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WELCOME Four-time Ironman champion 
joins HOKA ONE ONE
HOKA ONE ONE has added 
up-and-coming European 
triathlete Patrik Nilsson to 
their roster of elite triathletes.

The 25-year-old Swedish 
national joins Cyril Viennot, 
Charlotte Morel, Boris Stein and 
Alessandro Degasperi, among 
others, as HOKA-sponsored 
triathletes.

Nilsson has won four Ironman 
triathlons and has recorded three 
sub-eight-hour Ironman finishes, 
including a personal best time of 
7:49:18.

Mike McManus, senior sports 
marketing manager at HOKA 
ONE ONE, said: “Patrik is a 
tremendously talented athlete, 
and we are thrilled that he is part 
of the HOKA ONE ONE team.

“He is a growing force in 
Ironman and we are excited to 
be part of the journey this season 
and beyond. HOKA has a strong 
triathlon team that’s one of the 

Under Armour will open a 
flagship store in Amsterdam.

The innovative new store will be 
located on Kalverstraat, the city’s 
leading retail destination. The 
Brand House will focus on Under 
Armour’s cutting-edge products 
and design, and will showcase the 
brand’s commitment to offering 
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The year seems to be flying by.
It only seems like yesterday that 

I was at the STAG Buying Group's 
Winter Show in the Cotswolds and 
here we are previewing it in this 
issue.

And it's not only time that seems 
to move quickly as technology 
continues to advances at quite a pace.

There always seems to be a new 
iPhone coming out. Advances in 
wearable tech move forward in leaps 
and bounds and social media sprouts 
up everywhere.

What can we do to harness the new 
technological age?

In this issue, Fiona Bugler takes 
a look at the world of affiliate 
marketing. What it is is, how it is used 
and what benefits it can bring.

Paul Sherratt takes a look at what 
could be the next wave in selling 
sporting goods – T-Commerce.

Brands could start selling directly 
to you through your television 
screens when you're watching a 
sporting event.

In difficult times, Jonathan Quint 
looks at the troubles facing Toys R 
Us and what lessons can be learnt for 
your business.

And before I sign off – have you 
liked our Facebook page yet. Go on, 
you know you want to!

Enjoy reading our October/
November issue.

most competitive out there, and 
Patrik is a great addition to that.”

Nilsson said: “To be a part of the 
HOKA ONE ONE team is a huge 
step forward for me as an athlete, 
and I love running with their 
shoes.

“I look forward to being a part 
of the team. Getting to experience 

customers a superior shopping 
experience.

The store will feature men’s, 
women’s and kids apparel, footwear 
and accessories across multiple 
categories, including training, 
running, golf and football. Staffed 
with highly-trained product experts 
to ensure that all customers receive 

their product development and 
being part of their events around 
the world means I can grow as an 
athlete and experience the family 
of HOKA fans and athletes.”

Nilsson’s next race is the 
Ironman World Championship 
in Kona, where he hopes to finish 
in the top ten.

guidance and recommendations 
tailored to their unique training 
needs, the Brand House will be 
Europe’s premiere Under Armour 
retail destination.

Chris Bate, managing director 
Europe, said: “Opening our first 
flagship store in Europe is a 
milestone moment for Under 
Armour. The store will not only be 
based in the same city as the brand’s 
European headquarters, but it will 
also be located in its busiest retail 
area and will offer our customers an 
elevated shopping experience as we 
continue on our mission to make all 
athletes better.”

Under Armour to 
open flagship store 
in Amsterdam
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PERFORMANCE 
SWIMWEAR BRAND 

NATATIO LAUNCHES 
DEBUT COLLECTION

British sports swimwear 
brand Natatio has 

launched its debut UK 
collection which fuses high 

performance design with 
contemporary style.

The brand was founded by 
an Australian swimmer 
who wanted to create a 

swimwear range that met 
the demands of lap and 

open water swimming but 
also was beautiful and 
comfortable to wear.

Natatio swimwear is first 
and foremost designed to 

perform for both pool-based 
and open water swimming, 
providing high freedom of 

movement, comfort, support 
and durability swim after 
swim. Clasps and zips that 

get in the way of the real 
purpose are not included; 

every design element in the 
swimwear is focused on 

enabling as many swimming 
strokes, tumble turns and 

dives as a swimmer can 
manage.

The majority of the fabric 
used in Natatio’s first 

collection is made from 
regenerated nylon waste, 
including spent and ghost 

fishing nets.
As a company, Natatio 

is striving to use 100 per 
cent regenerated yarns as 
it grows, and outlines the 

proportion of regenerated 
yarn in each swimsuit on its 

website.
The collection sees a mix 

of one-piece swimsuits and 
two-piece bikinis which 

all offer high-performance 
designs mixed with stylish, 

fashion-forward colours 
and prints. The swimwear 

is manufactured using 
premium quality, Italian 

fabrics which provide ultra 
resistance to chlorine, sun 
creams and oils; Excellent 

UV protection; Muscle 
control; Shape retention, 

Two-way stretch and 
Soft feel.

JD Sports Fashion Plc 
has announced half-year 
revenue and profit growth 
as it continues to expand 
its network of UK and 
international stores.

They  reported a record pre-tax 
profit of £102.7m for the 26 weeks 
to July 29, up year on year by 33 
per cent.

Revenues rose to £1.37bn, up 
41 per cent in comparison to the 
same period in 2016.

During the period, the company 
opened new stores in most 
of its existing territories and 
also launched its first stores 
in Australia. There was a net 
increase of 12 stores in the first 
half in the UK and Ireland. 

Peter Cowgill, executive 
chairman, said: “I am delighted to 
report that the Group continues 
to make strong progress with 
profit before tax for the first half 
increased by a further 33 per cent 
to a new record level of £102.7 
million. This is another pleasing 
result demonstrating the strength 
of our highly differentiated 
multichannel proposition and 
our ability to prosper in an 
increasingly competitive market 
for athletic inspired footwear and 
apparel.

“The base of our ongoing 
excellent multichannel retail 
performance comes from the 
continued strength of our core 
UK and Ireland Sports Fashion 
fascias. We have strengthened 
our foundations by significant 
progression internationally both 
instore and online so that the JD 
fascia now has a much broader 
store and multichannel consumer 
reach and brand influence 
globally.

"We are encouraged by the sales 
to date in the second half which 
have continued at similar levels to 
those in the first half supporting 
our continued confidence in the 
robustness of the JD proposition. 

We expect the year end out turn to 
be towards the upper end of market 
expectations, which currently 
range from approximately £268 
million to £290 million, and remain 
confident that we are appropriately 
positioned to deliver further 
profitable growth and enhance long 
term shareholder value.”

JD’s outdoor business which 
includes Blacks, Tiso and the 
recently acquired Go Outdoors, 
delivered a positive result in the 
first half for the first time. 

Cowgill said: “Outdoor, including 
Go Outdoors for the first time, 
has delivered a positive result 
in the first half for the first time 
with an operating profit of £0.1m 
(2016: loss of £2.3 million). This 
result is stated after a non-trading 
amortisation charge of £1.9m 
which represents the start of the 
amortisation of the intangible 
assets on the fascia and various 
brand names which were created 
on the consolidation of the 
acquisition last year.

“This profitable result has largely 
been driven from Go Outdoors 
where the strong camping and 
outdoor living proposition benefits 
the first half. Excluding the non-
trading amortisation charge of 
£1.9m, Go Outdoors has delivered 
a profit from its trading activity of 
£4.0m which is broadly in line with 
our expectations and £1.6m ahead 
of what would have been reported 
in the equivalent period for the 
business in the prior year.”

We also continue to make 
encouraging progress in our pre-
existing businesses with Blacks 
/ Millets seeing a reduction in its 
first half loss from £2.3 million 
to £1.6 million. We are pleased 
that our team's ongoing efforts to 
improve the Spring/Summer offer 
and deliver a proposition which 
can trade all year have had positive 
results  Both fascias delivered 
encouraging like for like store sales 
growth during the period.”

JD Sports announces 
record profits

England's most promising 
prospect signs with 
Salming's elite squad

Lotto set to expand their 
active lifestyle range

Salming have signed up 
England's Elise Lazarus.

Adrian Grant, Salming Squash 
Global Endorsements and US 
accounts manager, said: “Salming 
are excited to introduce Elise 
Lazarus as part of our elite squad. 
She's an exceptional talent with a 
"no nonsense" style of play. We are 
proud to be supporting her journey 
and look forward to our relationship 
and seeing Elise continue to 
develop.”

Lazarus has continued to 
rise through the junior and now 
senior ranks having represented 
England and receiving her senior 
cap at the European individual 

Lotto is focusing on growing their 
active lifestyle segment with 
a new market positioning and 
visual identity. 

Lotto has developed Life's, 
a collection of footwear and 
clothing dedicated to those who 
live sportingly, in a light and fun 
way. They are characterized by 
Italian style while the materials 
and design are about functionality 
and ergonomics and the graphics 
and colours closely match the latest 
fashion trends.

The collection will make its début 
in stores and online from the 2018 
Spring-Summer season. The two 
souls of the new lines are: a more 
sporty one - Life's Active - ideal for 
fitness and training; the other - Life's 
Inspired - ideal for leisure, for active 
living with a comfortable fit for all 
occasions.

Five different brands are included 
under the heading of the Lotto 
mother brand: Lotto Performance, 

championships, where she reached 
the quarter- finals.

To add to her impressive season 
she also won the British National 
U23 Championships and has already 
broken into the PSA top 100, all at 
the age of just 16 years old.

Lazarus said: “I'm really looking 
forward to the new season with 
Salming. I really like the feel of the 
new Forza racket.

“I also love the colours of the new 
Salming clothes, the quality is great 
and they are very comfortable to 
wear. The rough diamond string 
that I'm using at the moment is very 
good. I feel I get a lot of power and 
control in my games.”

Life's, Lotto Leggenda, Aequiter and 
Lotto Works, with its high quality 
technical solutions for the workplace. 

Andrea Tomat, president of 
Lotto, said: “Lotto has always been 
synonymous with sport and today 
it's an evolving brand, not just in the 
lifestyle segment.”

ELISE LAZARUS, THE NEW UPCOMING 
STAR IN WOMEN'S SQUASH, IS NOW A 
SALMING AMBASSADOR

Slow quarterly sales 
growth for Nike
Nike posted its slowest quarterly sales growth in nearly seven 
years and said it expects a further drop in revenue from North 
America.

For the first quarter, ended August 31, sustained revenue growth 
in international geographies and Nike Direct globally was offset by an 
expected decline in North America wholesale revenue. Diluted earnings per 
share for the quarter were $0.57, down 22 percent driven by a gross margin 
decline, a higher effective tax rate and higher other expense, net, partially 
offset by lower selling and administrative expense and a lower average 
share count.

Mark Parker, Chairman, President and CEO, Nike, Inc said: “This 
quarter, we captured near-term opportunities through our new Consumer 
Direct Offense.

“Looking ahead to the rest of fiscal 2018, we will ignite Nike’s next 
horizon of global growth through the strength of our brand, the power 
of our innovative products and the most personal, digitally-connected 
experiences in our industry.”

As previously announced on June 15, 2017, a new company alignment 
was created as a result of the Consumer Direct Offense which simplified 
Nike Brand’s geography structure from six geographies to four consisting of 
North America; Europe, Middle East & Africa (EMEA); Greater China; and 
Asia Pacific & Latin America (APLA). The financial results for the NIKE 
Brand are now reported based on these four operating segments.
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versatile. Hex is completely machine-
washable. Hex comes in three 
protective thicknesses:  
3mm, 9mm, 14mm.
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Bellum Active, the premium 
active wear brand for women, 
founded in 2015 by London-
based designer and former 
triathlete Jodi Kerschl, has 
appointed Brandnation 
Integrated to handle the brief 
for its UK PR and social media.

The London Bankside-based 
agency’s work will begin in 
September with a brief to help the 
emerging brand build upon its early 
success by creating increased brand 
awareness and sales through an 
integrated national PR and social 
media strategy.

Brandnation’s Sport PR Team 
will also be responsible for 
executing an influencer marketing 
programme to engage health and 
fitness fanatics online, whilst 
the social media community 
management and digital campaigns 
will be activated by the social media 
team.

“Brandnation's expertise 
and track record of producing 
impressive results in the health 
and fitness sector makes for a very 
exciting partnership,” said Jodi 
Kerschl.

“I'm confident their proposed PR 
and social media strategy along with 
their enthusiasm for the brand and 

Brandnation appointed to handle 
UK PR and social media for Bellum 
Active Sports Apparel

brand new specialist divisions. Areas 
that will be covered include Digital 
Content Creation, Social Media, 
Media Planning, PR, Community 
Management, Entertainment 
Management and Digital Services 
– including ASICS’ Running App 
Runkeeper.

German-born Karakash is a 
well-seasoned marketeer with vast 
experience in leading and developing 
integrated work for prominent 
consumer, lifestyle and challenger 
brands both on international 
and local level. Before joining 
ASICS, Robin was spearheading 
the consolidation efforts of one of 
Germany’s main cable net operators 
and in his role as managing director 
of the international creative agency 
VCCP Berlin, he worked with ASICS 
on the release of numerous lifestyle 
collections.

Karakash also managed the 
Brand Solutions & Insights creative 
unit at VIACOM. Prior to that, he 
spent seven years at Coca-Cola 
where his last role saw him join 
the global content excellence team 
in Atlanta overseeing the digital 
creative work for Coca-Cola’s global 
brands. Karakash started his career 
at Razorfish, creating global digital 
work for clients such as adidas.

Olivier Mignon joins ASICS 
Europe as director of sports 

marketing ASICS EMEA, also 
reporting to Hamacher. He will 
strategically develop ASICS’ 
major sports marketing assets and 
reinforce the brand’s leadership 
position in key performance 
categories, including Running, 
Tennis, Athletics and Indoor. The 
overall objective is to support 
ASICS’ global sports marketing 
plans in the ‘Road to Tokyo 2020’ 
– of which ASICS is a Gold Level 
Sponsor. He will work at strongly 
integrating ASICS’ key sports 
assets into the overall marketing 
activities and will reinforce and 
activate the partnerships with 
premium global partners, such 
as the IAAF, FIVB, European 
Athletic Federations (France, Italy, 
Netherlands) and major events such 
as Paris, Barcelona and Moscow 
Marathons and the Virgin Sport 
Series. Moreover, he will drive the 
ambassador strategy of ASICS’ 
individual players and athletes, 
including Gaël Monfils, Johanna 
Konta, Christophe Lemaitre and 
Anouk Vetter.

Frenchman Mignon has a strong 
track record in various business 
units of the ASICS organization 
and has been a driving force in 
France and the South West region, 
continuously improving both brand 
and business results. Most recently 
as business performance manager at 
ASICS Region South West and prior 
to that as senior marketing manager 
and sports marketing manager for 
ASICS France.

ASICS is making big strides in 
rapidly reinforcing its central 
EMEA marketing team with 
the announcement of two new 
marketing talents.

The appointments follow 
ASICS’ recent announcement of 
its multi-disciplinary business 
transformation plan that will build 
closer consumer connections and 
deliver ASICS’ 2020 business goals.

Robin Karakash joins ASICS 
Europe in the role of director 
of integrated marketing 
communication EMEA. In 
this newly created position, 
Karakash  will report to the vice 
president of marketing ASICS 
EMEA, Björn Hamacher, and will 
lead the Integrated Marketing 
Communication Team. This 
new division will be of integral 
importance in delivering forefront 
and consistent brand messaging 
across traditional – and especially 
– digital marketing channels. This 
new focus will maximize the impact 
and efficiency of all marketing 
activities and provide a seamless 
brand experience across all touch 
points – for both ASICS lifestyle 
(ASICS Tiger and Onitsuka Tiger) 
and performance brands.

The newly structured Integrated 
Marketing Communication Team 
will comprise of both existing and 

its ethos will enable Bellum Active 
to achieve its ambitious sales and 
marketing objectives and take the 
brand to the next level.”

Mary Killingworth, managing 
director at Brandnation, added: 
“We’re delighted to be working with 
Jodi and the team at Bellum Active 
as we share their passion for fitness 
and a healthy lifestyle.

“Bellum Active has a strong brand 
proposition with products that 
are both innovative and premium 
and we can't wait to get started 
on spreading the word to target 
consumers.”

ASICS Europe ramps up its 
marketing team
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That also comes with investment 
and it has to have a financial model 
behind it. That's where I would 
hope that certain members start 
to think 'could I do that' and 'what 
does that look like from being a bit 
more specialised'. So maybe some 
members become more fitness and 
running angled rather than being 
a multi-sport category. And then 
feeling confident that they have got 
the staffing, location, footfall and the 
product range and the terms to make 
the profit that's required.

