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ADRIAN HILL writes for a wide variety of sports publications and websites. 
Also contributes to BT Sport’s rugby union coverage.

CRISPIN ANDREWS appears regularly in The Cricketer, Inside Cricket, SPIN and Wisden
Extra. Loves smashing it over cover for four.

DAVE HOWELL internet specialist and micro publisher, his work has appeared in the
national press, specialist magazines, journals and websites.

FIONA BUGLER a marathon runner and triathlete, she’s also the co-founder of the Fitness
Writers’ Association and been involved in fitness media for 20 years.

PAUL CLAPHAM regular contributor to a variety of trade magazines, largely on marketing
and sales topics. Also works as a marketing consultant.

PAUL SHERRATT is the founder of Solutions for Sport, which provides sales and
marketing solutions for sports brands and retailers alongside business consultancy and
development advice.

TONY JAMES former Fleet Street journalist, co-founder of the Sports Incorporated
agency and author of over 20 books, he specialises in sport and business.
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ports Direct was founded
as a single store in
Maidenhead as Mike
Ashley Sports in 1982.
Today it’s the UK’s number

one sports retailer, is worth £4 billion,
has around 400 stores in the UK and is
listed on the FTSE 100. 

Key to the success of the
Shirebrook-based company is a policy
of high volumes and heavy discounting,
which has a strong appeal to cost
conscious consumers. According to
NPD’s Online Consumer Panel, when
UK customers were asked: “What
influenced your purchase the most?”,
respondents said “price” was the
number one factor, followed by “the
look of the product” and then “fit”.

PRICE SLASHING
During the January 2014 post-
Christmas sales Sports Direct slashed
prices by up to 90 per cent. Consumers
were able to purchase a Slazenger polo
shirt for £1.29 versus its original £12.99
price. Furthermore, while Nike’s
Manchester City 2013/14 home shirt
was being sold online for £52 by JD
Sports and £55 by Kitbag.com, the
same shirt was being sold for £33 on

Source: The NPD Group - GB Sports Footwear and Apparel Consumer Panel

The NPD Group charts the strategies employed by Mike
Ashley’s Sports Direct empire and their impact on the industry

S

08 Follow us @SportsInsightUK

the Sports Direct website. At a time
when consumers’ purchasing power is
decreasing, they are more than likely to
be alert to the massive discounts
offered by Mike Ashley’s business. 

In fact, according to NPD’s Online
Consumer Panel, around two thirds of
Sports Direct’s products were sold at a
discount in 2013. The average across all
retailers combined within the sports
footwear and apparel market in the UK
last year was 51 per cent.

How can Sports Direct discount in
such a manner? In the past, private
labels were of an inferior quality and
received little marketing support from
retailers. Nowadays, the quality and
design of retailers’ own brands have
improved, while they now also receive
significantly more advertising support.
The main benefit of selling own
product is the significantly bigger
margin that can be achieved.

COMPANY ACQUISITION
In the case of Sports Direct, as the
company grew in size Mike Ashley
purchased well-known brands such as
Dunlop, Slazenger, Everlast, Lonsdale
and Karrimor for relatively small sums.
Year after year Sports Direct has

“WHAT INFLUENCED YOUR PURCHASE
THE MOST?” (% UNITS)

DIRECT
APPROACH

improved its ranges and developed its
offering in categories such as tennis,
running and outdoor. Although own
brands are sold at an attractively low
price, they still manage to return a
healthy margin. The margins achieved
through its own products has allowed
Sport Direct to reduce the profit
generated via brands such as adidas
and Nike, making the retailer’s offer
appealing to the consumer.

This strategy has worked well so far
and the increasing number of own
brands in Sports Direct’s portfolio has
enabled the company to gradually gain
more control of its business.
Nevertheless, this strategy has created
tension with manufacturers such as
Nike and adidas, who on occasion have
been unimpressed to see their products
sold at low prices. 

According to NPD’s Online
Consumer Panel, adidas and Nike
products are sold on average £4 and
£5 lower respectively within Sports
Direct stores than in the rest of the
sports footwear and apparel retailers in
the UK. Furthermore, comparing
Western European countries (France,
Germany, Italy, Spain and the UK)
reveals the average price of adidas and
Nike product is lowest in the UK. 

