at full price so you might 
as well go to the store and do it.

“We are trying to push the stores 
– describing the product, technical 

RETAIL

RUNNERSWORLD
Phil Talbot, RunnersWorld director and manager of their Eastcote store, 

talks about 'fighting fires' and putting your best foot forward.

Battling the internet and educating 
customers – all in day's work at

RunnersWorld sports massage therapist, 
Sharon Dooley (pictured), along with Gary 
Telford, add another string to the store's bow.

Sharon uses the gait analysis equipment to 
help customers get over injuries and change 
their running styles.

She said: “We will use it as part of their 
treatment. We can watch how they are moving, 
pick up what they need to work on and then also 
help to re-educate movement patterns as they 

have rehab injuries.
“When something isn't working your desire to move doesn't go 

away, you just find a different way of doing it. That's how when you 
start off with a sore foot you end up with a sore shoulder.

“We are only open during shop hours Monday to Friday but the 
store is open on Saturday where we do afternoon sessions between 
1pm-6pm.”

At this time of the year Sharon and Gary see a lot of people 
come into the store looking to do their first marathon.

A lot are also brand new to running and have done too much, 
too soon.

Sharon said: “They haven't built up the underlying strength 
and breakdown. We are in the position to treat the injury. But, as 
running coaches as well, we can also look at helping them with 
their training plans as they're rehabilitating their injury and give 
them the confidence that they can still do it.”

IN THE TREATMENT ROOM

when I took redundancy from  
Lloyds bank.

“I did it as a stop-gap and then 
bought into the business. And I have 
been here ever since – as you do.”

To attract more people to the 
store RunnersWorld offers an 
array of services from gait 
analysis, setting up gadgets to 
treatment and advice.

They have a therapy room  
in store where sports massage 
therapists and coaches Sharon 
Dooley and Gary Telford can  
help people with their running 
and injuries.

The sports massage and 
sports clinic are available by 
appointment on the premises.

Phil said: “The service we 
offer kind of sets us apart.

“The gait analysis we do is 
more in-depth then most people. 
We have just started putting all the 
information down on a form and 
emailing it to the customer along 
with a video of them running on 
the machine, just a little report on 
what they do. We try and offer a 
service to those people who don't 
know what they need really.

“You can't get it in Sports 
Direct – you come in here and we 

can help you with your running 
technique and all that kind of stuff.

“A lot of what we do is fire 
fighting these days. 

“A lot of people haven't got a 
clue about their running, they just 
go out and run so almost when 
they break is when they come here 
and we have to sort them out.

“That's why we had the therapy 
room done – that now helps as well 
because Sharon and Gary are both 
therapists and coaches.”

However, Phil has discovered 
that offering such things as gait 
analysis and gadget set-up must 
come at a price. It's no good giving 
away all the expertise the shop can 
offer if the customer then goes away 
and buys their shoes off the internet.

Phil said: “Gait analysis is free 
if you buy the shoe from here, and 
all that goes with it, but if you just 
want us to do the analysis we 
charge £15 – we then give the 
customer a receipt which they can 
bring back at any time and get it 
off a pair of shoes.

“The biggest challenge is 
getting people to appreciate that 
we have a value – we are not just 
selling you a tin of beans.”

In an effort to stop customers 
using the shop as a demonstration 
zone, Phil doesn't offer refunds any 
more – they now issue store credit.

They had seen an upsurge of 
people buying shoes on a Saturday 
and then bringing them back on 
the Monday – after surfing the 
web to find cheaper prices – saying 
they had changed their minds.

Phil said: “If someone is being 
really genuine we are flexibile – 
we will swap it change it, different 
colour, different size but your not 
going to get a refund and we are 
not legally bound to give one either 
– we put it on the bottom of the till 
receipt now, we have to.

“We genuinely do try and give 
people a service.”

And that is the ethos behind 
RunnersWorld, it's all about the 
shoes and what's best for the 
customer.

Phil said: “We select our stock 
first on quality, they have to be good.

“The main focus of our stores is 
footwear – we don't have a brand we 
push as such because we try and 
give the customers what they need.