IN FIVE YEARS WHERE WOULD 
YOU WANT TO SEE THE 
INTERSPORT BUSINESS?
I would like to see us on a very 
realistic growth trajectory from 
a bricks-and-mortar as well as a 
digital point of view. I would like a 
greater presence and understanding 
to the consumer and relevance of 
Intersport, the brand, by starting 
to present the brand, the store 
concepts in the right way. I would 
be absolutely delighted with a fully 
integrated digital, click and collect 
opportunity as well. But I am so 
early on into the planning stages of 
building a business plan to cater for 
that because the expectations on 
digital are high, in terms of turnover 
and, at the same time, it's got to be 
supported by an integrated bricks-

and-mortar compliance being able to 
facilitate it.

I think we need to look after the 
consumer and give them a good 
experience and if I am being honest 
there will be some stores that won't 
be able to do that.

My membership is pretty diverse 
and I need to get the wind in the 
sails with those that are progressive 
and can see the vision and come 
with me. And there will be some, 
unfortunately, that won't and can't. I 
just have to accept that and work in 
a different way but at the same time 
looking after the interests of all our 
members.

HOW MUCH DOES THE 
UNCERTAINTY AROUND 
BREXIT AND THE 
FLUCTUATIONS IN STERLING 
AFFECT BUSINESS?
It does because you are not clear 
what impact Brexit is having on 
consumer behaviour. You are living 
in a land of uncertainty from a 
consumer point of view. Fluctuations 
in sterling are also a challenge and 
it also has a potential impact on 
pricing. The exchange rate is not 
currently working in our favour so 
you are going to have to future hedge 
better to try and mitigate that loss 
or you're going to have to just hope 
there's going to be a change in it.

to ten years, not actually as it is. Then 
I've got to retrofit how that could be 
and what does the membership need 
to look like around that, because it 
is going to change that dramatically 
I think.

ARE CONSUMERS LOOKING 
FOR AN EXPERIENCE NOW 
AND DO RETAILERS HAVE 
TO CHANGE THE WAY THEY 
PRESENT THEMSELVES?
We recently landed the new store 
concept in Henry Street, Dublin. 
That was a massive opportunity 
for me to present that back to the 
membership.

They can see it's got lots of digital 
screens, the consumers that come 
in can then interact with some of 
the products but also how staffing 
will have to be heightened and 
their ability to connect with the 
consumers. By showing the intent 
in Dublin, and the fact that we have 
further concept stores planned for 
Kilkenny and Rushmere, it gives a 
little look at the future, not only to 
the wider membership but more 
importantly to the consumer as well.

RETAIL

I ntersport UK Ltd new general 
manager Neil Venables has been 
in place for two months now 

after taking over the reins from Tom 
Foley.

Neil comes with 21 years 
experience within the Adidas group 
working in the commercial sales 
team as a senior director on both 
Adidas and Reebok.

He is now set to drive the next 
stage of the strategic development for 
the Intersport UK and Ireland group 
having a greater central approach and 
control with product category ranges, 
marketing campaigns, activations 
and supply.

HOW ARE YOU FINDING THE 
NEW JOB AT INTERSPORT?
It's fairly full on – we just had 
the Interpsort show at the end of 
September and it was my first time 
attending in the role of a general 
manager. There's an awful lot of 
people I know from the past but at 
the same time it was good to get my 
message across after coming into the 
role and about what I'm hoping to 
deliver.

WHAT SKILLS DO YOU BRING 
TO THE TABLE?
Process. Accountability. Key 
performance indicators. Clarity of 

vision. That's what my corporate 
background gave me but at the same 
time I will be very focussed on what 
suppliers' services look like and 
be able to benchmark those and, at 
the same time, look at how that is 
improving.

WHAT SPECIFIC PLANS DO 
YOU HAVE TO DRIVE THE 
BUSINESS FORWARD?
I am very much going to be driven 
by the IIC strategic plan for 2.0, in 
terms of a greater digital focus and 
an improved retail platform. Also to 
hopefully improve retail presence in 
key areas where we are not already 
and, at the same time, listening to 
my members and looking in terms of 
succession planning and how to keep 
evolving the membership itself.

IN A CHANGING MARKETPLACE 
HOW DO STORES STAY 
RELEVANT, AND DO YOU 
EXPECT TO SEE MORE 
SPECIALISATION ?
I think it is a big thing, how 
stores remain relevant, how they 
merchandise. I think it is how they 
know their consumer. Within the 
Intersport family we like to think 
global but act local. And I think 
there is a massive opportunity to be 
entrepreneurial in your own area 
because you've got the outreach. A 
large part of the membership have got 
phenomenal schools' business, they 
have got back-to-school business, 
college teams, local sports clubs and 
everything else. I think that is where 
the national office needs to take a step 
back and leave it to the member to 
then say that's the assortment I need, 
that's the categories I need to focus 
on, that's where I need to go after the 
consumer in the best way.

I am coming into this role thinking 
what will retail be like in another five 

Evolution is key for Intersport 
Editor Mark Hayhurst catches up with new Intersport general manager 

Neil Venables to find out his plans for the future

@SportsInsightUK
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In 2015, SAFEJAWZ first 
partnered with IMMAF to provide a 
custom mouthguard fitting service 
and souvenir products for the 2015 
IMMAF European Championships 
of Amateur MMA in Birmingham.

2016 saw the launch of a 
more integrated partnership, as 
SAFEJAWZ went on to become 
the official mouthguard supplier 
of IMMAF, with its products 
manufactured under IMMAF 
license. Over the past year, 
SAFEJAWZ has become a familiar 
presence at IMMAF championship 
events servicing the mouthguard 
requirements of IMMAF athletes. 
The company has also sponsored the 

United Kingdom Mixed Martial Arts 
Federation and the UK team for all 
IMMAF competitions.

The renewed partnership sees 
SAFEJAWZ  as the exclusive 
mouthguard partner of IMMAF 
across all its events, which are set to 
increase again in number going into 
2018 and beyond.

George Dyer, Protective 
Sportswear Ltd director, said: “We 
couldn’t be happier to be playing 
a role in the development of this 
beautiful sport. Working closely 
with IMMAF on their journey to 
further legitimize and build upon 
their already impressive platform for 
amateur athletes is something we are 
very excited about.”

Kerrith Brown, IMMAF President, 
said: “We are pleased to build on 
the success of our partnership with 
SAFEJAWZ over the last year 
and to move forward with their 
support through the remainder 
of 2017 and into 2018, 2019 and 
2020. SAFEJAWZ has supported 
grassroots MMA from its earliest 
days, through sponsorship and 
through covering athletes’ medical 
expenses. Directors George Dyer and 
Ewan Jones share IMMAF’s values 
in promoting safety in MMA and 
through their active participation in 
the MMA community in the interests 
of promoting sport development. 
We are very happy that IMMAF is 
to enjoy continued affiliation with 
a brand that puts athlete safety first 
and that is inherently connected to 
the sport.”

The International Mixed Martial 
Arts Federation (IMMAF) has 
renewed its partnership with 
SAFEJAWZ by Protective 
Sportswear Ltd in an exclusive 
three-year deal.

Since 2014, SAFEJAWZ has 
protected thousands of athletes 
around the world, from grassroots 
to world champions, with its 
custom-fit mouth guards, handmade 
by accredited dental experts and 
full of personality. SAFEJAWZ 
ambassadors have included England 
Rugby star James Haskell, UFC 
phenomenon Gunnar Nelson and 
World Champion Boxer George 
Groves, among many others.

Graham Richards, Ronhill/
Hilly/Altra brand director, 
recently visited their China 
distributor.

During the visit he attended a 
race that they were involved in – 
The Desert Ridge Race, in the Gobi 
Desert, in North China. Part of the 
World Skyrunning series, Richards 
ran in the 10km race (there was also 
a 30 and 60km race).

Richards said: “It was one of the 
hardest races I have ever run in – 
hot, altitude, sand and sandy trails, 
uphill for 7km, boulders and narrow 

tracks between the mountains – 
but was a great experience. It was a 
really well organised event, and they 
even had a live band playing, which 
was hard to believe in the desert.”

Richards added: “Running is 
really growing in China, not only the 
number of participants, but also the 
number of events – the forecasts 
for the next few years are quite 
phenomenal. Our distributor will 
organise over 15 events this year 
including a women’s only 
half marathon with over 8,000 
taking part.”

SAFEJAWZ renew 
partnership with IMMAF

Ronhill running 
in the Gobi Desert



N ovember is a busy month 
for the STAG Buying 
Group as they prepare for 

their 2017 Winter Buying Shows.
The Ireland show is being held 

in The Heritage Killenard, County 
Laois, on November 7-8, with 
doors opening from 2pm-7pm on 
the Tuesday and 9am-4pm the 
following day.

STAG Buying Group began 
in 1987 and is now the largest 
membership-buying group in the 
UK and Ireland for independent 
sport/outdoor, shoe, corporate, 
promotional and team wear 
businesses. They currently have 
400 (550 outlets) members.

STAG has 150 world-leading 
suppliers available to its members. 
In addition to that, it offers a large 
range of support services aimed 
at reducing retailer’s overheads, 
such as stock management/ EPOS 
systems, credit and debit card rates, 
courier rates, phone and fuel cost 
reductions.

The UK winter show is being 
held at the De Vere Cotswold Water 
Park Hotel, South Cerney, on 
November 19-20. The doors open 
from 9am to 6pm on the Sunday 
and from 9am to 4pm on Monday.
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For 2017, there will be over 20 
exhibitors at the Ireland show, and 
50 exhibitors at the UK show.There 
will also be presentations set up 
by individual brands for members 
to attend to view new A/W ranges 
with supporting marketing activity.

In their 30th anniversary year, 
STAG have a lot of experience in 
putting on their shows and if it 
isn't broken then there is no need 
to fix it.

Ricky Chandler, STAG joint 
MD, said: “We always really look 
forward to the shows, even all of the 
preparation that goes into them. It 
is a great way to engage with our 
members and suppliers. We all get 
involved in speaking to members 
about attending the shows. We like 
to send out packs to the members 
prior to the shows with floor 
layouts, show deals and news on the 
exhibitors.”

BUSY TIME AHEAD FOR STAG AND 
THEIR WINTER SHOWS

Joint STAG MD Ricky Chandler tells us what to expect from their Ireland 
and UK buying shows



Tacchini, CEP Sports, Fit Dist 
Sports, Ful, Oofos, HJ Hall Socks 
and Skins attending. While 
guest exhibitors include Vibram, 
Makura and MTS Sport.  

For more details on both 
shows please visit www.
stagbuyinggroup.com/shows. 

category but seeing more sales in 
apparel, accessories and the tri 
market.  Teamwear remains strong 
with clubs going through their 
retailers instead of direct to brands 
once they realise the effort and work 
involved in teamwear.”

This year's shows will see new 
brands Ledlenser, Fila, Sergio 

www.sports-insight.co.uk
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Chandler added: “There are no 
changes to this year's shows, it is 
an incredibly easy format for our 
members and exhibitors to follow 
to ensure the emphasis is on buying 
and business.”

With the advance in technology 
and the rise of the web some have 
argued that the need for trade 
shows is on the wane.

However, Chandler believes the 
relevance of  the shows is as strong 
today as it ever was.

He said: “Whilst the digital age 
means we can have immediate 
access to information, updates and 
brand activity you do still need to 
meet in person to communicate and 
understand what is going on in the 
trade. The shows are a great way for 
both retailers and suppliers to see a 
wide range of businesses and to see 

what is working, and what can be 
improved upon.”

But not only that, Chandler thinks 
that shows also provide a support 
network for the trade.

He added: “We all know that 
trading is never easy and it 
sometimes can feel like a lonely 
business. The STAG shows enable 
retailers to meet up and look at 
different brands together, discuss 
difficulties but also share success 
stories too. This can only have a 
positive impact.  For the brands, it 
is a great way to see many retailers 
over two days whilst showing their 
new ranges off in the best possible 
way to express their brand message.”

The market is always changing 
and that has its ups and downs, 
but for Chandler there are more 
positives than negatives.

He added: “It is always sad to see 
long established businesses come to 
an end due to retirement. But what 
is so positive is the new businesses 
that are coming through too, that 
are energised and ready to get stuck 
in. Whilst online is so important you 
cannot beat the customer service 
that our incredible independent 
businesses offer in the trade.”

A difficult marketplace has seen 
bricks-and-mortar stores becoming 
more specialised in the service they 
offer.

Chandler said: “This is a theme 
that has been increasing for the 
past few years. Retailers are honing 
in on their expertise and provide 
specialised categories to their 
consumers.”

But all retailers and business 
have had to suffer the fall out 
from Brexit and the fluctuations 
in sterling. Chandler added: “The 
biggest effect of Brexit has been 
on price increases and how it has 
affected the exchange rates.

“Whilst there is uncertainty 
surrounding Brexit and the power 
of the internet, we must remain 
positive. People love playing sport, 
being in the outdoors, children will 
always need school wear and we 
always want good customer service. 
So we must work together to keep 
our trade busy."

Looking ahead to the next 12 
months, and what trends may be 
coming to the fore, Chandler said: 
“Running remains the biggest 

“ Whilst the digital age means we can have immediate access 
to information, updates and brand activity you do still need to 
meet in person to communicate and understand what is going 

on in the trade  ”



OVTCHAROV LINE PRESENTED BY

DIMA OVTCHAROV
EUROPEAN CHAMPION (in Team) 2017

www.donic-schildkroet.com

MTS, owner of the Schildkröt and Talbot-Torro Brands, offers a 
multitude of Sports Goods under one roof. With over 20 years´s 
experience as partners to Europe´s Buying Groups, National and 
Independent Sports chains our focus is on helping promote 
sell-through in-store. 

Contact: David James
07421-355390
dj@mts-sport.de 
www.mts-sport.de
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and organisers are expecting 2018 to 
be even better. Markus Hefter, the 
project group leader of ISPO Munich, 
said: “Right now, we have 15 per 
cent more demand for space than 
we had last year. To meet it, we are 
responding to the current growth of 
sports business with our expanded 
hall concept.

“Trade visitors will have a perfect 
overview of the entire sports industry. 
We will also provide exhibitors with 
the best-possible presentation of 
their brand messages.”

The 16 halls will be broken down 
into eight segments: Snowsports, 

Outdoor, Health & Fitness, Urban, 
Teamsports, Vision, Manufacturing 
& Suppliers as well as Trends and 
Innovation & Industry Services. 
The trade fair will also include focus 
areas in each of the eight segments 
to provide detailed insights into the 
individual themes. Water sports, for 
instance, will be showcased in a large 
area as part of the Outdoor segment 
and wearables in Health & Fitness.

Under the umbrella of Snowsports, 
manufacturers will show off their 
entire product range for winter 
sports: from skiing, freeskiing 
and snowboarding to snowshoe 
hiking, cross-country skiing and 
sled riding. “You will see all facets 
of winter sports here,” Hefter says. 
“We will create synergies with all 
types of winter sports without losing 
sight of the core areas of skiing and 
snowboarding.”

Retailers, distributors and sports 
enthusiasts will find information, 
inspiration and innovations in the 
Trends, Innovation and Industry 
Services segment. Newcomers and 
start-ups will showcase the future 
of sports industry here. Advanced-
training and innovation platforms 
like the Retail Lab and the ISPO 
Academy will present trend-setting 
developments. The focus of planned 
presentations, seminars and 
interactive forums will be the digital 
transformation of the sports industry. 
Under the name “Digital Readiness,” 
industry and retail representatives 
will learn how to competitively run 
their business in the future.

ISPO Munich is gearing up to 
attract thousands of visitors and 
exhibitors.

The 2018 trade fair, to be held on 
January 28-31, will see exhibitors 
present trends and new products for 
the upcoming season  in 16 halls.

ISPO Munich 2018 will focus 
on major topics like digitalization, 
cross-industry, women in sports and 
sustainability. With its expanded 
range, it will also highlight new 
developments in sports business.

With more than 86,000 visitors 
and more than 2,700 exhibitors, 2017 
was a record year for ISPO Munich 

ISPO Munich is proving to 
be more popular than ever

More space for growing 
segments
The Outdoor and Health & Fitness 
segments promise to provide growth 
and potential for sales channels and 
retail space. In 2018, these areas 
will have additional exhibition 
space. The four outdoor halls will 
supply information about trends and 
innovations ranging from mountain 
and rock climbing to bouldering, trail 
running, camping and water sports. 
Health & Fitness will present trends 
in running, urban fitness, body and 
mind and athleisure.

A focus on topics of 
the future
Visitors to the trade fair will 
experience live just what new 
concepts will be offered by 
digitalization in sports: sporting 
devices that can be controlled by 
app, washable and expandable 
sensors in functional clothing, 
digital customer services and online 
solutions for specialist sports 

stores—digital business models and 
smart, connected sports products 
are constantly being refined. With 
Cross Industry, ISPO has created 
a format that can connect business 
professionals throughout the 
industry, combine know-how and 
thus encourage out-of-the-box 
thinking. The successful concept 
will be continued at ISPO Munich 
2018.