BRAND EROSION
Recently adidas announced its
intention to withdraw Chelsea’s replica
shirts from Sports Direct stores. This is
driven by the fear the brand is being
eroded by poor store experience and
low pricing. The battle adidas has
engaged in with Sports Direct is not
surprising and is part of a global
distribution strategy that began in 
2012 aimed at taking back more 
control of the brand. 

With strong growth year on 
year, Sports Direct has strengthened 
its negotiating power with
manufacturers. The coming weeks
might shed more light on who actually
has the upper hand.
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“AROUND TWO
THIRDS OF SPORTS

DIRECT’S PRODUCTS
WERE SOLD AT A

DISCOUNT IN 2013”

RETAIL

09www.sports-insight.co.uk

The NPD Group monitors the sales of sports footwear and
apparel in many countries around the world. For more
information call the NPD Group sports team on 01932 355580.
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THE TRIATHLON SHOP IN BRISTOL, RUN BY DIRECTOR JON BURRAGE, BEAT SOME STIFF
OPPOSITION TO BECOME ONE OF 20 COMPETITION FINALISTS, WHICH IS SPONSORED BY
LIBERIS, A PROVIDER OF SMALL BUSINESS FUNDING.

If it wins The Triathlon Shop will be crowned ‘Britain’s Friendliest Business’ and receive £10,000.
The company’s entry included details of its free group runs and rides and how it supports

customers in local races by going along to cheer them on. The team often train and race with
customers too. 

Paul Mildenstein, CEO of Liberis, says: “We’ve been bowled over by the quality of entries and
the obvious passion and devotion Britain’s small businesses give to make sure their customers

get the very best service. They should all be celebrated, but
The Triathlon Shop really stood out.”

Each finalist now has to get as many Facebook Likes as
possible as part of the final stage of the competition. The
number of Likes received will be considered by the judges when
they make their final decision on the winner. 

You can Support the businesses on Twitter @LiberisUK
using the hashtag #BFBiz and on Facebook at
facebook.com/BritainsFriendliestBiz. The competition winner
and two runners-up will be announced at the end of February. 

WHAT’S NEWS
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

“A VIRGIN.” 
PETER CROUCH’S
RESPONSE TO THE
QUESTION: WHAT
WOULD YOU HAVE BEEN
IF YOU HADN’T MADE IT
AS A FOOTBALLER?

TWITTERING Sports Insight is now on Twitter. For the latest industry news, new product information and details
of forward features and special advertising opportunities follow us @sportsinsightuk. 

10 www.sports-insight.co.uk

THAT’S ACCORDING TO THE 
OFFICE FOR NATIONAL STATISTICS,
WHICH ALSO SAID FULL-YEAR SALES
IN 2013 WERE 1.6 PER CENT HIGHER
THAN IN 2012.

Small stores experienced higher
growth year on year than large ones,
with the amount spent in these outlets
increasing by 8.1 per cent compared
with 2.6 per cent in large stores. 

Internet sales increased by 11.8 per
cent in December 2013 compared with
December 2012. Online purchases now
account for 11.8 per cent of all retail
sales, the ONS says.

December
retail sales rise
5.3 per cent
on a year ago 

FAST FACTS
RUNNING
●Running is the third
most popular sport in
the UK, with equal
popularity among both
men and women (17
per cent of UK adults
of each gender
participate). Source:
SMS INC SPORTS-iQ.

●More than a third of
UK speciality running
stores have begun
selling online, from
which they derive an
average of 14 per cent of
their total sales. Source:
Speciality Running
Retailer Trends 2013.

FOOTBALL
● 85 per cent of active
football playing adults
said they would consider
buying adidas branded
goods, making it the
most considered football
brand ahead of second
placed Nike (76 per cent)
and third placed Reebok
(53 per cent). Source:
SMS INC SPORTS-iQ.

●Umbro’s loss of the
England football
teamwear sponsorship
deal has not stopped
consideration of its
product portfolio, as the
brand is still widely
considered for
purchasing by active
football players for both
its clothing (35 per cent)
and footwear (28 per
cent). Source: SMS INC
SPORTS-iQ.