“We do the main running 
brands – Brooks, Saucony, Asics.

“We even do the ultra one as a 
by product as well as trail shoes 
like inov-8.”

The store does operate it's own 
website but they like to see it as 
driver for people to come in store 
and learn about their running.

features, then say where to buy  from 
giving the addresses of the stores 
and their telephone numbers.

“We are trying to encourage 
people not to buy online but go 
into the shops and get it.

“The thing is customers might 
think they know what they need.

“People can come in and say 
'have you got one of these' . We ask 
them what they want it for and we 
can then offer them alternatives 
that can be better for them and 
explain why. 

“We are runners and we know 
what's what because, on the whole, 
we have used these products.”
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41NEWSGREGORY JOINS 
EUROPEAN 
OUTDOOR 

GROUP
Backpack specialist Gregory 

has joined the industry 
association ‘European 

Outdoor Group’ (EOG) as an 
official new member.

Adrian Davison, European 
brand director, said: 

“Gregory have been making 
backpacks since the day 
it was founded. We are 

genuine specialists. Gregory 
is continuing to grow within 

Europe and increases 
market shares each season.

“So joining the EOG was a 
logical step. Being a member 

of the EOG enables us to 
better communicate with 

other brands and better 
understand the ever-

changing marketplace. 
From this partnership, we 
hope to gain insight on the 

best practices so we can 
continue to work together 

towards common goals.”
Founded in 2003, the 

European Outdoor Group 
is an industry association 

established to represent the 
common interests of the 

European outdoor business.
As of January 2017, the EOG 

has 106 members ranging 
from various apparel and 

hardware brands to retailers 
to key technology companies.
For more information visit 

www.gregorypacks.com

Nostalgia sports apparel 
company, Mitchell & Ness,  
has opened its first 
international flagship store  
in London.

The  Soho store offers visitors 
an innovative, modern retail 
environment that showcases the 
Mitchell & Ness brand inclusive 
of authentic jerseys, headwear 
and accompanying merchandise 

The UK’s largest outdoor 
industry exhibition, OTS 
2017, is all set for another 
successful year.

A variety of new and 
existing brands have already 
signed up to showcase their 
product ranges over five months 
ahead of the opening day.

The latest floor plans  
and booking form are now 
available to download at  
www.outdoortradeshow.com

Taking place from July 
11-13, at Stoneleigh Park, in 
Warwickshire, many of last 
year’s exhibitors have rebooked 
and some have even significantly 
increased the size of their stands, 
including Craghoppers, Lyon 
Equipment, Mountain Boot 
Company and Regatta.

Regular exhibitors, returning 
to OTS for the 12th year in a row, 
include Arctic Fox, Buffera, Burton 
McCall, Keela, Lyon Equipment, 
Mycoal, Nikwax, Rosker, Snugpak, 
Trespass, Vango and Whitby & Co.

New exhibitors, looking 
forward to attending OTS for 
the first time include Accapi 
Group, Dolomite/Scott Running, 
Falke, HJ Hall, LedLenser, 
Outdoor Research.

In a move to further 
embrace the extraordinary 
work of the Outdoor Industries 
Association (OIA) and become 
more representative of the 
whole trade, OTS has gifted the 
trade association a share of the 
show’s ownership.

As a result of this new 
partnership, OTS organisers are 

offering an early bird discount 
to OIA members booking before 
March 20. Those interested 
in joining the association can 
email info@theoia.co.uk for 
further information. 

OTS brings buyers and 
sellers together under one roof 
and attracts the key players of 
the outdoor industry, providing 
a fantastic opportunity for 
distributors and manufacturers 
to showcase their new and 
existing product ranges to over 
1,000 retailers.

The annual ‘one-stop-shop’ 
exhibition also allows retailers 
across a variety of markets to 
see a wide variety of brands 
presenting clothing, footwear 
and accessory products in the 
exhibition halls, at the same time 

as allowing camping retailers 
to browse through the hundreds 
of tents and awnings on display 
outdoors. Online visitor 
registration will be open shortly.

For further information, please 
visit the event’s official website 
www.outdoortradeshow.com 
or call the show organisers, MCS on 
0161 437 4634. 