Women in sports business was 
presented as a top subject for the 
first time in 2017. ISPO Munich 2018 
will focus once again on this new 
development area. It will cover such 
areas as women in management 
positions and gender marketing—for 
female trade visitors, exhibitors, 
journalists and influencers, the 
trade fair is the perfect place to come 
together, gain information, find 
inspiration and make contacts. Plans 
include once again the ISPO Munich 
Women’s Lounge, Experts4Women 
guided tours and podium discussions 
as part of the ISPO Academy.
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interest to event organisers. Bosom 
Buddies Sportswear also joins 
as an exhibitor, this UK-based 
company committed to creating 
vibrant, ethically-made sportswear 
for women of all shapes and sizes, 
while online virtual event company 
The Virtual Runner will appeal to 
runners wishing to complete an 
event in their own time. 

Four further exhibitors complete 
the latest additions to The National 
Running Show: LightupU, a range 
of illuminated wearable products 
to increase the visibility and safety 
of runners in low light or darkness; 
Pace Pockets, fabric wristbands 
that list marathon or half marathon 
split times whilst acting as a storage 
pocket for running essentials; 
TrainAsONE, a sophisticated 
and advanced training system, 
and rebellious sportswear brand 
Runarchy, whose mission is to 
promote the positive effects of 
exercise on the mind.

It is not too late to become 
an exhibitor or partner of The 
National Running Show and take 
up this unique chance to reach 
out to runners of all abilities and 
interests, just as they are adopting 

their training, race and brand 
preferences pre-race season. 

Anyone wishing to become 
an exhibitor or partner of The 
National Running Show should 
contact Mike Seaman by email at 
mike@nationalrunningshow.com.

The National Running Show 
is also offering free tickets to all 
Sports Insight readers, please go to 
the website and use the discount 
code NRS18 to secure your free 
ticket by December 20. 

The Great Run Company, Find 
a Race, Oofos, Tryumf, Bosom 
Buddies Sportswear, The Virtual 
Runner, LightupU, Pace Pockets, 
TrainAsONE and Runarchy. They 
join an impressive line-up of 
names already confirmed for this 
exciting consumer event including 
UKRunChat, Run Mummy Run, 
Race Solutions, CEP Sports, Thule 
and Cancer Research UK.

The Great Run Company is 
welcomed as both a partner and 
exhibitor, presenting its portfolio 
of televised mass participation 
sports events that includes the 
Simplyhealth Great North Run. 

Find a Race also comes on board 
as a partner, its listing of runs, 
rides, triathlons and other sporting 
challenges are highly relevant for a 
show that aims to thrill and inspire. 

Boston-based Oofos, whose 
quality recovery footwear is well-
loved among runners, has endorsed 
The National Running Show by 
becoming a sponsor, exposing the 
brand perfectly to the UK market. 

The line-up of new exhibitors 
includes Tryumf, a Polish producer 
of high quality, bespoke medals 
which promises to be of particular 

EXHIBITION NEWS

T he National Running Show 
is gearing up to welcome 
the very best in the running 

industry at what will be the largest, 
non-race affiliated gathering of the 
UK’s running community.

Taking place on 20-21 January 
2018 at Birmingham’s NEC, over 
12,000 runners have already 
registered for tickets to this 
innovative new show and bespoke 
exhibiting, partnership and 
sponsorship opportunities are still 
available. 

High-profile race organisers, 
sports retailers, sports brands, 
nutrition experts, sporting official 
bodies and communities are 
already confirmed for The National 
Running Show, and more are 
joining each week as it becomes 
clear just how important the show 
will be in terms of visibility and 
gain for any business involved in 
running. 

The latest exhibitors, partners 
and sponsors to join The 
National Running Show are 

Join all the big names in running at 
The National Running Show in January

Website & tickets: 
nationalrunningshow.com 
Facebook: www.facebook.com/
nationalrunningshow
Twitter: @nationalrunshow 
#runshow18 
Instagram: www.instagram.com/
nationalrunningshow

@SportsInsightUK
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200 soft-tip sets, Target have 
launched The Third Edition 
of Elysian.  Characterised by 
Target’s new Saggital Grip 
(Saggital meaning Arrow – 
Latin), is mild – yet assured, 
from the 60 unique rounded 
arrow head elements. The 
front of the barrel introduces 
their new V-Stream cut – 
300 individually machined 
fins set at 45 degres to ten 
axial channels. 

Target also revealed at 
the launch an exciting new 
twist on the Carrera dart 
range. The new Carrera 
Azzurri incorporates Pixel 
Grip Technology with 
added precision milling, 
coated in an Azzurri Blue 
Titanium Nitride for a 
stunning and protected 
finish. Complete with Pro 
Grip Shafts and the new 
Carrera Ultra.Ghost + 
flights. 

Target's classic 
Carrera got a sportier 
look. The Carrera Sport, 
coated and coloured in a 
Polychromatic Titanium 
Nitride with bilateral 
grip technology, features 
precision milling 
combined with radial 
grooves which make for 
a firm and confident grip. 
This is combined with 
three unique steel-tip 
barrel shapes and three 
soft-tip barrel shapes. 
Complete with Pro 
Grip shafts and the new 
Carrera Ultra.Ghost + 
flight range. 

Target also introduced 
the latest development 
to the Vapor range – The 
Vapor 8 Black. This 80 
per cent Tungsten barrel 
features detailed, axial 
cuts, overlaid with Black 
Titanium Nitride Coating 
delivering enhanced grip 
and barrel protection. 
Highlighted with vivid 
coloured ring sections. Blue, 
Red and Green highlights 
give this range a distinct 
recognition. The darts 
come fitted with Black 
Point, Target Pro Grip 
shafts, Vision Ultra 
flights and dart 
wallet.

a triumph, we have been able to 
deliver an advanced, precision 
milled 90 per cent Tungsten dart for 
under £40 Retail.”

The Agora range is Target's 
new entry-level dart  and features 
a combination of radial grooves 
and precision milling to create a 
premium, yet accessible dart design. 
Multiple milled cuts on the four 
steel-tip barrel designs, means that 
Agora provides a suitable solution 
for varied grip styles. Finished with 
Pro Grip shaft and the new eye-
catching Agora flight range. Agora 
has been designed in four steel tip 
barrel shapes and three soft tip 
shapes to ensure there is a barrel to 
suit each individual's needs. 

With only 200 steel-tip and 

XXXXXXXXX
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T arget Darts celebrated a 
legend at their product 
launch.

The event, held at the Manor 
of Groves Hotel, High Wych, saw 
a polished video presentation of 
Target's new products and a tribute 
to 16-time World Champion, Phil 
‘The Power’ Taylor.

Garry Plummer, managing 
director of Target Darts‘said: “We 
knew we had to do something 
special at the launch to mark the 
year of Phil’s retirement. This 
wasn’t about Target, it was about 
celebrating the 16-times World 
Champion. He’s not only the 
greatest darts player, he’s probably 
the greatest sportsman of all time 
and he is bringing the curtain down 
on his career.

“We didn’t want this video to 
be about anything other than Phil 
Taylor, so the Target team travelled 
far and wide to ensure everyone was 
involved, and we were overjoyed by 
the participation from players, fans 
and the PDC.

“This video was to thank Phil for 
making the darts industry what it is 
today, it was amazing to see Phil’s 
face when he watched it and heard 
all of the amazing things people 
in the sporting world were saying 
about him.”

Target branded darts were 
launched in 2006 and have built a 

reputation for fresh, innovative 
design, premium product quality 
and impeccable craftsmanship. 
By creating exceptional products 
and working with the best in the 
game, it is their mission to inspire 
people to step beyond their limits, 
improve their performance and 
experience transformative impact.

Target sponsor some of the 
world’s leading players on every 
continent, from the UK, through 
Europe and North America and 
throughout South East Asia and 
Japan. Target's player portfolio 
now boasts an incredible five world 
champions, including Phil Taylor.

Target prides itself on being a 
brand who consistently challenge 
the status quo to bring you 
revolutionary new designs, coatings 
and machining techniques.

Over the past year, Target have 
invested heavily into the brand. 
They out-grew all three of their 
HQs, and introduced new employees 
in marketing, design, purchasing 
and sales.

Additionally, there are some new 
faces with Target logos Rob 'Voltage' 
Cross, Singapore slinger Paul Lim 
and five timesWorld Champion 
Raymond Van Barneveld.

James Tattersall, sales director 
said: “This year's product launch 
was another milestone for Target 
Darts. The New Agora range is 

Target celebrate new product innovation and a darts legend
Phil 'The Power' Taylor honoured at Target Darts product launch

www.sports-insight.co.uk



T:  01635 517560
E:  info@phoenixsportinggoods.com
W: www.phoenixsportinggoods.com

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.



KT Tape Pro 
Extreme

PRO Extreme is engineered for maximum 
durability with their strongest adhesive 

for ultimate adhesion. Can be worn 
for four-seven days at a time. Specially 
designed to provide effective support 

during strenuous activity through 
extreme conditions including wet 

conditions, high heat, high humidity or 
oily skin.

Personalising 
sportswear

Brother Embroidery Machines provide 
customisation services which allow you to 

generate additional income for your business 
from football and rugby clubs. The Brother 
PR1050X and the NEW PR670E are ideal 

for adding logos, names and numbers to tops, 
shorts, jumpers, bags and more.

ATAK 
Compression Wear

ATAK Compression wear products 
reduce the effects of delayed onset 

muscle soreness and accelerates muscle 
repair, helping you to recover from 

intense training faster. Ideally suited to 
cold weather conditions but it’s quick 

drying wicking properties enables them 
to be suitable for all weather conditions.

Arena Flex Paddles
Flexible net surface for improved water feel, 

ergonomics and stroke control. Provides 
a stronger workout due to better water 

resistance. Optimum pressure distribution 
around hands. Hands fit firmly and don’t slip 

in the water.

Treksta Mega Wave
Treksta’s unique nestfit technology gives 
protection with the unrestricted feeling 

of the barefoot experience. It relieves 
foot pressure by 23 per cent and the level 

of muscle fatigue by 31 per cent. The 
lightweight HyperFoam material is energy 

returning and offers a glove-like fit and 
perfect balance on any terrain.

0131 449 4147
tradeactive@2pure.co.uk

www.2pure.co.uk

0161 235 0344
www.brothersewing.co.uk

(093) 22402
Sales@atak.ie
www.Atak.ie

01539 622322
info@solosport.co.uk
www.solosports.co.uk

0116 234 4611
sales@burton-mccall.com

www.treksta.com

www.sports-insight.co.uk

sports hub
The place to source all your products and services
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Booband Breast 
Support Band

Booband is a new wearable band for women who 
want additional support, comfort and confidence 

during sports and activities, particularly high-
impact. The Booband helps prevent excessive 

breast movement by adding more compression to 
the top of the chest therefore reducing vertical and 

lateral movement. Asset protection.

0779 329 2758
support@thebooband.com

www.thebooband.com

The Ultimate Sports 
Accessory

Blue Frog Sport Towel Pro features two 
different super-soft microfibre fabrics, one to 

wipe skin and one to clean equipment. Two 
hidden zipped pockets keep valuables safe 

and secure, and the elasticated loop hangs on 
the equipment as well as securing the rolled 

up towel. Two-sided, zipped-pocket, 
sweat towel.

07970 766816
www.blue-frog.uk.com

mpsportsagencies@gmail.com

Improved kids' 
swimming goggle

Aqua Sphere’s Seal Kid 2, one of the biggest 
selling children’s swimming goggles, is now 
further improved with a robust new buckle 

system for even faster & easier fitting. Available 
now. Speak to the swim experts on the number 

below. Swimming, performance, style.

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

Sports Insightwww.sports-insight.co.uk @SportsInsightUK @SportsInsightHub:
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CEP Nighttech 
Socks

Featuring eye-catching and reflective 
coloured dots on the calf, the CEP 

Nighttech Socks are  designed to help 
promote better visibility for athletes that 
train in the dark. Available in three bright 

colours, and as a calf sleeve or long sock 
version, they promote optimum recovery 
and performance thanks to targeted medi 

compression technology.

EFL Delta Ball
Official replica EFL Delta Fluo winter ball, 
Mitre's most advanced football from your 

leading sporting brands wholesale supplier. 
This high performance training football, 

developed to perform consistently during 
intense training sessions, is available in a 
Size 4 and 5 and suitable for use on astro 

or grass.

Vibram Five 
Toe Socks

Featuring an arch compression design 
with flexible toe pockets. Coolmax 

technology has been integrated with the 
200N knitting enabling these socks to 

offer an excellent moisture management 
system, superior breathability and faster 

drying times for a nice snug, performance 
driven fit. Five Toes, Comfort, 

Performance, Moisture Management.

01432 373500
enquiries@mediuk.co.uk

www.cepsports.co.uk/shop

01535 600342
www.cartasport.com

sales@cartasport.com

01702 530656
essex@charlesbirch.com

www.charlesbirch.com

Pro Suspension 
Trainer

The Fitness Mad Pro Suspension Trainer 
is a portable lightweight training system 

that allows you to workout anytime, 
anywhere be it from a door frame, wall 

anchor or a tree. Use your own body 
weight as resistance and strengthen the 
whole body, whilst building muscle and 

burning unwanted fat.

01386 425920
www.mad-hq.com

Winter is a time 
for reflection

During the darker mornings and dusky 
evenings Ronhill is the brand to kit out 

runners in the latest range of fluorescent 
jackets and t-shirts and kit full of 

reflectivity and weather protection. The 
new Sirius collection and Nighfall products 

are the highlights from the Winter 2017 
Ronhill range. Hi-viz and reflective

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

Sports Performance 
Insoles

Whatever your sport reduce your risk of 
injury with Enertor advanced technology 
insoles. Enertor insoles provide superior 

shock absorption for better pain relief and 
improved comfort. The unique design features 
protect your feet with every stride. Worn and 

endorsed by Usain Bolt. Powered by D3O 
shock absorption.

01202 812000
sales@apolloleisure.co.uk

www.enertor.com

Comfyballs 
Ultimate Boxers

Traditional boxers are not designed to 
keep your equipment sufficiently in place. 

Comfyballs wanted to change that and have 
developed what they believe are the most 

comfortable boxers ever made.

01539 622322
info@solosport.co.uk
www.solosports.co.uk

Tech+ Compression 
Socks

Tech+ Compression Socks provide graduated 
compression to help reduce fatigue and help 

with recovery. They also feature targeted arch 
and Achilles support as well as an anatomical 

and seamless toe for ultimate comfort. 
Durable and comfortable compression socks.

0178929442
info@dmp.uk.com
www.dmp.uk.com
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Donic Schildkrot 
Mini Table Tennis

This mini-version provides lots of fun for all 
ages! Foldable mini-table (68 x 33 x 9cm), two 
x Mini-Bats made of PVC, Ball (PE) and Net. 

Packs away inside the table, an ideal gift. 

Reusch - 
Goalkeeping 

Specialist
Making goalkeeping gloves since 1973, 

Reusch are the specialist goalkeeping brand. 
Worn by over 220 top level goalkeepers 

around the world and with more World Cup 
wins than any other brand! A wide range is 
available, all price-points, all features and 
benefits. Why look anywhere else for your 

goalkeeping requirements?

Bownet Soccer Goal
Set up a game anywhere, anytime with 

the Bownet 8' x 24' Portable Soccer Goal. 
Reliability, portability and strength make 
Bownet goals the resonated training and 
game goals among coaches and players 

worldwide. Goal measures at 24' x 8' - the 
official USSF Regulation Size for U13 and 

up. Set Up Time - 135 seconds.

Performance 
Evolution Warm

Odlo Performance evolution sports underwear 
provides the ultimate fit and comfort using 

seamless technology allowing freedom 
of movement. Their unique Odlo effect 

antibacterial keeps you fresh all day long. 
Available as part of their NOS (Never out of 

stock) range. Seamless, odour free, body mapped, 
never out of stock, temperature control.

Evolution0.9 
Hockey Stick

The Evo0.9 is a 75 per cent carbon stick 
available in two bends. The ultimate bend 

for those learning drag-flicking and 3D 
skills and the DSH mould with a 2mm 

concave face aiding enhanced ball control. 
Both sticks include the high-friction resin 

face and m-gel vibration control. High 
Carbon percentage, £110 RRP.

07421 355390
dj@mts-sport.de

www.mts-sport.de

0161 439 4383
reuschuk@btinternet.com

www.reusch.com

0115 938 6444
sales@reydonsports.com
www.reydonsports.com

07581741799 / 0845 6037289
james.clark@odlo.com 

uk@odlo.com  www.odlo.com

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

www.sports-insight.co.uk
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Mission Cooling 
Towels

Game changing innovation becomes 
greater in the right hands. The Mission 

Enduracool Towel works when a series of 
hollow core fibres are infused with water. 

These light weight chemical free pathways 
command the rate of evaporation to give 

instant, prolonged cooling effect. Activates 
in three easy steps: Soak it, wring out, 

snap it.

info@solosport.co.uk
015396 22322

SAFEJAWZ
Extro Series

SAFEJAWZ, at just a few years old as 
a company, is a brand that has become 

synonymous with sports protection draped 
in personality. They allow athletes to 

showcase their personality in their sport, 
and bring out that #confidencewithin. 