RUGBY
●Of active rugby
participants who own a
rugby ball, 25 per cent
have one manufactured
by Gilbert, which is also
the rugby ball brand
most considered for
purchase (46 per cent)
by those who bought
balls. Source: SMS INC
SPORTS-iQ.

● adidas is the most
considered brand for
rugby apparel by
active participants (44
per cent), ahead of
Canterbury (33 per
cent), which sponsors
the England rugby
team, and third placed
Nike (28 per cent),
their previous sponsor.
Source: SMS INC
SPORTS-iQ.

Information provided by
SPORTS MARKETING
SURVEYS INC.
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LAST YEAR THE
COMPANY, WHICH
OPENED FOR BUSINESS
IN 2003, GREW BY 42
PER CENT TO £17.5
MILLION ($29 MILLION).

inov-8 saw significant
growth across the globe
in 2013. In the USA, which
accounts for 45 per cent
of its business, the
company posted a 25 per
cent increase in sales. 

In its home market of
the UK that figure was 41
per cent, while Scandinavia (70 per cent), Germany (39 per
cent) and Russia (85 per cent) also posted big increases.

inov-8 CEO Robert Perkins (pictured), who has just
completed five years in the business, says: “These latest
figures represent the hard work of our team throughout 2013.
We have built a distinctive culture at inov-8 and, as a result,
continue to grow across the globe. 

“Embedded in all our team is a desire to innovate, while
we remain focused on the committed athlete and agile to the
challenges ahead as we begin our second decade.

“There is no doubt 2013 was an outstanding year for the
company and in the Fastlift, F-Lite and X-Talon we delivered
three shoes that each generated sales of over a million
dollars last year.”

Perkins adds: “We grew our staff significantly in 2013 and
will continue to add to the team as we move forward. At our
Group Research Innovation and Design Centre in Staveley,
the heart of the Lake District, we have recruited 21 new
employees in the last two years. 

“At the beginning of February our new international
distributor manager, Martin Francis, joined the business. This
completed the seven-strong executive team we have built in
the last two years. 

“We will also expand our Staveley offices further in 2014,
hot on the heels of a recent office relocation in Boston, USA,
which saw us move into an 8,000 sq ft state of the art facility.”

In total, inov-8 has achieved an average of 60 per cent
growth annually in the last five years.

With 77 per cent of its sales outside of the UK, the
company has been shortlisted for The 2014 Queen’s Award
for Enterprise in International Trade. 

In addition, its products have recently won ISPO awards.
The brand’s Race Ultra Vest was voted best in the

performance equipment category by a panel of expert judges
and named a 2014/2015 ISPO Award Gold Winner, while its
Race Ultra 290 shoe and Race Elite 315 Softshell Pro, both of
which are new for autumn/winter, were named 2014/2015 ISPO
Award Winners in the performance footwear and performance
apparel (outer layers) categories respectively.

Send your stories to the
Sports Insight news desk at
siedit@partridgeltd.co.uk 
or call 01273 748675.

ISPO BEIJING
February 19-22, CNCC, Beijing    
SMMEX
March 10, Wembley Stadium

INTERSPORT Q4 2014 SHOW 
March 26-27, Solihull

INTERSPORT Q1 2015 SHOW 
June 24-25, Solihull

DIARY DATES
STAG UK SUMMER BUYING SHOW

June 29-30
Four Pillars Hotel, Cotswold Water Park

INTERSPORT Q2 2015 SHOW
September 24-25, Solihull

STAG UK WINTER BUYING SHOW
November 23-24
Four Pillars Hotel, Cotswold Water Park

11www.sports-insight.co.uk

THE STAG MEMBER, BASED IN BUCKIE, NORTH EAST
SCOTLAND, WON THE STAG INDEPENDENT RETAILER 2013
AFTERSHOKZ AWARD AFTER SELLING NEARLY 300 UNITS
OF THE BRAND’S OPEN EAR SPORT HEADPHONES SINCE
LAST SEPTEMBER.

Resting in front of the ears, the headphones use bone
conduction technology to transmit sound through the
listener’s cheekbones to the inner ears, bypassing the
eardrums completely.

Malcolm Slater, owner of Slater Sports, says: “We’re
delighted to receive this award from AfterShokz, although
the product sells itself - all you need to do is show people
how they work.  