You can also follow the show 
on Twitter (@OTS2017), or like 
the Outdoor Trade Show page on 
Facebook (www.facebook.com/
OTSshow).

It's all set to be a good year for OTS 2017

Mitchell & Ness open international flagship store
from brands such as Concepts, 
Reigning Champs and more.

The 1,022 square foot  
space features grey oak wood 
finishing throughout the space 
while custom wood veneer  
finish completes the units for 
product displays.

To celebrate the store 
launch, the brand will release a 
Mitchell & Ness and Liquiproof 

collaboration. Traditionally a 
high-end cleaning product for 
trainers, the brand and Mitchell 
& Ness are adapting for a special 
headwear partnership.

The Mitchell & Ness London 
store is located at 19 D’Arblay 
Street, Soho, London, W1F 8ED, 
and will be open Monday-Friday 
11am-7pm and on Saturday, 
10am-7pm.
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C  an't cope in the morning 
until you have had a cup of 
coffee?

Well it might not just be the 
jolt you need in the morning to 
get your working day going but it 
can also help with training and 
athletic performance.

Dr Rob Child, Science in Sport 
chief scientific officer, knows that 
caffeine can help to get your motor 
running.

The old way of having a mug 
of coffee before an event has been 
updated.

SiS have a range of caffeine 
products GO Energy plus caffeine 
gel - 75mg caffeine; GO Energy 
plus double caffeine gel - 150mg 
caffeine; and  GO Hydro plus 
caffeine – 75mg.

Rob said: “ In some ways the 
old method of having a coffee isn't 
a bad one.

“The difficulty comes in  
how do you have a cup of coffee  
in the race.

“I used to work with a cyclist 
called Linus Gerdemann, who 
wore the yellow jersey in the Tour 
de France back in the day.

“He used to say put a caffeine 
shot in my bottle - in with the 
electrolyte drink.

“But people want 
something a bit 

more palatable 
than that.

Dr Rob Child, Science in Sport's chief scientific officer, 
looks at how caffeine can get you up and running.

Can't get the day started without a

“The caffeine gel is a much 
better thing to take during 
exercise because it's got energy 
and caffeine.”

There are multiple benefits of 
caffeine – before exercise it helps 
mobilise fat from the adipose 
tissue into the bloodstream. The 
free fatty acids can be sucked 
up by the muscle and be used 
during exercise which reduces 
the reliance on glycogen in part 
of the ride.

Rob added: “This means 
maybe you spared 50 grammes 
of glycogen in the first couple of 
hours of cycling and you have that 
extra at the end of the race, in the 
muscle, to then utilise to increase 
exercise at a higher power.

“It is a way of saving or 
sparing carbohydrate at the 
beginning of a ride and burning 
more fat.”

Caffeine can also lead to fat 
loss when taken before exercise.

It  mobilises fat from 
the adipose tissue, which is 
something that happens naturally 
through exercise, but doing 
it beforehand means you can 
potentially burn more fat.

Rob added: “A lot of the guys 
in the winter would take caffeine 
as part of breakfast or they 
might even reduce the amount of 
breakfast or have no breakfast so 
they could burn more fat during 
the exercise session if that was 

one of their goals.”
But there are other 

benefits that can also 
be derived from the 
humble coffee bean.

Caffeine can 
also alter muscle 
fibre recruitment 

patterns, which allows more 
muscle fibres to be engaged during 
physical activity which can 
increase power output.

From the psychological 
standpoint it also has some 
benefits in terms of alertness and 
reaction time.

Rob said: “Alertness is quite 
important because if you spend 
two, three hours on a bike you 
do tend to get fatigued and it can 
require a lot of concentration.

“By being more alert,  
maybe you follow the correct 
wheel or you spot the pothole 
rather than crashing into it and 
buckling your wheel.

“Reaction times are so 
important for cycling. They are 
useful for those times that people 
are going to fall off in the race 
and you will have to react to 
something you haven't anticipated 
- just a few milliseconds can be 
the difference between avoiding a 
crash or being part of it.”