Ready for the new season?

01922 453337
trade@safejawz.com
www.safejawz.com

 sports insight selects
Oxygen Windstopper Soft Shell Jacket

Gore Bike Wear's Windstopper Soft Shell jacket for dedicated performance 
road cyclists on long training rides. Special race collar, maximum breathability, 

adjustable ventilation in the front and huge storage space with six pockets are the 
features of this warm jacket.
www.goreapparel.co.uk

Optimum 
Doodleball - 

Football or Rugby
Optimum's Doodleball (RRP £9.99) is 
the perfect Christmas gift. Pick from a 

mini Football or Rugby Ball and bring the 
dinosaurs design to life using the doodle 

pens. Sets include a mini football/rugby ball, 
four pens, mini pump and a stand.

01942497707
enquiries@optimumsport.com

www.optimumsport.com
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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.

Liberty ISO
Get out and celebrate with the brand new 
Liberty ISO. With a full-length EVERUN 

midsole, EVERUN topsole, an ISOFIT 
dynamic upper and engineered mesh, 

runners will want to run more than 
ever before. A touch of medial guidance 
for just enough stability for those extra 
miles has been added. Available from 

December 2017.

Stealth Flights 
and Shafts

The Winmau Stealth’s perfect 90° X-Wing 
technology delivers class-leading stability 

and the best critical angles of attack. Stealth 
is the strongest, lightest fibre-reinforced 

product on the market. The tip of the shaft 
has been designed to deflect incoming darts 

for closer grouping and higher scoring. 
Class-leading flight stability and durability.

01697 742 711
martinhudson@purelime.com

www.purelime.com

0800 2061491
www.sauconyb2b.eu

sauconyuk@wwwinc.com

01656 767042
info@winmau.com
www.winmau.com
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Zoggs Holiday 
Swimwear

Whether it is a dip in the sea or a splash in 
the pool, Zoggs offers the perfect swimsuit 

for any holiday. With eye-catching prints and 
fantastic hidden support, their swimwear is 
created with real women in mind. The SS18 

range is available to order now.

01276 489089
cs@zoggs.com

www.zoggs.com

Vibram FiveFingers 
KSO EVO

The original barefoot shoe, KSO EVO 
celebrates its tenth anniversary this year 

and is still the best selling FiveFingers 
style. Its super thin sole gives the ideal 
combination of ground feedback and 

protection as well as grip and flexibility. 
Ideal for most sports and training. Barefoot 

feel. Comfort. Grip. Heritage. Value.

01702 530656
essex@charlesbirch.com
www.charlesbirch.com

Warm and 
waterproof

The only waterproof fleece you’ll need. 
Improved for the 2017/18 winter season, 

Target Dry's Xtreme Series range of highly 
waterproof and breathable (5000mm/ 

5000gsm) fleeces punch well above their 
weight. Available in various colours and in 
men and women’s styles. Offered to retail 

with attractive mark-ups. High-performance 
waterproof fleece.

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

Compression Short 
and Cup

Perfect fit for any athlete seeking comfort 
and compression. Core Flex pocket offers 

enhanced comfort and range of motion. 
Includes Bio Flex Core cup to protect all 

the vital areas. Constructed with four-way 
stretch, moisture-wicking fabric and chafe-

free flatlock seams. Available in black 
and white.

01582 670100
sales@hy-pro.co.uk

www.shockdoctor.co.uk

Introducing Carrera 
Sport

Target's classic Carrera gets a sportier 
look. Introducing Carrera Sport, coated 

and coloured in a Polychromatic Titanium 
Nitride with bilateral grip technology. 

Carrera Sport features precision milling 
combined with radial grooves which make 

for a firm and confident grip.

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



CRAFT functional 
sportswear

Partner with CRAFT and get ten per cent 
off your first order. In store point of sale 
options. Staff uniform options. Full staff 

training supplied.Functional, fashionable, 
Swedish sportswear.

Tottenham 
Hotspur Babywear
Introducing the official Tottenham 
Hotspur FC 2017 season babywear. 
Made from 100 per cent cotton this 

must have for any mini Spurs fan 
is not just fashionable but designed 
for comfort too. The range includes 

bodysuits, sleepsuits, bibs and a 
shirt and short set.

Recognition metal 
awards

Glenway product's timeless range of 
recognition awards look as impressive 

today as they did when they were originally 
designed. They are an ideal award for any 

sport at any level. They are available in nine 
sizes and retail from just over £10 to just 

under £100.

Hex Goalkeeper 
Short

Ideal for football and/or other contact sports 
with continuous protection at the hips and 

thighs. Targeted 9mm Hex technology is 
lightweight, flexible and breathable. Made 

using hDc moisture management technology 
is quick drying and keeps the wearer cool. 

Features double layer fabric on
top of the padding for extra durability. 

Available in S – XXL.

Zoo Sport 
Primal range

The new Zoo Sport Primal range, in navy and 
black, features a stylish range of polos, tees, 

hoodies, shorts and track pants. Featuring dry 
fit breathable-fabric with a unique gel

silicon logo.

01706 212512
sales@jacobsongroup.co.uk
www.jacobsongroup.co.uk

01685 812111
sales@united-brands.co.uk
www.united-brands.co.uk

01969 625300
sales@footballsouvenirs.net
www.footballsouvenirs.net

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

www.glenway.co.uk

01582 670100
sales@hy-pro.co.uk

www.mcdavid.eu

0113 253 0491
www.zoo-sport.co.uk

sales@zoo-sport.co.uk

www.sports-insight.co.uk

23

Mouthguard 
designed for braces
The Makura Sport Lithos Pro mouthguard 

is specially designed for wearers of fixed 
braces. Made with medical-grade silicone 

rubber, this ready-made mouthguard 
features an Ortho Channel to fit over braces 
for a secure, comfortable fit. Available in Ice 

Blue or Crystal Pink.

0330 333 8940
sales@makurasport.com

makurasport.com

Gorilla Training 
Rocket Pop  

Up Goals
The Gorilla Training Rocket Pop Up 

Goal is a set of 55cm x 55cm steel-
framed pop up goals that are set up 

within seconds. Suitable for all ages to 
be used in the garden, park, beach or as 
part of training. Suitable for football or 

multi-sports.

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

 sports insight selects
Huub Altair Swim Goggle

Meet the HUUB Altair Swim Goggle. The world’s only goggles with three 
different lenses, designed to give you razor sharp vision in different light 

conditions. So now you simply swap the lens to match your need. It’s the little 
things that make a difference. Supplied in a clam shell zip goggle case.

huubdesign.com

Harrier Glimmer 
Suede

Gola’s flagship style women's trainer, 
Harrier, continues to develop season 

on season. SS16 saw the introduction of 
Harrier Squared and AW17 sees the style 
develop in to Harrier Glimmer Suede. A 
metallic underlay reflecting through the 

suede upper gives Harrier Glimmer a 
contemporary feel.
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their flagship studio on London’s 
Tottenham Court Road.

Positioned by Deutsch as “the 
Apple store within the health and 
fitness arena”, F45 is setting the 
benchmark in fitness and functional 
training. F45’s elite Athletic 
Directors have designed an extensive 
range of 29 high-intensity, group 
training programmes lasting 45 
minutes which deliver phenomenal 
results and ensure the end user 
leaves energised and exhilarated. 

F45 classes incorporate the latest 
innovation in patent protected, 
fitness-based technology for 
systemised delivery, increased 
motivation and measurement, 
as well as post activity workout 
reporting resulting in an enhanced 

customer experience.  Sessions are 
fast-paced with a strong community 
element to ensure users work to their 
maximum with constant support 
and guidance from world- class F45 
coaches. 

F45 boasts an impressive array of 
global brand ambassadors, including 
English rugby player James Haskell. 
As F45’s UK Athletic Ambassador, 
Haskell will also be launching two 
franchises of his own, Haskell 
intends to open one studio in central 
London and one in the Midlands.

Haskell said “I tried F45 in the 
USA when I was over there on 
holiday and found the circuit based 
training really engaging and fun. It’s 
all the kind of stuff I would use to get 
fit for rugby. The class based system 
works incredibly well, and caters for 
everyone needs. I think people are 
crying out for a group, results based 
fitness programme that is never the 
same, is fun, interesting and most 
importantly absolutely delivers on 
what it says it does. That is what F45 
is all about and why I am so delighted 
to be involved and part of it.” 

F45, short for Functional 45 
Training, is the fastest growing 
franchise in Australia, which is 
set to expand in the UK. Founded 
by Rob Deutsch who spotted 
a gap in the health and fitness 
market just over three years 
ago, F45 has fast become a global 
fitness phenomenon, spanning 26 
countries with 100,000 members 
and an anticipated 1,150 
franchises by the end of 2017.  

Following its unbridled success 
in Australia, F45 is now the fourth 
fastest growing franchise in the 
world, surpassing even Subway. 
F45’s ambitious expansion plans 
across the UK and Ireland, will result 
in 31 new sites opening over the next 
12 months, following the launch of 

Origin Fitness, the leading 
UK supplier of commercial 
gym equipment and business 
solutions to sports clubs, 
hotels and local authorities 
has announced its product 
portfolio expansion, through 
a new partnership with 
Intenza Fitness; a forward-
thinking brand of eco-friendly 
fitness equipment, to pursue 
commercial market growth 
opportunities in the UK and 
Ireland.

Paul Bodger, Origin Fitness 
managing director, said: “We've 
been aware of Intenza for some 
time now and are incredibly 
excited to make their products 
part of our offering. We believe 
there is nobody in the industry 
doing what Intenza are in terms of 
sustainability, quality control and 
innovative product design. That's 
why we're thrilled to be their new 
exclusive distribution partner in 
the UK and Ireland and are looking 
forward to working with them. We 
also recognise Physique Sports 
and their efforts in introducing 
Intenza to UK customers and look 
forward to a strong partnership 
with Physique Sports as an 
authorised reseller.”

Mark Chang, Intenza CEO 
said “Intenza Fitness has always 
been passionate about building 
a sustainable business that is 
focused on the customers. When 
we found Origin Fitness and 
learned of their focus on customers 
and doing what it takes to deliver 
the best customer experience, we 
realised that we have found the 
right partner in UK. We recognised 
natural synergies that makes us 
unrivalled in teamwork. Together 
we offer the UK fitness operators 
who value customer-centric 
fitness solutions, more value, more 
innovation and more choices.”

For facility owners who want to 
attract a wider demographic and 
retain members, Intenza Fitness 
offers a one-of-a-kind solution. 
The brand has earned a reputation 
as an industry pioneer and leader 
by offering the finest high-end 
cardio equipment which combines 
technological innovation with 
aesthetic design and product touch 
and feel quality. Escalate, the 
world’s only adjustable step height 
stairclimbing machine delivers 
the benefits of both cardio and 
strength training and is suitable to 
support the progressive goals for 
everyone.

Functional 45 Training has 
ambitious expansion plans

Origin Fitness offers 
innovation through Intenza 
Fitness Equipment

www.sports-insight.co.uk
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support my training efforts for many 
years, but now I’m happy to say it’s 
official.

“It’s very important to me that 
the brand cares about delivering a 
seamless user experience between 
each of its products – and Wahoo’s 
full ecosystem suits my training 
needs perfectly, enabling me to train 
with greater efficiency than ever 
before.” 

As an official partner, Wahoo’s 
complete ecosystem of innovative 
products will be supporting 
Frodeno’s training efforts. This 
includes the dual-band TICKR X 

Heart Rate Monitor, the powerful 
and aerodynamic ELEMNT BOLT 
GPS cycling computer, and Wahoo’s 
acclaimed indoor stationary smart 
bike trainer; the KICKR, whose 
signature flywheel technology 
replicates the smooth feel of the road.

Rounding out the Wahoo 
ecosystem is the groundbreaking new 
KICKR CLIMB, a grade simulator 
which enables Frodeno to replicate 
the resistance and grade changes 
found on the profiles of real-world 
TT courses, providing a competitive 
edge unmatched by any other indoor 
trainer.

Like other Wahoo athletes, 
including Tour de France-winning 
Team Sky, Frodeno will provide 
direct input into the design and 
development of future Wahoo 
products helping to ensure they are 
tailored to meet the needs of the most 
demanding professional athletes. 
This valuable insight will help ensure 
Wahoo products continue to remain 
best-in-class for triathletes with the 
highest performance standards.

Chip Hawkins, Wahoo Fitness 
CEO, said: “We’re extremely proud to 
introduce such an incredible athlete 
to the ‘Wahooligan’ family.

“It’s long been Wahoo’s mission to 
support the performance of athletes at 
all levels, and our product ecosystem 
is uniquely positioned to provide 
a truly comprehensive, connected 
training experience for discerning 
weekend warriors and elite triathletes 
like Frodeno who demand nothing 
but the absolute best.”

Wahoo Fitness has entered into 
an official partnership with 
Olympic champion and two-time 
Ironman World Champion Jan 
Frodeno.

Given the unique, multi-sport 
training requirements of triathlon, 
the Wahoo product ecosystem 
is perfectly tailored to maximise 
efforts and enhance the performance 
of all triathletes, including those 
competing at the world’s most elite 
levels, like Frodeno.

Jan Frodeno said: “I’ve always 
considered myself a Wahooligan, as 
I’ve been using Wahoo products to 

SKINS has partnered with Ninety9 Teamwear Limited to provide 
teamwear clothing to universities, schools, clubs, teams and 
individuals with the company, SKINS Teamwear Limited.

SKINS Teamwear Limited will be based in Wales and headed up by 
Damian Cooper. The Welsh based operations will provide teamwear 
solutions across the United Kingdom and Ireland and begin taking orders 
from 1 October 2017.

SKINS COO, Benjamin Fitzmaurice said: “SKINS has been a leader 
in sports performance clothing in dynamic gradient compression and 
the recently launched complimentary adjacent 
category of activewear. With SKINS 
Teamwear in the UK and Ireland, we will now 
be able provide a complete team kit solution 
to universities, schools, clubs, teams and 
individuals. We have always supported 
players with the best performance 
compression and now we can take 
that one step further and provide 
all the team kit.”

SKINS Teamwear Managing 
Director, Damian Cooper said: 
“We have a strong track record 
in providing premium teamwear 
to universities, schools, clubs, 
teams and individuals across the 
United Kingdom and Ireland. 
We want to take this to the next 
level, in terms of quality and 
service, with SKINS. We are 
looking forward to providing 
the best teamwear clothing 
for the market.”

SKINS partners with 
Ninety9 Teamwear

Wahoo Fitness announces official 
partnership with professional 
triathlete Jan Frodeno

@SportsInsightUK
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EVANS CYCLES 
APPOINTS 

FUSION MEDIA 
AS PR AND 

SOCIAL MEDIA 
AGENCY

The UK’s largest high street 
cycling retailer, Evans Cycles, 

has appointed Fusion Media 
to handle their PR and social 

media brief.
Founded in 1921, Evans 

Cycles is the UK’s number one 
specialist bike shop with 62 

stores across the country and 
a large e-commerce website. 

It stocks over 40,000 products 
from the world's biggest 
cycling brands including 

Specialized, Trek, Brompton 
and Cannondale. 

Founded in 2008, London-
based Fusion Media is the 
PR and Digital Agency for 

endurance sport. Their 
portfolio of clients includes 

brands like Strava, where they 
work as the social network’s 

European PR agency, Red 
Bull, Wahoo, Ribble Cycles, 

Shimano, Telegraph Events, 
Madison and Royal Dutch 

Gazelle.
Fusion Media has doubled 

in size in the last 12 months 
and from its roots in cycling 
is expanding its offering into 

running, endurance and 
outdoor markets in the UK and 

Europe. Earlier this year, the 
agency hired two-time Olympic 
1,500m runner Andy Baddeley 
as Head of Endurance Sport to 
lead their growth in this area.

The agency will handle Evans 
Cycles’ PR and social media 

brief, tasked with increasing 
awareness of their key brands 

in specialist and national 
media, as well as step changing 

their social media presence.
James Backhouse, marketing 

director at Evans Cycles, 
said: “Fusion is the only 

agency we’ve ever met who 
‘get’ cycling, and we’re really 

excited to be working together. 
We chose them because of 

their expertise, passion and 
clear enthusiasm for the job. 
We need an agency that can 
communicate authentically 

with the core audience in 
cycling, but also take us to 

new and more mainstream 
audiences.”

Adam Tranter, founder and 
director at Fusion Media, said: 

“We’re excited to work with 
a brand with such heritage 

and one that shares a genuine 
deep-rooted passion for cycling. 

We’re looking forward to 
working with Evans Cycles to 

share their story with both new 
and existing audiences.”

“Motorised bikes are 
environmentally-friendly and cost-
effective which also makes them 
ideal for commuters or teenagers 
who want some independence. In 
fact, we’re finding that lots of motor 
cyclists are now turning to e-bikes.”