“We are a small independent, do not sell online and yet
still sold hundreds of sets, all at full RRP.”

AfterShokz is a retailer’s dream, according to Slater:
“They come in one size and colour, they’re small and easy to
display, there’s no need to forward order, as you just top up
when needed, and, most importantly, so far the product has
not been discounted online.

“All that and we also get excellent service and support
from Ross McPherson and the AfterShokz head office team.
It’s us that should be giving them the award.”

AfterShokz accolade
for Slater Sports

INOV-8 POSTS 10TH
SUCCESSIVE YEAR
OF RECORD GROWTH
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THE 
NEWS
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1. NEW BALANCE 
is to be the official sporting
goods provider for the 14th
British 10k London Run. The
July 13 road race takes in
some of the capital’s most
historic landmarks.

2. PUMA 
Is to take over from Nike as
Arsenal’s official kit supplier.
Effective from July 1, the
partnership represents the
biggest deal in Puma and the
Premier League club’s histories.

DECEMBER ONLINE SALES REPRESENTED 18.6 PER CENT OF TOTAL NON-
FOOD SALES, COMPARED TO 16.5 PER CENT IN DECEMBER 2012,
ACCORDING TO THE LATEST BRITISH RETAIL CONSORTIUM-KPMG ONLINE
RETAIL SALES MONITOR.

December online growth was the strongest in 2013 and the best since March 2010.
“As expected, more of us clicked into Christmas than ever before, with

online non-food sales growth putting in its best performance since March 2010
and accounting for nearly 20 per cent of spending,” Helen Dickinson, director
general of the British Retail Consortium, says.

“The surge in the use of tablets and smartphones last year, together with
the ever faster delivery times achieved by an increasing number of retailers,
have provided a new spur of growth to online shopping.

“Multichannel built on its strong position across all stages of the customer
journey, from browsing and comparing prices to buying and collecting in-store. 

“Retailers have invested significantly in their websites and delivery times
and this enhanced offer clearly struck a chord with customers who valued
flexibility, choice and convenience
whenever and wherever they did
their shopping.”

David McCorquodale, head of
retail at KPMG, says: “With one in
five items bought on the internet in
December, this really was an online
Christmas for the retail sector. 

“The winners were those
retailers with slick multichannel
operations who could offer
consumers the flexibility to shop
how and when they wanted to.”

Record online figures
light up Christmas

WHILE THE BUYING GROUP’S TWO UK
EVENTS WILL BE BACK BIGGER AND BETTER
IN 2014, STAG IS LAUNCHING A NEW SHOW
FOR IRELAND IN JANUARY 2015.

The UK shows, which take place at the
Cotswold Water Park Hotel, give members the
opportunity to talk with over 60 suppliers,
take advantage of excellent show deals,
network with fellow independent businesses
and experience new products.

STAG’s UK Summer Show 2014 will also
once again play host to the Sports Trade
Awards on June 29.

Its 2015 Ireland show will be at a new venue.
STAG managing director Ward Robertson
explains: “We always take feedback from our
members and suppliers on board and after our
October Irish Winter Buying Show a decision was
made to move the next show to January 2015. 

“Unfortunately we had outgrown the venue
we used in 2013 and to successfully relaunch
the show in January 2014 would just not have
been enough time. So we look forward to
presenting our new show next January.”

STAG SHOW NEWS

IT KICKED OFF 2014 WITH WHAT 
IT DESCRIBED AS A “BUSY 
THREE-DAY SHOW” AT ITS UK
HEADQUARTERS IN SOLIHULL.

The 45 suppliers presented across the
extended exhibition space, bringing their
brands and sports categories to life with
new products and deals supported with
marketing and visual merchandising. 

The Intersport area showcased a range
of exclusive supplier products and

INTERSPORT STARTS NEW YEAR WITH SHOW SUCCESS
campaigns, as well as Intersport exclusive
brands. The key focus here was the
football room, where the World Cup and
BTC exclusives from adidas, Nike, Puma
and ProTouch were revealed. 

Hosted by adidas, the evening social
event on the first day of the show had a
Brazilian theme, with a mixture of samba
and limbo dancers setting the tone. 