The key areas for caffeine 
use are the effects on muscle, 
on fat burning and on mental 
performance.

“I used to work with a cyclist called Linus Gerdemann, 
who wore the yellow jersey in the Tour de France back 

in the day. He used to say put a caffeine shot in my 
bottle - in with the electrolyte drink. But people want 

something a bit more palatable than that.”

NUTRITION

CUP OF COFFEE?

And it's not just cyclists that 
can benefit.

Rob said: “It's useful for quite 
a wide range of events and sports 
as well.

“I know that caffeine gels are 
used by the football teams that SiS 
are working with, both before the 
match and at half-time as well.

“So that, in particular, 
towards the end of the second half 
when other teams are going into 
fatigue the teams we sponsor are 
in slightly better physical and 
mental state and that's when the 
opportunities can occur in terms 
of goal-scoring opportunities.

“But also the hydrotabs I think 
are useful pre-event, to provide 
caffeine and hydration before 
the event actually starts is also 
beneficial.”

The caffeine gels can also 
be used in conjunction with the 
protein gels as well.

Rob said: You can mix and 
match, it depends on the duration 
of the event.

“It might be that you take a 
go hydro tablet say half an hour 
before the event and then you 

might take a caffeine gel, for 
example, if cycling maybe half an 
hour before a mountain, you might 
take another caffeine gel at the 
end of the event.

“When I worked with Carlos 
Sastre (winner of the 2008 Tour 
de France) – he would take the 
caffeine gels with him as an 
emergency measure. 

“If it was, for example, a 
rolling stage, normally he is a good 
climber and doesn't have  
any difficulties.

“But if there is a bit of a surprise 
and someone, or some other team, 
goes full gas on a rolling stage, you 
get isolated, he needs to be ready to 
go and push himself really deep he 
takes the caffeine gels with him.

“When he used to come back 
and say 'I've had a pretty good day', 
I'd ask why and would say 'hah I 
haven't taken any caffeine gels'.

“So he was well within 
his physical capabilities. But 
sometimes in an event to get 
through a bad patch or difficult 
patch, in say a marathon, then 
a caffeine gel is one of the ideal 
things to take with you.”
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Golf Participation Report for Europe 
2016). Despite the overwhelming 
successes of Northern Ireland’s Rory 
McIlroy, golf apparel and footwear 
sales are down across the big five 
countries (Great Britain, Germany, 
France, Italy, Spain). The apparel 
and footwear market for the big five 
decreased by 30 per cent to £58.1 
million in the last decade, though 
recovered in the 12 months to 
September 2016, thanks largely to 
the apparel business. 

Of the big five countries, Great 
Britain is a golf stronghold, 
accounting for 50 per cent of the 
total golf footwear and apparel 
value, though it follows the 
downward Big Five trend over the 
last decade and has also declined 
in the last year in value.

Following  these inopportune 
trends, Nike renewed its golf 
strategy in August 2016 by 
stepping out of the equipment 
market – including clubs, balls and 
bags – allowing the brand to focus 

its energy on accelerating 
innovation in its golf footwear and 
apparel business.  Adidas’ latest 
move in the golf arena marks a 
similar shift in focus. In May 2016, 
the company announced that they 
intend to sell their subsidiary 
TaylorMade, because sales fell for 
the third straight year in 2015. 
Despite this negative news for 
TaylorMade, its future is not 
necessarily bleak, as Tiger Woods 
announced his return on the 
world’s finest greens for 2017 and 
signed a multi-year endorsement 
deal with the clubs and bags maker.

As one of the biggest names in 
the sport, Woods is still 
representing Nike for its apparel 
including golf shoes.  Other 
positive indicators for the sport 
include Jason Day, the current 
number one golfer in the world, as 
well as six other highly-ranked 
European golf athletes joining the 
Nike family in January 2017. 

The way forward seems clear 
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NPD Group look at the state of play for the golf 
industry and what the future holds for the sport

Difficult times ahead  
on the greens but there 
are signs of a recovery

ANALYSIS

Despite attempts made by 
golf associations to dispel 
the notion that golf is a 

recreational activity reserved for 
the elite, for many the sport is still 
tied to affluence and exclusivity, 
which may play a significant role in 
hampering growth opportunities.