Tony added: “Like many cycling 
purists, I was initially a little 
scathing about e-bikes - that was 
until I tried one myself! I am now 
a complete convert – quality, 
branded electric bikes offer all the 
performance benefits you would 
expect from today’s pedal bikes, 
but the extra power boost makes 
them even more fun and gives the 
rider more options. While the UK 
has been slower than Europe to 
embrace e–cycling, the experts are 
predicting that the craze will soon 
take hold here too and I fully expect 
to see a surge in demand over the 
next year.”

A £200k investment has seen 
the launch of Yorkshire Electric 
Bike Company. With showrooms 
in Shipley and Wetherby, it will 
offer one of the largest selections 
of branded electrically-assisted 
bikes in the region.

A division of long established bike 
retailer All Terrain Cycles, the new 
venture aims to tap into the growing 
popularity of pedal-assisted bikes 
in the UK with the market here 
expected to catch up with Europe 
where it is estimated that 30 per cent 
of bikes are now electric.

Offering a choice of more 
that 50 e-bikes instore from the 
leading names in the sector such 
as Cube, customers will also have 
the opportunity to go for a ‘test 
drive’. Featuring a small, integrated 
electric motor which is engaged by 
pedalling or using the throttle on the 
handlebar, they have rechargeable 

batteries that are charged at a normal 
mains socket; it takes about three 
hours for a full charge which lasts for 
around 20 miles. With a maximum 
uphill speed of 15mph, e-bikes have 
the added advantage of not requiring 
road tax or a licence.

Tony Booth, managing director of 
Yorkshire Electric Bike Company, 
said: “People seem to be more open 
to the idea of electric bikes. Initially, 
they were seen as being aimed 
at older people, but they are now 
becoming ‘hip’ with much younger 
riders who want the thrill of some 
off-road fun without the slog of 
ploughing up hills.

“There is still an element of 
exercise involved as you have to pedal 
in order for the motor to run, but it 
means you don’t have to be ultra-fit to 
go mountain biking with your friends 
and you have a little extra help if 
you’re recovering from an injury.

New Electric Bike Company Launched

Litelok, the bicycle security 
firm founded by a former 
aeronautical engineer in 
Swansea, has secured a seven-
figure co-investment from 
Finance Wales and Business 
Angels.

Founder and CEO, Professor 
Neil Barron said: “We’re delighted 
to secure this funding, which 
is a tremendous endorsement 
of our vision to develop a range 
of innovative products and 
technologies in bike security”

The funds will be used to invest 
in sales, marketing and product 
development – keeping the high-
tech manufacturing in South 
Wales.

Dr. Richard Thompson, senior 
investment executive from Finance 
Wales, said: “As a cyclist and a 
Materials Scientist, I’m impressed 
at how Neil has created a step 
change in bike security. With this 
substantial investment we look 
forward to working with him and 
his team to introduce a range of 

Massive cash 
investment for Litelok

innovative Litelok security products 
– all manufactured in South Wales.”

Already selling in 57 countries 
world-wide, Litelok recently 
secured a deal with major UK 
retailer Evans Cycles, which is 
proving a big success.

Jimmy Challis, accessories 
buyer at Evans Cycles, said: “We’re 
delighted with the way Litelok is 
resonating with our urban cycling 
customers.”

Litelok is available in three 
colour-waves: Crow Black, 
Herringbone and the striking Boa 
Green. £85.00 ea./twin packs 
£160.00. Available from Evans, plus 
litelok.com. @Litelok.

TONY BOOTH, MANAGING DIRECTOR OF 
YORKSHIRE ELECTRIC BIKE COMPANY

Brother UK announces 
sponsorship of new UCI 
track team
Brother UK is to sponsor new track team, Team KGF. 

The UK-based team will target competing in the UCI Track World Cup 
in October as well as UCI Class 1 events in Portugal, Switzerland and the 
Netherlands.  

Team KGF consists of an elite squad of four riders; Dan Bigham, Jonny 
Wale, Jacob Tipper and Charlie Tanfield. 

The quartet previously competed together in the 2017 National Track 
Championships in Manchester, with Bigham becoming British champion 
in three separate disciplines – the individual pursuit, kilo and, with 
teammates Wale, Tipper and Tanfield, in the team pursuit. 

Team KGF recently made the move to Derby in order to train together at 
the Derby Velodrome, and are working with the best British manufacturers 
to develop bespoke equipment including wheels, chainrings and clothing. 

Phil Jones MBE, managing director of Brother UK, said: “I’ve been hugely 
impressed by the performances of Dan, Jonny, Jacob and Charlie this year, 
having seen them in action in our Brother UK sponsored team, Brother 
NRG. The dominance of the quartet in the National Track Championships 
was sensational and I have no doubt that they will continue to dominate 
the competition.

“The team have ambitious plans, and their ethos really fits in well 
with what Brother UK is all about, teamwork, partnership and delivering 
results.”

Dan Bigham, of Team KGF, added: “We’re really pleased to have Brother 
UK on board as a sponsor for the team. The commitment they have shown 
to cycling over the years has been incredible to see. We have big plans for 
Team KGF and working with them will help provide the support we need to 
keep producing great results going forward.” 

Brother UK has invested in the cycling sector for more than six years 
with the provision of neutral service vehicles to high level domestic races 
and sportives. It is also official print, imaging and results partner for The 
Tour Series, The OVO Energy Women’s Tour and OVO Energy Tour of 
Britain alongside sponsorships of four domestic race teams.





W here did it all go wrong? 
The biggest toy store 
in town is in danger of 

being no more. Toys R Us is filing 
for bankruptcy in the US (a separate 
business from the one we are familiar 
with in Europe, but their destiny is 
surely linked).

If there is one type of bricks-and-
mortar store that has a host of tricks 
to keep the Internet wolf at bay, then 
surely it’s the mighty toy shop?

When the whole premise of a visit 
to a toy shop is to have (and buy) fun, 
it’s an experiential open goal. Brands 
should be queuing up for space in 
demonstration areas to show off their 
latest new toy craze, to interact with 
children and parents and imprint 

www.sports-insight.co.uk

their products in the minds of highly 
excitable consumers.

On top of that, “showrooming” 
shouldn’t even be an issue for toy 
stores. It should be easy to persuade 
parents to buy there and then - what 
parent is going to put themselves 
through even 24 hours of pestering 
whilst waiting for the Amazon Prime 
delivery to arrive, just to save 10 per 
cent? The satisfaction (or relief – 
call it what you will) of walking out 
of the store with a shiny new toy to 
entertain your child is worth far more 
than 10 per cent - as any parent will 
tell you.

So what’s gone wrong? 
Have Toys R Us inexplicably failed to 
make toys fun as some analysts have 
suggested? Have they made shopping 
for toys boring with insipid POS, 
lifeless stores and disengaged staff? 
Have they lost their way so much that 
consumers prefer to just chuck in the 
Lego as they shop for their loo roll 
and other groceries on their weekly 
shop?

That’s a damning assessment, 
how can supermarket toy shopping 
ever equate to the thrill of spending 
an hour choosing between dozens 

of different brick-building options 
in an aircraft hanger-size cathedral 
of fun. Trying some, building some, 
dreaming the next purchase before 
you’ve even made this one.

Earlier in the year we made a 
family trip to Toys R Us to buy our 
three-year-old her first bike. We 
knew we could do Prime delivery for 
next day service, but we wanted her 
to enjoy the thrill of picking one out, 
taking it for a spin around the store 
and to value the purchasing process. 
We wanted her to understand that 
things don’t ‘just appear’ at the click 
of a button. Not always, anyway. But 
when we arrived, the bikes were 
in boxes on shelves and there was 
nobody to assist. What should have 
been a fun and memorable occasion 
turned to a functional, and ultimately 
disappointing waste of an afternoon – 
we’d have been better off with Prime 
after all.

It’s true that the woes of Toys 
R Us are not caused entirely by 
increased competition, they’re also 
due to enormous debt they were 
saddled with when private equity 
came calling over a decade ago. The 
Chapter 11 filing will free them from 
some of this debt, and the support 
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of key suppliers keen for such a 
significant retailer to rise from the 
ashes will give Toys R Us a fighting 
chance, but they will still need to 
change, and quickly for this not to be 
the beginning of the end.

Lessons for us all
It’s too easy to dismiss the downfall 
of Toys R Us as just another victim 
of the Internet. Their consumers are 
still out there, but they have been 
pushed away by incompetence and 
boredom as much as pulled away by 
competitors. What can Toys R Us 
(and all bricks-and-mortar retailers) 
offer to bring consumers through the 
door, time and time again? 

One answer is browsing. 
This came to me watching 
a TV programme where the 
central character, portrayed as a 
technological dinosaur, was extolling 
the virtues of Encyclopaedias. His 
younger colleague told him that 
Google could provide any answer 
more quickly, in multiple media and 
was never out of date. But, our hero 
argued, when Googling, you have 
to know what you’re searching for 
- you’ll never just stumble across a 
golden nugget of information.

And it’s the same with retail. 
When stores and brands encourage 
customers to browse, to pick things 
up and have a play, customers start to 
think about what else they may need, 
or better still want - beyond what 
they came looking for. Either this 
visit or next.

Like an encyclopaedia, a great 
store offers discovery of new things. 
Whether that is the child coming in 
for Lego and leaving with dreams 
of a trampoline or a bike, or the 
runner shopping for new shorts and 
leaving with a piece of technology 
which will inspire them to run more 
(and therefore need more kit), these 
discoveries are so much more likely 
in person. 

When retail offers activities in-
store that appeal to the consumer, be 
they training runs or Scalextric races, 
there is reason to visit the store. 
When the environment, experience 
and the service are great, the thrill 
of the purchase goes beyond just 
ownership, and the reason to return 
grows.

If your customers love the buying 
process as much as the actual 
purchase, they’ll be as happy as, well, 
a kid in a toy shop.

Jonathan Quint, Saucony Marketing Director EMEA, looks at the 
problems of Toys R Us and what lessons can be learned

WHY RETAIL SUCCESS 
SHOULD BE CHILD’S PLAY

“ When the environment, experience and the service are great, the thrill of the purchase goes 
beyond just ownership, and the reason to return grows ”



S taying healthy is one of the 
most important factors in 
attaining top performance 

and is often overlooked by athletes 
and coaches. Even a minor cold can 
result in significant disruptions to 
training.

When infections are severe, 
even the performance of truly great 
athletes can be compromised. 
Mark Cavendish, the second most 
successful Tour De France rider of 
all time has had a torrid 2017 season.  
After being diagnosed with a viral 
infection in the spring he has failed 
to win a race. The debilitating effects 
of sickness were even more apparent 
at the 2017 Vuelta where many 
teams were ravaged by illness. Mark 
Cavendish’s Dimension Data team 
only finished three of its original nine 
riders, losing half the riders to viral 
infection. Such severe effects aren’t 
restricted to cycling. At the 2017 
World Athletics Championship in 
London, more than 50 competitors 
were struck down, with diarrhoea 
and vomiting. This severely 
compromised their performance at 
the very event they had spent years 
preparing for.

The high incidence of infections 
in athletes is intriguing. Research 
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shows moderate exercise, such as 
20 minutes vigorous activity three 
times per week actually improves 
immune function. However, when 
exercise is very intense or prolonged, 
it suppresses the activity of the 
body’s immune cells. Exercise also 
increases the body’s exposure to 
bacteria and viruses; be that from the 
water in a triathlon swim, the mud on 
a football pitch or even breathing in 
airborne bacteria during a run. There 
is increasing scientific evidence that 
athletes and the general public also 
increase their risk of getting sick 
because of inadequate vitamin D3 
and selenium intakes. 

Dr Rob Child, chief scientific 
officer at Science In Sport, said: 
“One issue that has received little 
attention is the increased ingestion of 
bacteria and viruses during exercise. 
So exercise presents two challenges, 
suppressed immune function and 
increased pathogen exposure. Couple 
this with suboptimal levels of vitamin 
D and selenium and its not surprising 
athletes often get sick.” 

Having supported 34 medalists 

at the Rio Olympics SiS are already 
focusing their efforts on Tokyo 2020. 

Ashley Read, SiS global marketing 
director, said: “SiS have been 
working very closely with our elite 
ambassadors and sports teams to 
understand the challenges they face. 
In response, we have developed a 
range of products to help athletes 
to stay healthy, including or unique 
range of immune gels.

“The SiS GO Energy+ Immune 
gel concept arose from the high 
incidence of vial and bacteria 
infections in athletes and a desire to 
help them stay healthy. We wanted to 
use a more comprehensive approach 
and looked both to nature and 
science.”

Several traditional foods have 
natural antibacterial and antiviral 
effects including ginger, cranberry 
and elderberry. The issue with these 
foods is attaining the correct amount 
of the active compound to provide a 
consistent benefit. To achieve this we 
used standardised extracts of ginger, 
cranberry and elderberry in each GO 
Energy +Immune gel. Taking SIS 
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Immune gels before and 
during exercise provides 
a great way to stave off 
bacterial and viruses, 
when these challenges 
are greatest. Research 
trials also showed the 
importance of providing 
key nutrients to support 
the body’s immune 
system, so each immune 
gel provides high doses 
of key vitamins and 

minerals, especially vitamin D, 
selenium and zinc. This combination 
of botanical extracts, with vitamins 
and minerals provides a unique dual 
action against infection. 

Dr Child said: “Athlete feedback 
on SIS GO Energy+ Immune gels has 
been incredible, especially regarding 
taste. They compliment the existing 
SiS GO Energy gel range and are the 
perfect way to fuel performance, 
especially in the winter months.”

Sir Chris Hoy, Britain’s most 
successful Olympic athlete, said: “As 
a former Olympian I know exactly 
what I should be eating to support my 
immune system, but a busy lifestyle 
makes it difficult to get the right 
nutrients in. That’s why I choose GO 
Energy + Immune gels; they provide 
the perfect way to fuel my workouts 
and maintain my immune system.”

The SiS GO Energy + Immune 
gels form part of its growing range 
of natural products to support the 
body’s immune system. These 
include the existing GO Immune 
tablets, which are high in vitamin 
C and ‘BCAA Perform’, a mix of 
branched chain amino acids and 
glutamine to fuel the immune 
system. SiS will also be launching 
a new Omega 3 supplement with 

astaxanthin. This carotenoid is found 
in krill oil, gives salmon its distinctive 
pink colour and is a natural immune 
booster. Coupled with a new 
Sport Multivitamin SiS have a 
comprehensive nutrition armoury 
for athletes, to keep infections at bay.

Dr Rob Child, Science in Sport's chief scientific officer, examines 
the problems infections bring and how to avoid them

STAYING HEALTHY – THE ESSENTIAL 
LINK TO OPTIMAL PERFORMANCE

1 Sterilise drinking bottles regularly 
using baby bottle sterilizing tablets, 
paying particular attention to 
the teat.

2 Always wash your hands before 
meals, if this isn’t possible use a
hand gel.

3 After training always have a drink 
containing protein or glutamine, to 
ensure your immune cells have the 
fuel needed to fight off infections.

4 Whenever possible expose some 
skin (that hasn’t been covered with 
sunscreen) directly to the sun. Just 
20 minutes sun exposure a day will 
help maintain vitamin D3 levels.

5 Eat oily fish such as salmon, trout, 
mackerel, sardines and fresh tuna 
three times per week. These fish will 
give you good fats’ in the form of 
omega 3 fatty acids and vitamin D3, 
which both help support a healthy 
immune system.

6 Take a quality multivitamin 
supplement, containing selenium and 
vitamin D3.

7 To help reduce the risk of diarrhoea 
during travel take a probiotic 
containing Lactobacillus GG.

7 TIPS TO HELP 
KEEP SICKNESS 

AT BAY
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Theo said: “We wanted to find new 
ways to scale the training we were 
offering. We love getting out into our 
accounts stores and meeting their 
staff, ensuring they are aware of Puma 
and what we are trying to do in the 
marketplace, but with the timescales 
we work on with our quarterly 
product releases, it was impossible 
to hit all the stores across all our 
accounts and keep training quality 
high and consistent.”
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Puma and Myagi 
– a digital journey

team, the Puma account was quickly 
configured and prepared so that Theo 
could create, segregate and distribute 
content to Puma’s key accounts, many 
of whom were already utilizing the 
Myagi training platform.

Taking a lead role in executing 
the Myagi strategy for Puma, Theo 
created a unique feel to the videos. 
Filmed from within store locations, 
Puma content is instantly relatable 
to a sales associate and it places them 
right at the heart of the ‘typical’ retail 
experience. 

Roll Out
A key advantage for Puma was that 
many of their Key Accounts were 
already utilising Myagi as their 
training platform. Therefore, Theo 
and his team could feed their training 
into their account development 
strategy to ensure both Puma and the 
retailers were maximising the use and 
engagement with their content. 

Sales associates to date have 
consumed over 1,300 hours of training 
on Puma content.

To reward sales-associates for their 
engagement, Puma ran a competition 
to win Arsenal tickets. Engagement 

The opportunity to reach 
the sales associate ‘from both 
sides’ was a great way to position 
themselves ahead of other global 
sports brands.