With 250 members and suppliers in
the room, it was a relaxed affair and
included a guest appearance by Everton

captain and England international Phil
Jagielka. He shared a personal insight
into the build-up for the World Cup, as
well as answering a series of questions
from the audience. 

“With Intersport UK ending 2013 in
double digit growth, the Q3 show
opened 2014 with a bang,” Tom Foley,
Intersport UK general manager, says.
“The group continues to go from
strength to strength working closely with
our key brand partners.” 
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Area Manager: Midlands/South West  OPRO LTD PERMANENT

THE COMPANY: The OPROGROUP is a rapidly expanding group of 
companies manufacturing and distributing technically advanced and 
innovative sports products. 
We are most well-known for the OPRO mouthguard, which is worn by 
numerous professional and amateur sportsmen and women worldwide. 
Our mouthguards are supplied to all 12 Aviva Premiership clubs and are the
official mouthguard of England Rugby and New Zealand All Blacks. 
In recent years we have diversified by becoming the UK distributor of
Mueller Sports Medicine and have recently completed the acquisition of
Maru Swimwear to add to our product portfolio.

Due to phenomenal growth since entering the sports retail market 6 years
ago we are currently seeking a dynamic Area Manager to promote further
penetration of our brands and products within a defined territory.

THE ROLE: To develop new business opportunities as well as effectively 
manage and grow existing accounts within a defined geographical territory.
You will operate within specified vertical markets, namely Independent
Sports Retail, Education (Independent/Private & State Schools) and Sports
Clubs and Associations.
Successful candidates must be able to demonstrate an excellent track record
of achievement (ideally within the general sporting goods or swimming 
sector) and an enthusiastic yet professional sales approach, whilst 
maintaining a close attention to customer service. Working with a large 
degree of autonomy and being home based, you will be responsible for 
organising your own diary, managing your time effectively between the 
various OPROGROUP brands.

PACKAGE: The successful candidate will be rewarded with a remuneration
package including a competitive basic salary, an attractive commission 
structure and a company car. This is an exciting opportunity to grow within
a dynamic and expanding organisation.

CONTACT: Richard Evans – Sales Director – Email: richard@opro.com
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USN DIET FUEL
ADDING TO ITS EXISTING
THREE FLAVOURS, USN HAS
ADDED ANOTHER TWO
DELICIOUS OPTIONS TO ITS
DIET FUEL ULTRALEAN
PROTEIN SHAKES. 

The ever popular meal
replacement shake is now
available in sweet and indulgent
Banana Caramel and, for the
coffee lovers amongst us, Café
Latte flavour.  

The winning formula contains
25.4g of protein per serving
and 17.3g of carbohydrates to
make this meal replacement
filling enough to see you
through to your next meal, help
you cut down on snacking, and
it is even great for maintaining
lean muscle. 

For more information on the
new flavours of Diet Fuel
UltraLean visit www.usn.co.uk
or call 0845 1800 556.

KITSTOP
ESSENTIAL STOCK FOR YOUR SHOP www.sportindustry.biz

Sponsored by

TIGERTURF UK 
TIGERTURF UK IS PART OF A WORLDWIDE

ORGANISATION SPECIALISING IN THE
MANUFACTURE AND SUPPLY OF

ARTIFICIAL TURF FOR THE SPORT AND
LANDSCAPE MARKET. 

With over 30 years’ experience devoted to
providing quality assured products,

TigerTurf is active through its distribution
network in more than 35 countries across
Europe, the Middle East, Asia, Africa, the

USA, Australia and New Zealand.

It has invested in skilled workers and state
of the art technology to ensure quality
engineered artificial turf is delivered to

customers every time.

The company’s landscape range replicates
the varied tones, shapes and soft feel of
individual blades of grass, making it the

most realistic on the market. With sports
products, TigerTurf strives to deliver the
most dynamic, innovative range of high

performance engineered surfaces for
football, rugby, hockey and multi-sports use.