Despite this challenge, it is still 
a multi-billion pound industry in 
the UK and notably increased its 
international exposure having been 
included in the 2016 Olympics in 
Rio de Janeiro, following more than 
a century-long hiatus.

However, the sport is facing 
difficult times, particularly in terms 
of the drop-off of registered golfers 
in the last few years following the 
economic crash of 2008. According 
to England Golf, club membership 
dropped by 20 per cent in the last 
ten years in England. 

In Europe, the UK and Ireland 
represent the largest golf markets 
with an estimated 1.1 million players 
and roughly 3,100 courses (KPMG – 

Jason Day,the number 
one golfer in the 
world, has joined the 
Nike family.
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participation 
observed in other 
European countries, 
particularly Germany, Austria 
and Sweden.  However, significant 
progress is being made according 
to new data from England, 
Ireland, Scotland and Wales, with 
successful events encouraging 
female engagement with the sport 
playing a role.

With regards to age, younger 
people are growing in importance 
in terms of how much they 
contribute to the sale of apparel and 
footwear across the big five – which 
is encouraging news. 

Approximately 42 per cent of 
the golf apparel and footwear value 
come through the under 45 age 
group, having increased by roughly 
seven per cent in the last four years.

for the 
industry - it 
must act 
decisively in 
addressing 
declining 
participation. 
Many golfers are 
too time-crunched 
to fit in a traditional 
18-hole game into their 
schedules. Consequently, 
the sport should adjust to 
the new habits and demands 
of consumers and provide an 
option for golfers to play shorter 
games, with a shorter nine-hole 
game being considered as a viable 
alternative.

In addition to this change, 
improved technology for virtual 
reality could help to increase 
engagement with the sport with 
‘Urban Golf’ or ‘Top Golf’ in the 
heart of cities. Following the 
signings of the biggest names in 
golf and the return of the sport to 
the Olympic Games in 2016, it is 
hoped that younger people and 
women will be drawn to take up 
golf. The gender split on the Big 
Five apparel and footwear market 
is quite one-sided, where females 
represent only 24 per cent in the 
12 months to September 2016.

According to European golf 
associations, over the last decade, 
females have accounted for 
roughly 14 per cent of golf club 
membership in Great Britain and 
Ireland, below levels of female 
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12 MONTHS  ENDING SEP 2014

APPAREL

12 MONTHS  ENDING SEP 2015 12 MONTHS  ENDING SEP 2016

FOOTWEAR

Online In Store

BIG FIVE GOLF FOOTWEAR & APPAREL 
VALUE SHARE BY GENDER

BIG FIVE GOLF FOOTWEAR & APPAREL PRICING 
IN THE 12 MONTHS TO SEPTEMBER 2016
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Tiger Woods has 
signed a deal with 

TaylorMade.

One way of encouraging this 
positive trend is lower entry-point 
pricing to draw in the next 
generation of golfers to the greens. 
In the 12 months to September 2016 
roughly 58 per cent of the apparel 
units were bought on promotion 
with a 40 per cent discount, while 
for golf footwear the depth of 
discount was just six per cent on 44 
per cent of golf footwear volumes.

Although reversing downwards 
trends in golf may be challenging, 
there are signs that the sport will 
remain resilient, as energies shift 
towards making the sport more 
inclusive and broader in its 
demographic appeal, while the 
investment made by brands in big 
names may also provide a boost. 

AVG. FULL PRICE AVG. PRICE AVG. PROMO PRICE

42.54
44.09
45.28
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My assistant Norman is 
convinced that things 
are slow at Premier 

Sports at the moment because of 
Brexit. Coming from someone who 
voted Remain hoping that it would 
keep Jamie Vardy at Leicester 
City, I’m hardly likely to take 
much notice of that. We all know 
that Vardy stayed put because he’d 
ordered a new stair-carpet for his 
place in Melton Mowbray.

I can’t deny that business is 
pretty awful - only yesterday I 
agreed to sell a one-legged man a 
right-footed trainer at half price 
just to hear money dropping into 
the till. We haven’t heard that very 
often just lately.