Theo added: “Myagi has enabled 
me to ensure our retail partners 
have access to materials that are 
relevant and engaging year round. 
We hit our accounts in the lead 
up to our product releases, but 
now, any questions they have, any 
information the sales associate 
may have forgotten from our visits 
can be revisited and consumed 
again in Myagi. It is the perfect 
combination of physical and digital 
training to make sure they always 
have our campaign messaging to 
hand.”

Setting Up for Success
After an orientation and 
onboarding session with the Myagi 

TECHNOLOGY

I n early 2016, Puma UK were 
looking at ways to make sure 
that their training initiatives 

were not only maximizing ROI 
but more importantly having the 
greatest impact possible on the sales 
associates representing them on the 
shop floor. Following guidance from 
one of their key accounts already 
utilising the training platform, 
Puma were introduced to Myagi and 
became one of the early adopters of 
Myagi in sport.

Pairing Physical 
and Digital 
Theo Jones of Puma’s Performance 
Marketing team was well aware that 
advances in technology were not only 
presenting opportunities to distribute 
Puma content more effectively but 
also presenting new ways for their 
training materials to be consumed, 
adapted and created.

Theo Jones, of Puma's performance marketing 
team, explains how they have come to grips with 
online training

strategies like this are something 
Theo is looking to continue moving 
forward. 

Theo said: “We want to reward our 
best accounts and their employees 
of course and we often thank them 
for the support they give. But we also 
want to make sure the training is fully 
engaged with for the right reasons - so 
that messages can truly be driven 
home.’’

Results
Puma has the second highest 
engagement rating compared to other 
brands sharing content with the same 
accounts.

Theo and his team are expecting to 
see some fantastic results for Q3 2017 
(not yet published) which correlate 
with the increasing consumption of 
Puma content within Myagi.

He said: “All we want to do is give 
sales associates the best possible 
interaction with Puma as they can. 
Getting feedback from accounts 
and the Myagi team, along with our 
own desire to succeed means we can 
constantly improve and ensure sales 
associates are driving home the Puma 
message to consumers.”

@SportsInsightUK
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Chester-based digital 
marketing agency Inside 
Online have released their 
latest insight into the online 
outdoor retail landscape. 
The biannual Outdoor Retail 
Digital Insight Report analyses 
34 of the top UK websites in 
this competitive field from 
a digital perspective, taking 
into account key factors such 
as link authority and social 
engagement. 

Richard Waters, sales and 
marketing director, explains 
the rationale behind the report: 
“The digital market continues 
to evolve at an unbelievable 
pace. Understanding what your 
competition are doing can be 
incredibly useful when setting 
your own targets, strategy and 
budget. This insight report gives 
an overview of the market and 
helps our clients understand the 
winners and losers over the last 12 
months.”

into this category include Snow and 
Rock, Simply Hike and Outwell. In 
contrast, if you are gaining a high 
quantity of low-authority links, this 
could mean you urgently need to 
alter your off-site reputation. This 
includes brands such as Towsure, 
Absolute Snow and Outdoor World 
Direct. 

A high priority for any online 
brand should be creating a regular 
disavow process and reconsidering 
your link-building strategy, 
especially now that Google’s 
Penguin 4.0 is in full swing. 

Keeping an eye on competitive 
industry keywords is crucial. If 
you’re holding a high position 
for a competitive keyword, close 
monitoring and continued search 
marketing activity is needed to 
safeguard them.

The most-searched for and 
most competitive keywords in 
the outdoor retail sector include 
tents (74,000 monthly searches), 
camping equipment (22,200) and 
sleeping bag (40,500). 

There are also plenty of 
opportunity keywords in this 
sector, including walking boots 
(33,100 monthly searches), walking 
shoes (14,800) and camping bed 
(9,900). These terms have less 
competition yet high search 
volumes, and as such they are a 
perfect battleground for all brands 
to increase their competitiveness. 

If you would like to download a 
free copy of the full report, please 
visit: http://insideonline.co.uk/
sector-reports/outdoor-retailers-
market-digital-insight-report

One of the most important 
findings is the Brand Reach Score, 
which ranks outdoor retailers 
according to their monthly brand 
searches and owned social score to 
see how much online oomph they 
have in their industry. Here it is 
Decathlon who comes out on top, 
with 550,000 searches per month 
and an owned social score of 229. 
With 165,000 monthly searches 
and an owned social score of 243, 
Cotswold Outdoor stands in second 
place. In third position are Quechua, 
whose owned social score is an 
impressive 3,343. 

Even in 2017, links are still a 
hugely important ranking factor, 
so consistently gaining new, high-
quality ones can be brilliant for 
business. But be warned: if you are 
raking in lots of low-quality links, it 
could spell trouble ahead. The Link 
Authority Score ranks sites in the 
industry based on the number of 
links they earn per month alongside 
their quality.

Once again Decathlon excels in 
this area, with 433 average monthly 
referrals and an average quality of 
referring domains of 3.71. In second 
place is Outdoor Gear Lab; while 
they may have a higher number 
of average monthly referrals, the 
average quality of their referring 
domains is lower. 

If you are consistently gaining a 
low quantity of high-authority links, 
it could mean that you have the right 
link-building foundations in place 
but need to work on scaling that 
activity to successfully compete in 
this marketplace. Brands that fall 

Which brands are climbing high 
in the outdoor retail market?

Richard Waters, Inside Online sales and 
marketing director, examines the outdoor 

digital market 
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Leading performance base 
layer and sports apparel 
brand Odlo has signed a deal to 
become the official underlayer 
provider for The Telegraph 
Ski & Snowboard Magazine’s 
testing team for AW17/18.

The exciting partnership will see 
Odlo provide 15 sets of underlayers 
to a total of 15 experienced skiers 
that make up The Telegraph 
testing team. These include former 
Olympic ski racers, The Telegraph 
ski editor, representatives from 
top snow sport organisations and 
companies and a British ski cross 
athlete.

The team will use the 
underlayers as part of their 
rigorous ski testing at SIGB Ski 
Test in Galtur, Austria, in March 
2018, where they will try over 

Odlo signs deal with The 
Telegraph Ski & Snowboard 
Magazine testing team

300 skis to find the best pair for 
2018/19. The deal will also see Odlo 
featured in both video marketing 
content and on social media.

James Clark, Odlo UK & IRE 
country manager, said: “I am 
excited and proud to start Odlo’s 
relationship with The Telegraph 
test team and provide them with 
base layer for this winter and hope 
to continue for seasons to come. 
Partnering with The Telegraph 
was an easy decision and further 
highlights Odlo’s commitment 
to becoming the brand of choice 
for winter base layer and sports 
underwear.”

Born in Norway and 
engineered in Swizerland, Odlo 
has a long experience in helping 
highperformance events such as 
Tortour in Switzerland.

OUTDOOR INSIGHT



latter part of 2017, with a view to 
making a decision early next year 
about the direction of OutDoor 
from 2019 onwards.

Mark Held, general secretary 
of the EOG, said: “It is clear that 
OutDoor continues to be a vibrant 
and relevant show for our industry. 
It becomes an incredibly important 
focus point every summer and has 
achieved that status by evolving 
and innovating as it has grown, all 
within the context of a maturing 
sector. I am certain that Messe 
Friedrichshafen will ensure that 
OutDoor 2018 is another ‘must 
attend’ event for exhibitors and 
visitors alike, setting the agenda 
for the season. It will also be the 
springboard that we must use to 
ensure that the OutDoor platform 
remains just as important and 
appealing as we head towards 2019 
and beyond.”

For more information about 
exhibiting at OutDoor in 2018 
visit www.outdoor-show.com/
exhibitors-info2018.

and sustainability, conservation 
and the promotion of outdoor 
participation to the public.

Other key initiatives in the 
pipeline for OutDoor 2018 include: 
An expansion to the show’s 
online influencer engagement 
work, which saw 160 leading 
bloggers visit the show this year; 
and ongoing liaison with the 
local authorities and business 
community in Friedrichshafen 
to improve the visitor experience 
in and around the town for those 
exhibiting at and attending 
the show.

While plans for OutDoor 2018 
are moving ahead at a fast pace, 
the EOG is also preparing for the 
longer term future of the show. 
Extensive research has established 
that the industry has a strong wish 
and need for a summer trade show 
and that the successful OutDoor 
platform has even more potential 
if developed in the right way. The 
association will push on with its 
Vision 2020 project during the 

was welcomed by exhibitors and 
visitors alike.

Messe Friedrichshafen also took 
the opportunity to add new events 
and attractions to the schedule, 
and made some modernisations 
to the messe. These developments 
were well received and OutDoor 
attracted 965 exhibitors and 21,412 
trade visitors from 90 countries, 
as well as 1,019 accredited media 
representatives from 30 nations. 
Visitor numbers were about level 
with 2016, despite challenging 
times for the trade.

Following feedback from this 
year, Messe Friedrichshafen plans 
to build on the varied programme 
of speakers at the show, which 
will reflect the changing nature 
and definition of ‘outdoor’. The 
industry’s evolution will also 
inform the line-up of workshops 
and seminars. Many of these will 
be hosted by the EOG under its 
new umbrella ‘OutReach’ banner, 
focusing on the increasingly 
interwoven elements of CSR 

to build the partnership is already 
clear, and we look forward to 
working with their strong team.”

One of the world’s largest and 
most diverse gatherings of mountain 
and outdoor enthusiasts, Kendal 
Mountain Festival has been a 
prominent fixture on the UK and 
international outdoors calendar 
since the 1980s. Over 15,000 people 
head for the Lake District town each 
November to catch up on the most 
inspirational stories of adventure, 
exploration and creativity found 
in the outdoor environment. The 
event, which brings over £2.5m 
into the area, is truly international 
with filmmakers, adventurers and 
speakers gathering from around 
the world.

This year’s Kendal Mountain 
Festival takes place from November 
16-19. To browse the full programme 
and buy tickets visit: www.
mountainfest.co.uk

The European Outdoor Group 
(EOG) has provided an update 
on its plans for the outdoor 
sector’s leading trade show, 
OutDoor.

After a range of improvements 
to the event helped deliver a 
successful show this year, the 
EOG and organiser and host 
Messe Friedrichshafen are 
working together to deliver 
more enhancements for 2018. 
Meanwhile, the association is 
making good progress with its 
Vision 2020 project, which will 
establish the longer term future 
of Europe’s premier outdoor 
trade fair.

OutDoor 2018 will be held 
from June 17-20 at Messe 
Friedrichshafen, in what will 
be the 25th anniversary of an 
event that has grown massively 
since its foundation, and which 
has continuously adapted as the 
industry has matured. The show 
dates were brought forward to 
June this year and that decision 

Cotswold Outdoor are now the 
exclusive retail brand partner 
for the Kendal Mountain 
Festival.

The deal will see Cotswold 
Outdoor enter a three-year 
partnership with Kendal Mountain 
Festival, developing the event’s 
retail offering and providing an 
engaging retail experience in the 
Festival’s Shackleton Tent.

Catrin Williams, local and events 
marketing manager at Cotswold 
Outdoor, said: “We can’t wait to 
come along to Kendal Mountain 
Festival and meet other outdoor 
enthusiasts from all over the 
world. At our festival shop our 
outdoor experts can help everyone 
prepare for the adventures that this 
amazing festival will inspire them to 
undertake.”

Steve Scott, Kendal Mountain 
Festival director, said: “We’re 
delighted that Cotswold Outdoor 
has joined us as our new retail 
brand partner. Having forged long-
term relationships with a number 
of prestigious outdoor brands, we 
know that partnering with Cotswold 
Outdoor will get the thumbs-up 
from them as a great fit in terms of 
business alignment.

“We’re also excited about how 
both the Festival and Cotswold 
Outdoor can work together to each 
other’s benefit, given the wide reach 
that we both have. Their enthusiasm 

@SportsInsightUK
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CARSTEN 
UNBEHAUN 

APPOINTED AS 
NEW CEO OF 
HAGLÖFS AB

Haglöfs AB, a subsidiary 
of ASICS, have announced 

the appointment of Carsten 
Unbehaun as the company’s 

new CEO, effective as of 
January 1, 2018, succeeding 

Peter Fabrin.
After more than three years as 
CEO of Haglöfs AB, Fabrin has 
decided to pursue new career 

opportunities in his home 
country of Denmark, alongside 
his family. He will remain as a 
board member of Haglöfs until 

the end of January 2018.
German-born Unbehaun joined 

ASICS in 2002 and has held 
several managerial positions, 
including marketing director 

for ASICS EMEA at the 
European headquarters in the 

Netherlands and most recently 
has been based in Germany 

as managing director Central 
Europe.

Before joining ASICS, 
Unbehaun held various senior 

management roles at energy 
company EON Hanse and 

telecoms company Talkine.
Katsumi Kato, chairman 
of the Haglöfs board and 

member of the board of ASICS 
Corporation, said: “We are 

delighted to have appointed 
Carsten Unbehaun as the new 

CEO of Haglöfs. He is a well-
respected leader across the 
entire ASICS Group and has 

been an active Haglöfs Board 
Member since 2015.”

In Fabrin’s period as CEO, 
Haglöfs has undergone a 

significant transformation. 
The brand has been revitalised, 

and the organisation and 
supply chain processes have 

been streamlined, resulting in 
improved service levels and a 
tripling of Haglöfs’ earnings.

Kato said: “We respect 
Peter’s decision and would 

like to thank him for his great 
leadership and providing 

strong foundations for further 
accelerated growth.”

Unbehaun said: “I am excited 
and honoured to step into my 
new role, and look forward to 

contributing to our company’s 
ambitious growth plans with 
a very strong outdoor brand 

that shares ASICS’ mission in 
providing consumers with an 
active lifestyle with the most 

premium gear.”

Cotswold Outdoor 
announced as exclusive 
retail brand partner of the 
Kendal Mountain Festival

Plans for OutDoor 2018 
are gathering pace

The Outdoor Industries 
Association (OIA) has 
launched its new website, 
www.theoia.co.uk.

The newly created site offers 
an opportunity for everyone with 
an interest in outdoor recreation 
to find out more about upcoming 
events, news, research, job 
opportunities and more.

A new process to allow new 
members to join the OIA online has 
been introduced, and there are also 
opportunities for OIA members 
to submit job vacancies and news 
stories free of charge, which will 

be added to the vacancies page and 
then promoted to the rest of the 
industry to see and share.

There is a new Responsibility 
section which provides access to 
the European Outdoor Group’s 
online resources, and if you’re 
interested in research, there are 
a number of reports available to 
download.

The new site ultimately provides 
a fantastic resource for OIA 
members, as well as anyone else 
who is interested in getting involved 
or finding out more about the UK 
Outdoor Recreation Industry.

New OIA website 
launched
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TONY BOOTH, MANAGING DIRECTOR OF 
YORKSHIRE ELECTRIC BIKE COMPANY

outdoor hub
The place to source all your products and services

Northern Ground Beanie
Premium Polartec stretch fleece and a great fit make this soft, versatile, beanie a staple of 

active days in the cold. The Northern Ground Beanie fits easily under helmets and it’s naturally 
breathable to keep you comfortable.

0800 464 0876  www.columbiasportswear.co.uk

NUNA Women's Specific
Nuna is a lightweight baffled vest with water resistant down, perfect for cold days. It boasts 

Stitch through baffle construction throughout, two zipped hand pockets, inner zipped security 
pocket, elastane bound cuffs, drawcord adjustable hem and is supplied with a stuff sack. Such 

wr/down garments use a 90/10 Natural Duck down with 700cc.in/oz fill power (European 
standard). In addition, a water-repellent Teflon treatment allowing the down filaments to 

resist moisture and dry faster has been applied. This means wr/down jackets can be worn in a 
wider range of conditions.

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

New Jetboil MightyMo
This new ultra-stowable, single burner stove is now available. Weighing in at only 95g but 
possessing a mighty 10,000 BTU/h burner, the stove has simmer control and a regulator 

allowing you to use through all four seasons. Use with a cooking pot for improved efficiency.

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

Patagonia Reflect bottle
Beautiful in its simplicity and deliberate in its design, the Reflect bottle is crafted using 

sustainably harvested bamboo, food-grade silicone and stainless steel. Just three materials 
united into the ultimate expression of Klean. Features include a 0.8L capacity, Bamboo Cap: 

a durable bamboo cap creates a full stainless steal interior with sillicone closure, 100 per cent  
leakproof, Stainless steel - BPA free - no paint, no plastic and weighing in at 243g.

1-800-638-6464  customer_service@patagonia.com  www.patagonia.com
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ATP tour tennis rights. The Amazon 
Prime streaming service will now 
show nearly all elite men’s tennis 
events, except the four grand slams.

A few weeks later Ed Woodward, 
Manchester United vice-chairman, 
was commenting in a call with 
analysts that he believes Amazon 
and Facebook are likely to bid for 
Premier League streaming rights in 
the future.

Its a development that, on the 
surface, simply underlines that our 
TV habits are shifting. However dig a 
little deeper and a vision of the future 
begins to materialise.

t-commerce,  The Wall Street 
Journal, however, noted that the 
filing comes after Delivery Agent’s 
plans for an IPO failed, and added 
that a lack of a scalable platform, 
too much expense in its operations 
and overspending completed the 
company’s woes.