For more information call 01299 253 966,
email UKinfo@tigerturf.com or visit

www.tigerturf.com

14 www.sports-insight.co.uk
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THE ACTIVEPRO, CURREXSOLE’S
LATEST OFFERING, HAS A
STRONG RUGBY PEDIGREE
JONATHAN HEDGES, FOUNDER OF INSOLE SPECIALIST
PROFEET AND UK CURREXSOLE DISTRIBUTOR, WAS HEAVILY
INVOLVED IN THE DESIGN OF THE ACTIVEPRO. WHILE AT
PROFEET HE MADE INSOLES FOR WORLD CUP WINNING
RUGBY STARS FROM WASPS, HARLEQUINS AND SARACENS,
SO HE UNDERSTANDS WHAT’S NEEDED IN A RUGBY INSOLE.  

And today one of the country’s most respected
rugby/football podiatrists, Anne Marie O’Conner, not only
swears by ACTIVEPRO insoles, but carries them in her bag.

In rugby, the demands on your feet are immense and
although rugby boots are designed to help you turn, push,
step and kick, very little is built in to provide support and
cushioning. Unlike running shoes, rugby boots aren’t available
in ‘cushion’, ‘support’ or ‘motion control’ varieties. 

That’s where currexSole ACTIVEPRO insoles step in. They
provide optimal support, hold and shock absorption for your
foot type, which will enhance comfort and increase
confidence in your footwork. In short, currexSole ACTIVEPRO
insoles will customise the fit of your boot.

As a retailer offering currexSole, you will be able to provide
your customers with a solution for advanced comfort and fit,
as well as helping to eradicate niggling pains. Manufacturers’
insoles just can’t do that.

For more information call currexSole UK on 01344 623883 
or visit www.currexSole.com

PRODUCT ROUND-UP

TROLLEY DASH

1.  JAKABEL CATALOGUE 2014. 020 8715 2385. INFO@JAKABEL.COM
2. SS14 SWIMWEAR RANGE. SOLO SPORTS BRANDS. 015396 22322
3. THE RAZOR RUNNING JACKET. WWW.SAUCONY.CO.UK

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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A NEW ‘UNDISPUTED’
RANGE OF PHIL ‘THE
POWER’ TAYLOR DARTS
HITS THE MARKET, AS
TARGET SIGNS THE
WORLD’S GREATEST
DARTS PLAYER
TARGET SPORT HAS ANNOUNCED THE
SIGNING OF PHIL TAYLOR AND THE RELEASE
OF A NEW RANGE OF PHIL TAYLOR DARTS
AND ACCESSORIES TO ACCOMPANY ITS
LEADING AND INNOVATIVE RANGE.  

The Phil Taylor range from Target demonstrates the
best the brand has to offer. Across the range there is
innovation in design and the finished quality of the
product is unsurpassed. 

The fact Phil has decided to switch to Target
demonstrates just how well regarded the company’s
manufacturing and design capability is. Within the
range various price points are achieved to target the
varying consumer groups, giving retailers an
opportunity to meet consumer demands.

For more information email Charlene@target-sport.co.uk 
or call 01279 410 155.

RUGBY BOOTS ARE
DESIGNED TO HELP YOU
TURN, PUSH, STEP AND KICK

1 2 3
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JAKABEL CATALOGUE
2014 IS OUT NOW
BIGGER, BETTER AND FULL OF GREAT
PRODUCTS, ALL AVAILABLE ON 2-3
DAYS DELIVERY ALL YEAR ROUND.

For more information call 020 8715 2385
or email info@jakabel.com

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

THE BEST PERFORMING PACKAWAY IN ITS CLASS

In a bright, appealing palette of
colours, Mac in a Sac also features
sleek styling, a convenient sack
and superb point of sale stand.

Most importantly, however, Mac in
a Sac offers a great combination of
substance and style. It combines
high performance waterproofing
(5,000mm) and breathability
(5,000gsm), fully taped seams,
three-piece hood, reflective safety
piping and rear venting.

Sales of Mac in a Sac in 2013 were
well over 250,000 garments. The
brand is distributed in over 30
countries - extensively through
Europe and into Asia, Africa,
Australasia and North America. In
the British Isles Mac in a Sac is
available in many hundreds of well
known retailers.

Target Dry is actively looking 
for new stockists in all areas.
Healthy margins and reassuring
stock back-up mean it is a

profitable product that
performs year on year.