But we’re putting a brave face 
on it and Norman has even 
brought in a slogan his uncle Cecil 
made in pokerwork which reads: 
Cheer up – things could be worse.

So I cheered up, and sure 
enough they got worse.

Sadly, it hasn’t made a lot of 
difference, which is probably not 
surprising when you haven’t had a 
customer since lunchtime, kids 
have been picking the putty out of 
the front window and something 

Have Fun” 
which he 
got in the 
library.

It was by an 
American dentist 
called Dr Jeff Alexander of 
the Youthful Tooth dental 
practice (find it on Google if you 
don’t believe me) who apparently 
makes his staff ecstatic with joy 
by lobbing out money for them to 
buy themselves presents.

As Norman told it, Dr 
Alexander had become a real-life 
tooth-fairy by taking all his staff 
to a nearby shopping mall, giving 
them $200 each and saying: 
“Anything you buy for yourself 
with this money in the next hour 
is yours to keep. You have to buy at 
least five items and any money you 
haven’t spent in an hour comes 
back to me.”

According to Dr Alexander, 
“They had a wonderful time 
dashing from one store to another. 
It was a real treat for them and it 
gave me a great feeling watching 
them have so much fun.”

Norman said that according to 
the book, the surprise shopping 

trip gave 
the doctor’s 

people the 
chance to interact in 

a positive social situation and 
they all worked much harder 
when they got back, presumably 
pulling out teeth and sending 
groggy patients tottering out in 
droves.

Inevitably, I could see what 
was coming. “They’ve got an end-
of the season bargain sale of gas 
barbecues at B&Q and if someone 
bought me one as a surprise, I 
might volunteer to come in next 
Saturday when I’m supposed to be 
off,” Norman said.

To be fair, I could see he might 
have a point. People really do 
appreciate it when a boss 
recognises their worth and does 
something which is both 
thoughtful and unexpected.

That’s why I’ve agreed that 
Norman can have half an hour off 
to go to the chiropodist next 
Thursday afternoon, so long as 
he’s back in time to lock up.
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seems to have died a slow death 
under the stockroom floor. 

But we felt we should 
persevere, particularly as the 
Institute of Personnel 
Development, no less, has 
declared that having fun in the 
workplace is one of the best ways 
of perking a business up. The 
theory seems to be that once we’re 
all smiles, morale will magically 
improve and we’ll find a way of 
making everything ok again.

It’s obviously worth a try,  
but just how do you make yourself 
fall about with laughter when 
they’re coming next week to turn 
the gas off?

Maybe attacking yourself with 
a water-pistol might temporarily 
take your mind off your problems 
but it seems to lack that element of 
surprise essential in a good joke.

Spinning round in the office 
chair until you’re dizzy can be 
quite funny if you’re prepared to 
make the effort. So is having two 
paper-weights labelled “Big Deal 
and “Little Deal”.

A friend with a sports shop in 
the next town also read the 
Institute of Personnel and 

Development findings, and is  
now doing his bit for the economy 
with solitary line-dancing in  
the stockroom and setting all  
his swinging executive toys  
going at once.

His assistant also contributed 
to the national merriment by 
listening to the lunchtime edition 
of The Archers  and shouting at 
the radio through a rolled-up 
newspaper.

Norman, bless him, has done 
his best to cheer us up with jokes 
like “I picked up the phone and 
said: ‘Who’s speaking, please?’ 
and a voice said: ‘You are’” and 
“I’ve bought some HP sauce and 
it’s costing me 6p a month for the 
next three years.”

But we knew in our hearts 
none of this was really the answer 
to the deadly gloom which has 
settled among the last season’s 
cricket boots and the bargain-
price Portsmouth Premiership 
shirts that Norman, ever the 
optimist, got in a fire-damage sale. 

Then this morning Norman 
announced that he could have 
found the answer to our problems 
in a book called “Managing to 

Perk your business up by having 
fun and become a tooth-fairy

A sideways look at the world of independent retailing
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Search #safejawzselfie to  
witness the movement yourself...
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