Imagine then that a huge global 
organisation was to embrace 
T-commerce and overcome such 
issues. A company that already has 
a massive Ecommerce AND TV 
streaming service. Imagine that this 
company brings these two elements 
together in the sports world, and 

T he notion of consumers 
wanting to purchase 
products from their TV 

screen has been around for years.

TV shopping channels
Its nearly 25 years since TV shopping 
channel QVC first opened its doors 
in the UK and, after a rather shaky 
start, the business has continued to 
grow and evolve where others - most 
notably JJB and Argos – have failed 
to gain traction in the marketplace.

Of course things have changed 
dramatically since the mid 1990s. 
We now consume our TV content in 
so many different ways whether it be 
mobile, catch up, streaming, sitting at 
our desk or sitting on the sofa, giving 
us an almost unlimited flexibility.

The growth of 
eCommerce
During that same time frame 
our shopping experiences have 
also evolved. The internet and 
eCommerce came along allowing 
us more freedom of choice as to 
when, where and how we purchase 
products.

It was with these two thoughts in 
mind that I read with interest the 
recent announcement that Amazon 
had outbid Sky to win exclusive 

or so. US company Delivery Agent 
had been at the forefront, powering 
the “shoppable” Katy Perry’s Super 
Bowl XLIX half-time show in 2015 
among other projects. Customers 
included Discovery, NBCU, Fox, 
CBS, HBO, Showtime, CBS, FX, 
Turner, Comcast, Cablevision 
Systems, AT&T and Verizon, among 
others, along with studios such as 
Lionsgate, Legendary and Sony 
Pictures.

However, in 2016 they filed 
for Chapter 11 bankruptcy. Some 
questioned whether the filing 
represented a death knell for 

T-COMMERCE – SWITCH ON AND 
TUNE IN TO THE FUTURE OF SHOPPING

Paul Sherratt, of Solutions for Sport, takes a closer look at the potential impact of 
eCommerce companies bidding for TV sporting rights

T-Commerce
For years commentators have talked 
about the potential to purchase 
goods through your TV whilst 
watching sport. Imagine rolling the 
mouse of a TV remote control over 
the football boots that have just 
scored or the shirt that a certain 
tennis player is wearing. The price 
and option to buy comes up and the 
transaction is made with one click.
The result – TV (or T-) commerce.

T-commerce — interactive 
shopping integrated with 
programming — has been a small but 
growing space for the past five years 



marketplace sellers in the sporting 
goods industry had the chance to 
put their listings in a streaming 
environment then the ad revenue 
opportunity for Amazon and the 
additional sales opportunity for that 
seller looks interesting.

Not only could a marketplace 
seller bid to place their listing 
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imagine the impact that this might 
have. In my opinion that company 
could be Amazon.

Amazon 
We are all aware of the continued 
impact the company has on the 
sporting goods (and TV) industry. 
It's a small step to imagine that 
whilst sporting rights brings a new 
subscription (Amazon Prime) 
audience, could these same rights 
also be monetised through a clever 
T-commerce strategy?

After all there is already a huge 
amount of sports product for sale 
within Amazon. To begin to link 
these lines back into streaming, 
to evolve the Amazon Firestick 
remote control to navigate in screen 

purchases and to ultimately drive 
additional revenue seems a logical 
bringing together of TV and sports.

The key point, as I see it, is that 
Amazon is an Ecommerce business 
moving into the TV space as opposed 
to, for example, Sky who are through 
and through TV/media company 
who do not have the expertise to 

really drive ecommerce success.
This fundamental difference 

would allow Amazon to address the 
T-commerce opportunity in a way 
that Sky (or for that matter many 
other broadcasters) would be 
unable to.

Let's think deeper about the 
Amazon marketplace model. If 

predominately within the 
traditional Amazon listings, they 
may also be able to bid to place 
that item on screen during a sports 
event which was being streamed 
by Amazon.

In the same way the traditional 
wholesale/brand partners, such 
as Nike and adidas who sell direct 
to Amazon would be able to bring 
a deeper marketing strategy to 
the relationship. Launching a 
new product at a sporting event 
streamed by Amazon with the 
opportunity for the viewer to 
purchase this new item in one 
click certainly seems a compelling 
proposition and would enable 
a much stronger connection 
between sales and marketing 
strategies as well as the ability 
to clear track the P&L of such an 
activity.

Time will tell whether the 
T-commerce route is indeed one 
that Amazon will explore. What 
is, however, clear, in my opinion, 
is that, despite the Delivery Agent 
bankruptcy, the merger of sporting 
rights and the ability to retail 
sporting goods (and any other 
products) products on screen 
appear to be a logical development 
within our industry.

I will watch the space with 
eager anticipated. 

“ Imagine rolling the mouse of a TV remote control over the football boots that have just scored or the 
shirt that a certain tennis player is wearing  ”



as a result tend to be excellent at 
converting traffic to sales,” explains 
Helen Southgate managing director 
of performance marketing agency, 
Acceleration Partners  
(www.accelerationpartners.com).

However, she adds: “There is 
a growing trend to use differing 
payment models to reward other 
behaviour such as engagement, 
content, higher funnel traffic etc.”

How is it different to 
influencer marketing?
Influencer marketing is another 
form of affiliate marketing which has 
traditionally sat in PR teams with top 
celebrity influencers being paid up to 
£160,000 for a Facebook post. These 
high stake large influencers “will 
always want a direct relationship 
with the brand, or PR,” says 
Southgate.

Rakuten Marketing UK stresses 
the importance of focusing on 
measurement across the whole user 
journey. “What makes measuring 
the value of influencer marketing 
more difficult than other more 
typical affiliates is they quite often 
don't lead to a purchase directly. Our 
data shows that influencers start 
more customer journeys than any 
other affiliate publisher type. We see 
influencers as the first touchpoint 
in a user journey 53 per cent of the 
time. So, if advertisers are looking to 
measure the value of their influencer 
marketing campaigns in terms of 
sales and revenue, it's essential that 
they are able to track the whole user 
journey, rather than just the last click, 
and attribute value accordingly.

“Additional metrics, such as time 
on site, number of pages visited, and 
which high value areas of the site 
influencer traffic visited can also 
be included in any measurement of 
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F or many years there's been 
a nagging question about 
the real value of online 

marketing? But if you get to grips 
with performance and specifically 
affiliate marketing you'll find a 
way to get a true return on all your 
marketing efforts.

Affiliate marketing is probably 
something you've heard of, but 
aren't really sure what it is – and 
like everything in the digital world, 
it's a fast-moving model with 
creative innovation and technology 
continuing to gather pace. 

Affiliate marketing sits under the 
umbrella of performance marketing. 
And it's a growth area, according to 
a survey by international marketing 
company, rakutenmarketing.com, US 
affiliate marketing spend is expected 
to be $6.8 billion between 2015 and 
2020.
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SHOW ME 
THE MONEY

What exactly does it mean? Who 
are the players in affiliate marketing, 
and what are the future trends 
for this always growing model 
that seems to be finally able to put 
the money where the internet's 
marketing mouth is?

What is it?
Put simply it's a payment on 
performance set up – an arrangement 
by which an online brand pays 
commission to an affiliate via an 
external website for traffic or sales 
generated by their marketing efforts, 
which can be as simple as a blogger 
placing a link, button or banner 
within a blog post that will lead 
readers to that product or service.

“The predominant payment model 
for affiliates is Cost per Acquisition 
(CPA), so affiliates are rewarded 
directly for the sales they make, and 

Fiona Bugler investigates the world of affiliate 
marketing and what it means

Research repeatedly shows that 
digital brands are often in the dark 
as to where their money is going. In 
a presentation by Allyson Griffiths 
of iCrossingi at the 2017 Brighton 
SEO conference, it was revealed 
that brands had spent $570 million 
in the US on Influencer Marketing 
in 2016. But further research found 
that 57 per cent of the major brands 
reportedly didn't know what the ROI 
on their investment was. And a study 
by  Rakuten Marketing from August 
2017 found that when asked what 
would encourage brands to spend 
more on influencer marketing 50 
per cent said greater transparency 
and better reporting of influencer 
contribution to sales was most 
important.

There's no doubt, however, 
that even though it's hard to 
quantify influencer marketing 
does have a vital role to play. Nick 
Fletcher, VP Customer Success at 



performance, for example, miles 
logged by runners are rewarded by 
vouchers.” A good example of this is 
Running Heroes, who also provide 
relevant and shareable content for 
their running community  
(uk.runningheroes.com).

And for brands looking for new 
types of publishers, the emergence 
of websites such as Boom 25 
(boom25.com) show how far we've 
moved on from the traditional club 
card school of loyalty. The shopper 
can choose their brand (including 
a number of sporting brands), then 
they're taken to the partner site to 
buy. If they're 25th in line buying 
their chosen product, they win their 
money back.

'Non-traditional' affiliate 
marketing methods also include 
storefronts, a term used to refer 
to partners, usually non-profit 
entities that get co-branded with the 
retailer. In the US, Ultimate Fighting 
Championship fighters have teamed 
up with Reebok. One female fighter 
has her own Reebok-branded range, 
which she sells via a shopfront on 
her site, allowing her to track what 
market her visitors are coming from. 
And in the promotion of a specific 
Reebok fight, newsletters were sent 
out to affiliates with even more 
incentive to make a commission on 
sales.

It goes without saying that mobile 
is just as important in affiliate 
marketing as in any other form of 
digital marketing. And some brands 
are using voucher codes to link their 
online with offline sales and footfall 
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the value of influencer visits. Using 
'softer' engagement metrics such as 
these helps advertisers understand 
the quality of traffic being driven by 
their influencer partners.”

The more linear, sales-orientated, 
affiliate marketing is risk-free, 
says Ami Spencer, director of 
International Publisher Relations 
at Webgains (WG), whose clients 
include Nike, Decathlon and a 
number of online sports retailers. 
"ROI is at the focus of all discussions 
and as everything is tracked it's 
incredibly transparent," she adds. 
And when it comes to the newer 
influencer marketing, Helen 
Southgate explains: “There are a huge 
long tail of micro-influencers who 
are well suited to the affiliate channel 
which can track and monetise 
websites at scale.”

Successful affiliate 
marketing
So how do you find the right team of 
affiliates and micro-influencers to 
scale up your advertising efforts? The 
simplest way is through an affiliate 
network. This is where the affiliate 
goes to find out what's on offer for 
them as a publisher, and the network 
is also a place to do the basic admin, 
such as processing payments and 
refreshing the affiliates, keeping 
them relevant.

“Explore and understand the 
publisher mix that network can offer, 
sometimes if they manage other 
similar clients they can have a skew 
towards certain affiliates e.g. WG 
manages NIKE's affiliate programme 

and we have grown a huge network of 
very good sporting content affiliates 
(and we've found good content is 
directly linked to increased revenue) 
from sneaker heads to the FA, to 
promote the brand using affiliate 
links,” says Spencer. 

Other questions brands should 
consider when selecting a network 
could include: international reach; 
and growth plans for expanding 
the affiliate network; and a good 
compliance and screening system 
for affiliates. A network will have a 
dedicated publisher team who will 
make sure your affiliates are always 
relevant, as well always working on 
screening who your brand is reaching 
out to.

Finally, a network can take out the 
hard work of building relationships, a 
key to successful affiliate marketing. 
“We have very strong relationships 
across all affiliate segments from 
content (e.g. the Telegraph), to 
voucher/cashback, price comparison 
sites,” says Spencer. “We also 
connect with influencers and 
partners who can offer the latest 
technical solutions, for example, 
overlays, re-targeting and PPC/SEO 
optimisation.”

A new type of affiliate: 
how publishers are 
changing 
As stated above the type of digital 
business platform for affiliates 
is growing and evolving. “Many 
are community-based,” explains 
Spencer. “And sport is ideally 
suited for this kind of model where 

in shops, for example, 
www.vouchercloud.com and 
Runner's Need have teamed up. With 
their 'smart targeting' on mobile you 
could be alerted to an offer when 
you're walking past Runner's Need, 
who can track data about you should 
you use the voucher and purchase 
their goods.

Too salesy?
With vouchers and sales and cases 
of fraud, affiliate marketing hasn't 
always had a good name. A quick 
google search can give an impression 
of ‘get rich quick’ schemes with 
young men talking about going from 

 The brand who is also known as 
the retailer, merchant or advertiser.
 
 The 'affiliate' also known as the 
publisher. 

 They can be found in digital 
business models or platforms that 
include: price comparison sites; 
bloggers/vloggers and social media; 
voucher sites; and loyalty platforms. 

WHO'S WHO IN 
AFFILIATE MARKETING

nothing to seven figure salaries. 
One Blogger, writing on the 
blogger hosting site Medium said: 
“Affiliate marketing is this weird 
underground world of mostly young 
guys making ads online trying to 
sell other people’s stuff. It’s the 
only industry I know of where you 
can drop out of college, and a year 
later be making a million dollars 
per year online.” However, this is a 
misconception, as Spencer explains, 
“this is more from the camp of 
display lead generation.”

The future
Like all digital marketing, data is 
vital. Networks such as WG are 
using IBM's Watson to crunch 
big data, such as changes in the 
weather, and social media trends to 
help them plan exactly what product 
to push to their affiliates. Advances 
in automation and artificial 
intelligence will also make it easier 
to create a clear picture of exactly 
where and when consumer-buying 
decisions are made, as well as 
manage day to day administration of 
managing large volumes of affiliates 
– and feedback intelligent and 
accurate metrics for brands.
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MPoS devices can also be used 
for customers to return or exchange 
items, again helping to reduce queue 
size at the traditional static paying 
points. 

Use MPoS at a sporting 
event 
Another advantage of using MPoS is 
that it makes your store operational 
beyond its four walls. Do you sell 
products at local sporting events? 
Do you partner with a local sporting 
team and want to set up a stall at 
their matches? An MPoS device 
makes this infinitely easier. Not only 
can you process purchases without 
lugging a heavy till with you and 
needing an electricity point, but all 
the information on the sales you made 
will be centrally stored and synced 
with your in-store POS system. 
By using an online connection (3G, 
4G or Wi-Fi) back to your shop’s POS 
and inventory system, you can grow 
your business by taking it anywhere 
potential customers are. One of the 

P reviously only brandished 
by sales assistants in high-
end luxury and boutique 

retailers, mobile point of sale devices 
– or MPoS – are now becoming more 
commonplace on the high-street. 
Well known shops including Argos, 
Schuh, Oliver Bonas, ETC and ETC 
are now offering enhanced customer 
experiences via MPoS enabled tablet 
or smartphone devices. 

In the sportswear sector JD 
Sports is using MPoS in-store for its 
footwear offering, with future plans 
to enable the devices to support its 
full range. Nike’s own stores also 
now boast assistants with MPoS 
devices, offering both staff and 
customers multiple benefits. 

Reduce queue times – 
and then some 
The most obvious benefits for 
customers, is that MPoS can reduce 
queue times in stores, in turn 
providing an enhanced in-store 
experience. Assistants with MPoS 
devices can alleviate the pressure 
on till staff during busy times, by 
processing payments from any area 
of the shop. This increases customer 
satisfaction – even us Brits don’t like 
queuing that much to choose waiting 
in line over an on-the-spot solution! 
Faced with a long queue, shoppers 
may leave the store and a sale 
could be lost. MPoS devices reduce 
that risk. 

main benefits of using MPoS is that 
you are no longer restricted to solely 
selling in your bricks and mortar 
establishment. 

Sales consultants not 
assistants 
MPoS devices contain all your 
products and customer information, 
empowering assistants that carry 
them. As such, your sales staff can 
become consultants as they can 
better inform customers about the 
products they are interested in. 
They can also pull up details on the 
customer they are liaising with, 
seeing their purchasing history and, 
perhaps, being prompted to offer loyal 
shoppers and discount or a special 
gift. For example, 20 per cent off a pair 
of trainers for a customer that has 
spent over £200 with you in the last 
three months; or a free water bottle 
for a consumer that makes their 
second purchase with you. 

All of which, again, enhances the 
relationship between that customer 
and your operation. 

Additionally, your staff can use 
MPoS to gain customer information 
details – be it an email address or 
brand preferences - either before, 
during or after purchase from 
anywhere in your store. MPoS 
devices offer e-receipts functionality, 
which is another simple way to 
obtain customer details. Such info 
will then be added to your customer 

database and can be used for future 
engagement. 

It really is straight-
forward to offer
Demand for mobile tech in-store is 
evident: 72 per cent of consumers 
want store associates to personalise 
encounters using mobile devices, 
according to RichRelevance, while 40 
per cent want staff to use technology 
to demonstrate deep product 
knowledge. To go live with MPoS you 
simply need a merchant account, a 
mobile application and a card reader. 
We have added MPoS devices and 
services to a number of our clients – 
in the sports retail sector and beyond. 