For more information on 
how to become a stockist 
call 028 90 790588 or email
johnny.breen@ targetdry.com

THE MAC IN A SAC CLASSIC
JACKET HAS BEEN AROUND
SINCE THE MID-1990S. NOW IN
ITS FOURTH EVOLUTION AND
THE BEST KNOWN BRAND OF
TARGET DRY, MAC IN A SAC IS
THE BEST PERFORMING
PACKAWAY IN ITS CLASS.
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ROCKTAPE

TROLLEY DASH

1. SPORTS LUBRICATION PRODUCTS. IAN@UKSPORTINGPRODUCTS.COM
2. SPORTS SUPPORTS. SALES@HY-PRO.CO.UK
3. GOLA TRAILBLAZER. 01706 212 512. SALES@JACOBSONGROUP.CO.UK

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

PRODUCT ROUND-UP

32

THE SLIM FIT, BREATHABLE
AIROPRENE CONSTRUCTION,
COMBINED WITH THE BEADED
EDGING, COMPLEMENTS THE
SUPERB FIT AND COMFORT
OF THIS SUPPORT

MARANGO
RUGBY LINEOUT
LIFTING
SUPPORT
FEATURING A ONE SIZE FITS
ALL CONFIGURATION, THIS
SUPPORT UTILISES CUTTING
EDGE TECHNOLOGY TO
PROVIDE ULTIMATE
PERFORMANCE, COMBINED
WITH A FAST ON-OFF
APPLICATION AND SECURE
FIT BY VIRTUE OF THE
PRODUCT’S SUPER-MICRO
VELCRO PANELS. 

The M-Grip mechanics system
grip pattern enhances grip
and reduces slip in all
conditions. The micro porous
foam contoured edge
provides the perfect lifting
platform, which allows you to
perform at a professional level and aids both
dynamic lift and safety.

The slim fit, breathable airoprene construction, 
combined with the beaded edging, complements 
the superb fit and comfort of this support.

For more information email marangorugby@btinternet.com

17www.sports-insight.co.uk

ROCKTAPE IS A
SPECIAL KIND OF TAPE
KNOWN AS
KINESIOLOGY TAPE.
FIRST USED BY
ACUPUNCTURISTS AND
CHIROPRACTORS IN
JAPAN, TODAY
KINESIOLOGY TAPE 
IS USED THROUGHOUT
THE WORLD TO 
TREAT INJURIES AND
IMPROVE SPORTS
PERFORMANCE. 

RockTape is effective for
a wide variety of
problems, including
Achilles tendonitis,
plantar fasciitis, ACL/MCL
issues, groin and
hamstring pulls, lower
back issues, shin splints,
tennis and golf elbow,
and postural correction.

How does RockTape work? It introduces a bias into the weave of
the fabric, so it stretches in one direction and not the other. This
creates a biomechanical lifting mechanism that lifts the skin away
from the soft tissue underneath, allowing more blood to move
into an injured area to accelerate healing and recovery. 

Rocktape is a natural-hybrid product and consists of 97 per cent
cotton and three per cent nylon. The adhesive is hypo-allergenic
and latex free.

For more information call 0131 344 4730, 
email info@live-on-the-edge.com or visit 
www.live-on-the-edge.com

1
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Running at Intersport with 
Exclusive brand PRO TOUCH

Running has become more and more popular in 
recent years. Many people go running to stay in
shape, to find the right balance between body and
soul or just for the sake of being out in nature. It is
all about fun and enjoyment and at Intersport we
help runners find the right products and advice. 

PRO TOUCH is Intersport’s exclusive athletic brand
with 20 years of experience in catering for active
sports enthusiasts with great quality performance
products. The brand was introduced as an alternative
to the leading brands, offering a hardware, footwear
and apparel for various athletic sports disciplines
with an excellent price-quality-ratio. 

PRO TOUCH 
running equipment
meets the needs
of all runners,
from beginners to 
serious athletes.
The running 
collections are 
designed to fulfill
the needs and 
demands of 
people with a 
passion for running. They offer reliable function and
great durability with key price points whilst 
guaranteeing that each product features proven
technologies, high-quality materials and up-to-date
designs.  With every step, forces equaling two to
three times the body weight can impact the ankle
while running. Shock absorption and elasticity are
therefore the requirements imposed on a running
shoe. PRO TOUCH offers shoes for all different types
of runners while the good quality running apparel 
increases your comfort. 