For more information on how you 
could soon be offering MPoS to your 
customers, contact Matthew Carlton 
on 020 8605 9727 or via email at 
matthew@retailit.com 
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Matthew Carlton, marketing manager at Retail IT, explains the benefits of MPoS

MOBILE POINT OF SALE:
WHY YOU SHOULD BE USING MPOS TO BOOST 

SALES WITHIN AND OUTSIDE YOUR STORE

About Retail IT 
At Retail IT our aim is to bring 
the omnichannel management 
benefits that large retailers enjoy to 
all sizes of retailer, from point-of- 
sale and eCommerce, to supply 
chain planning and forecasting. 
Since 2008 we’ve worked together 
with Cegid who develop the most 
sophisticated and intuitive retail 
software, which delivers the best 
return on investment for retailers 
of all sizes. 

We now work with 67 clients 
and cover 221 outlets. This 
includes a number of sportswear, 
outdoorwear and footwear retailers 
- and many Intersport members. 
We know that all retailers are 
unique - that’s why we consult 
with our clients and tailor Cegid’s 
Y2 software to their business and 
budget.
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W hat is this thing called 
“the brand”? Why do 
marketing gurus treat 

it as the icon of selling, investing 
it with something akin to religious 
significance?

The motivation behind brand 
building is financial. Successful 
brands are very, very profitable. 
More than that, many of them 
generate those profits year-in, 
year-out over decades. That success 
makes a brand, in its own right, 
equity in a business.

Major consumer goods 
manufacturers list their brands 
in their report and accounts in 
the capital valuations section - 
carrying some big valuations, too. 
Manufacturers regularly sell brands 
- not the production plant, just 
the brands. Thus the expenditure 
of no little time, effort and money 
on brand building shows a return 
both as income and capital growth. 
Companies refer to marketing 
spend as “investing in our brands”. 
It's not glib, it's reality.

That's the upside. The downside 
is just as interesting. Businesses 
with strong brands withstand 
recessionary pressures better, 
because their margins stand up 
better to downward price pressure. 
Equally, a business with a powerful 
brand can recover faster from its 
own failures e.g. BP and Marks and 
Spencer some years back

OK, enough of justification. Just 
exactly what is a brand and what's it 
got that a name alone lacks? When 
does a name become a brand? A 
brand gives a product intrinsic 
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and extrinsic values enabling 
it to become a dynamic part of 
customers' lifestyle. They will 
pay more for their brand of choice 
because they perceive benefits in 
it, which are valued in cash. Whilst 
some of those benefits are tangible, 
most are intangible. 

A brand may be some of the 
following: good value, high quality, 
reliable, modern, traditional, 
original, individual, stylish, sexy. 
You will note that all these words 
are highly subjective. However, the 
key virtue of a brand is consistency: 
when you buy product x or shop 
at store y, what you get is always 
good value or high quality or 
modern. This indeed is the origin 
of branding; when mass marketing 
first existed it needed a way to 
reassure customers that, yes, this 
is that product you bought before, 
it's just as good, look - the pack's 
the same size and colour and the 
name's in the same typeface. This 
consistency makes customers trust 
a brand, gives them faith in it's 
promise - and there's that quasi-
religious aspect of branding.

The brand-owner reinforces 
that consistency by stressing all 
his brand's values in every aspect 
of presentation to the customer: 
packaging, advertising, POS, 
literature and all other ancillary 
activities. At every opportunity the 
customer is reassured: “You have 
gained far more than the extra you 
have spent”.

What then are the tools for 
building a brand? Let's start by 
considering advertising because 

big brands spend big bucks on 
advertising, don't they? Actually, 
it's not an absolute. For many, many 
years, Marks and Spencer spent 
very little on advertising. Similarly, 
many quality brands especially 
those carrying premium price - 
clothing, perfumes, alcoholic drinks 
- have grown without being pumped 
up by a big ad budget.

Advertising is branding's 
expensive sledgehammer. For 
the retailer, especially the single-
site retailer, there are other more 
important issues to address before 
spending in the media, starting with 
the corporate identity.

It is essential to create an identity 
that defines your business, which 
is instantly recognisable and which 
can work in a whole host of settings. 
It then becomes your brand identity. 
If you feel that yours is dated or no 
longer reflects the qualities you 
are selling, a re-design is indicated. 
Don't be scared by this - brands 
develop their identity all the time.

Next apply your identity with 
rigour. Colours, typefaces, layout are 
always, always precisely the same. I 
can't stress this too much - if you're 
so-so about creating your corporate 
identity or lazy about its application, 
you'll never build a brand.

Then apply it everywhere. Your 
stationery, vehicles and advertising 
are the obvious start points. In your 
store, apply your brand identity 
at every opportunity where the 
customer's eyeline naturally goes 
to. So, from the pavement forward, 
this would include front of house 
signage, window displays/posters, 
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decal on front door, floor graphics 
or, more expensively, woven into 
the carpet, point-of-sale material, 
ticketing, labelling.

The till is vital: it's where the 
customer says I love you with their 
plastic. Give the customer a branded 
pen to sign with and let them keep 
it, if it's a cheap one. Your till receipt 
should carry a friendly message and 
print your brand, albeit in black.

What they carry away is 
important and the carrier above all. 
It isn't just an advertising medium 
for you, it's a style statement for 
the customer, publicly stating their 

allegiance to your brand. Make it 
worthy of that allegiance; think how 
people re-use Harrods bags and aim 
for the same value.

What products do you put your 
brand on? Focus on your key area of 
expertise. Start simple and aim to 
build. Be creative, be brave.

A table tennis ball can carry many 
repetitions of your logo. So can a 
paddle. Colour offers infinite variety 
– use it. Turn the packaging into 
your own personal small billboard. 
Above all, aim for quality and 
uniqueness: a brand is not 
about cheap.

QUALITY AND UNIQUENESS
– WHAT'S IN A NAME

Paul Clapham examines the way you can build your own brand

“ It is essential to create an identity that defines your business, which is instantly recognisable and 
which can work in a whole host of settings ”
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T hree-times world Para 
Sailing Sonar dinghy 
champion Hannah Stodel 

is preparing for one of the biggest 
challenges in her sporting life – she 
is taking on the 2020 Vendee Globe 
yacht race, the world’s most gruelling 
and dangerous sailing contest.

Stodel, born without a right 
hand and forearm, is planning to 
be the first disabled sailor to do the 
three-month solo non-stop round-
the-world race they call the Everest 
of the sea. And the woman, whose life 
has been a constant challenge against 
adversity, could hardly have picked a 
harder test.

The race rules for the French-
dominated Vendee Globe are brutally 
simple: no stopping, no prepared 
routes, no help with repairs and no 
assistance if ill or injured.

The Vendee takes no prisoners, 
and although she has been sailing 
since the age of three and a 
Paralympian in four consecutive 
games, Stodel admits that her off-
shore sailing is limited and in fact she 
will be making her first transatlantic 
crossing in a 40-footer.

“Of course I realise what a 
challenge sailing an Imoca 60-footer 
non-stop around the world will be for 
someone like me,” 32-year-old Stodel 
says. “It needs meticulous planning 
and a careful build-up so that I don’t 
scare myself silly! Ellen has said ‘Go 
for it’ and that’s good enough for me.”

Ellen is sailing legend Dame Ellen 
MacArthur, runner-up in the 2001 
Vendee Globe, whom Stodel first 
met when she was 13 and receiving a 
Young Sailor of the Year award. They 
have been friends ever since.

“It was after meeting her that I 

first wanted to do the Vendee Globe 
and it’s been a major ambition ever 
since!” Ellen MacArthur has pulled 
no punches about the ordeal that 
will be facing the race’s first single-
handed sailor.

During her epic 94-day 
circumnavigation Macarthur had to 
make four climbs up her 79ft mast 
to repair broken gear - and she had 
two arms. “I know I’ll have to think 
outside the box,” Stodel says. “But 
I’ve always had to in sailing.

“They said Ellen was too small and 
too young, and a girl, but she went out 
and did it. Essentially, when someone 
tells me I can’t do something I’ll go 
and do it anyway. Ellen has given me 
masses of wonderful help and advice 
and at the end of the day she just said 
‘Go for it - why not?’

“And with taekwondo and 
badminton replacing sailing in the 
Paralympics from 2020 this is me 
kicking in the door of the Vendee 
Globe for everyone else to prove it 
can be done. I’ve been proving people 
wrong all my life!”

To raise funds for her Vendee 
Globe boat, Stodel has created 
Hannah Stodel Racing and is busy 
building her campaign and fund-
raising team for the attempt. Raising 
the money is nearly as daunting 
as doing the race - competitors in 
previous Vendees have spent up to 
£3 million with no guarantee of even 
finishing.

Even at this early stage confidence 
is high at Hannah Stodel Racing. “I’m 
very lucky to have a good bunch of 
people around me who I can trust 
with my life, and who really believe 
we can do it,” Stodel told us.

“It would be great to knock the 

French off the podium in the Vendee 
Globe, but there’s a long way to go yet. 
Offshore racing is dominated by the 
French - and by men. It’s about time 
that changed!”

Even so, no one is under any 
illusions about the magnitude of 
what Stodel is taking on. “She will be 
sailing over 40,000 miles and setting 
three to five records and world firsts 
just by completing her training,” says 
team manager Ben Forbes. “And 
that’s before we even get to the start 
line.”

Moving on from racing 23ft Sonar 
keel-boats now there are no future 
Paralympic racing opportunities, 
it’s no secret that Stodel was 
disappointed with her ninth place 
in last year’s Rio Paralympics, 
particularly after a bizarre incident 
at the 2012 London games when her 
team was denied bronze after an 
official cleaned the side of the keel 
while inspecting the boat for damage.

“Having your medal taken away 
because of some incompetence in the 
decision-making was heartbreaking. 
I know in my mind that we won that 
medal on the water, where it really 
matters.”

On the positive side, she detected 
a definitive sea-change after London: 
“There was more respect for what 
Paralympic athletes were striving 
to achieve. There was less of the 
old ‘blankets over the knees’ kind of 
approach after London.

“We were seen more as normal 
people. Just because we had a 
disability didn’t mean we sat indoors 
all day.”

Stodel has clearly never done any 
of that. “It’s been one hell of a journey 
so far,” she says, looking back to the 
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Defiant Stodel is taking 
on the Globe

days when she was bullied at school 
and called “weird” and “the evil 
person with one arm.” Even when 
she started competitive sailing there 
were problems and she was urged to 
give up and try table-tennis instead.

She never gave up. “I kept coming 
back for more,” she says. “And I still 
do.”

In 1995 she was in the able-bodied 
national junior dinghy squad, feeling 
that disability events were a weaker 
option, but was later persuaded 
to make up a Paralympics Sonar 
crew with fellow UK sailors John 
Roberton and Stephen Thomas. They 
sailed together for 12 years and won 
three world championships.

At the 2004 Athens games, Stodel 
became the UK’s first woman 
Paralympic sailor. She recalls: “It was 
a pretty overwhelming experience 
both on and off the water. No one had 
really warned us about the circus 
that is the Olympic and Paralympic 
games and how it’s not just another 
regatta. Being the first woman was 
pretty special, though.”

Both Stodel’s parents sailed 
competitively and their daughter 
went to sea before she could walk. 
“My parents never really saw me as 
disabled. If anything it drove them 
to push me harder. From day one it 
was ‘Get in the boat and shut up, do 
your job and keep your head down!’ 
Luckily for them, I caught the 
sailing bug.”

Growing up in the 
East coast sailing 
community, being 
on the water 
became Stodel’s 
way of showing her 
independence.

“I never really had to 
adapt to my disability as 
I’ve never known anything 
else. I have just got on with 
things as best I could. I have 
tried numerous prosthetics 
but they all made me feel 
lopsided as I am so used to being 
as I am.”

www.sports-insight.co.uk

Although she still dingy-races 
when she can and has a flourishing 
coaching practice, the Vendee Globe 
looms increasingly large in Stodel’s 
busy life. “It’s certainly going to be a 
massive challenge - every skipper I’ve 
spoken to has said it’s the best - and 
the worst - of offshore racing.

“I’m actually quite looking 
forward to that. At the same time I’m 
obviously scared of the challenge, 
but my uncle left me with a nice little 
saying to put on the boat: ‘I am strong, 
but the boat is stronger.’

“I’ve had a really positive reaction 
to my Vendee Globe plans. The race 
might be in 2020 but the timeline is 
pretty tight for an event like this.

“Everything about the project 
is a massive challenge but if I can 
inspire just one disabled person to 
have a bit more self-belief and take on 
something they previously thought 
was out of reach, then what I’m trying 
to do will have been worth it.

“One thing I’ve learned is that 
it doesn’t matter what people say. 
I once got told by someone to stop 
sailing because it wasn’t my sport and 
never would be.

“Sometimes people have those 
sorts of opinions about disabled 
athletes but if you think you can do 
it, the chances are you probably can. 
Give it a go…”

World champion sailor Hannah Stodel talks to Tony 
James about her biggest sporting challenge yet



A sideways look at the world of independent retailing

@SportsInsightUK

I 'm not one to complain, but I do 
seem to be getting more than 
my fair share of misfortune. 

Just last week, I thought I had a 
cold coming on and my assistant 
Norman broke his leg.

That really was the last straw. 
When other men of his age, painfully 
aware of their mortality, content 
themselves with a short walk with 
an elderly whippet, Norman insists 
on behaving like Bear Grylls.

It’s hardly surprising that when 
abseiling down a church tower 
for charity he fell 20 feet onto a 
gravestone and is now tottering 
about on crutches trying to give the 
impression that he has been hard 
done by.

He is even asking people to write 
sympathetically on his plaster cast, 
but the only person to oblige so 
far has been a young nephew who 
drew a large explicit representation 
of two skeletons doing what they 
shouldn't, with the caption "Love 
Never Dies". 

To his credit, Norman did get his 
wife to get rid of it by giving the cast 
a coat of magnolia emulsion paint.

Obviously I can't run a busy 
independent retailers by myself, 
particularly if there’s snooker on TV 
in the afternoons, so there was only 
one thing for it: I've had to advertise 

Mail and were short-listed for the 
Jeremy Kyle Show. 

I have to say that an ad in the local 
weekly paper did bring in a slightly 
better class of applicant including 
a lad in a college blazer who said he 
came from a long line of successful 
businessmen, and was looking for 
work during the college holidays.

"We've never been afraid of hard 
graft," he said. “My grandfather had 
a stall in the market and got up at 4 
am to go to Covent Garden. He was 
driving a Rolls-Royce when he died.

"Did he get that selling potatoes?" 
I asked. "Of course not," the youth 
said. "He won half a million quid 
on the lottery. On second thoughts, 
perhaps I'll pass on your job. Can 
you sell me a decent cricket bat?"

A lad with a lisp and acne who 
came in mainly to use the lavatory 
said he was looking for something to 
tide him over before his case came 
up and had had experience in offices 
and factories. 

"Can you drive a fork-lift truck 
and make tea?" I asked for want of 
something better to say. "Bloody 
'ell," the young man said. "How big 
are yer teabags?"

By the time a girl wearing a 
Harry Styles T-shirt and purple 
wellies asked how long the holidays 
were and would she have to work 

Saturdays I was starting to get a 
little terse.

The following day the only 
applicant was a middle-aged man 
with a sniff and a cardigan. “Sorry 
I’m late,” he said. “I was trying to 
buy some camouflage trousers but I 
couldn’t find any.”

When I asked about previous 
experience, he replied: “I wanted 
to be a milkman but I hadn’t got the 
bottle. Then I tried selling Velcro, 
but that was a rip-off.”

“You probably wanted to be a 
clairvoyant but couldn’t see a future 
in it,” I said, edging him towards the 
door.

“You’re wrong there, squire,” the 
man said. “But I did work in a bank 
until I lost interest. Good morning.”  

So today, after having a nightmare 
about employing someone who 
turned out to be Jack the Ripper in 
drag who didn’t have a P45, I woke 
up with raging indigestion and 
decided that I wasn't cut out for job 
interviewing. 

I've just rung Norman and said 
if I give him a chair with a cushion 
and pick him up in the car, could he 
manage a few hours on time-and-
a-half this week? I’ve also agreed, 
against all my better judgement, to 
write: “Norman’s not always this 
plastered” on his leg.
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for part-time help.       
A postcard in the corner shop 

brought in a chap in an archery 
club tie and brogues who said his 
wife wanted him to take a part-
time job to get him out of the house 
when she was supervising the 
window-cleaner doing the bedroom 
windows. 

“My experience is in middle 
management,” the man said. “In my 
last job I had 500 men under me.” 
When I found out later he had cut 
the grass in the local cemetery I sent 

him a text saying I thought he was 
over-qualified.

The card also brought in a youth 
heavily tattooed and clanking 
with ironmongery hanging from 
numerous body-piercings, who took 
a particular interest in our baseball 
bats and lacrosse sticks and said 
he would have to fit the job in with 
his community service and tai chi 
classes. 

He said his whole family were 
on ASBOs, including his granny, 
had had their pictures in the Daily 

A nightmare on Part-time Employment Street
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