The Runlight concept was launched in 2013 with
great success, elevating the brand in stores with a
clear focus on a technical message. It is a coordinated
concept of footwear and apparel with a clear target
to offer functional products which are lighter than
the standard range whilst building on these collections
with products that cross merchandise to offer a great
range to the consumer to choose from. The new 
collections for 2014 launch in store in March with a
comprehensive point of sale support package to 
enhance the visual merchandising of the brand. 

RUNLIGHT – the lightest products ever in PRO TOUCH
RUNLIGHT – feeling good and light when running
RUNLIGHT – leaving all your worries behind

For full details of the exclusive PRO TOUCH
running ranges visit intersport.co.uk
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SO YOUR CUSTOMERS
AROUND THE WORLD CAN
STILL BUY THE UNICORN
DARTS THAT PHIL USED?
EL: Absolutely - these
authentic darts are
Unicorn’s design. You
can find them in The
Evolution of The Power
Series, which tracks the
actual darts and barrels
used by Phil in his
Unicorn days, and
retailers will still be able
to stock and promote
these winning and
profitable products. It’s
business as usual.
Unicorn is also the
registered proprietor of
a Community Trade
Mark for the mark ‘THE
POWER’ in a variety of
trade mark classes.

YOU SEEM TO
ENJOY A GOOD
RELATIONSHIP
WITH THE PDC.
HOW DOES THIS
MANIFEST ITSELF?
EL: There are two
main elements. Firstly,
the Unicorn board has
been the board of
choice for the PDC for
over 15 years. This year it is particularly
exciting because 2014 will see the
introduction of the Unicorn Eclipse HD
board by the PDC in the forthcoming
Premier League 2014. 

AND SECONDLY?
EL: We work very closely with the

PDC on the future of the
game. In 2014 there is
£280,000 in prize
money available in The
PDC Unicorn Youth

Tour, The PDC
Unicorn
Challenge
Tour and
the PDC
Youth
World

INTERVIEW

INPOLEPOSITION
Edward Lowy, managing director of Unicorn Darts, reveals the company’s plans for 2014

Championships - three tournaments
investing in the future of the sport to
find the champions of tomorrow. This
investment also ensures the future of
darts as an important and viable sector

in the sports trade. We
believe we are alone in
this amongst the other
darts brands.

HOW ELSE DO 
YOU SUPPORT THE
SPORTS TRADE?
EL: We are committed
to supporting our darts
retailers by offering a
superior level of service
through our superb
sales force and personal
customer service
department. Our
dartboards receive over
5,000 hours of global
TV coverage annually
and every televised
winning double and
nine-darter is done on a
Unicorn board. We also
spend more on brand
promotion than all of
our competitors put
together, with excellent
packaging and point of
sale material - and of
course our own industry
leading website.

HOW IS YOUR WEBSITE GOING?
EL: Our website is non-transactional
and continues to develop and grow
year on year. In 2013 there were around
500,000 visits, creating over 2.5 million
page views, while more specifically
there were over 170,000 visits to
UniLab and the Optimiser and around
one million darts per month were
thrown on UniScore - with an amazing
60 million darts thrown since it started.

HOW DO YOU SUM UP THE
FUTURE FOR UNICORN DARTS?
EL: Since 1937 Unicorn has been
accepted as the ‘big name in darts’.
With our ongoing commitment to
product innovation and development,
brand promotion, customer service and
support of the trade, we are confident
of retaining that undisputed position. 

WHAT’S HAPPENING 
AT UNICORN DARTS?
EL: We’ve just launched Unicorn 2014
and the 39th edition of The Unicorn
Book of Darts at our sales conference,
where we not only introduced our
2014 range internally, but also to
selected darts specialists, overseas
distributors and members of Team
Unicorn. The initial response has been
fantastic. From the sales launch, we
hotfooted it to ISPO MUNICH with the
2014 range - what a tremendous show.

WHAT SHOULD WE BE
LOOKING OUT FOR?
EL: Product design and technical
innovation have always been part of
Unicorn’s DNA and our centre page
spread in this magazine has details of
our exciting new products. In
particular, we have introduced a new
U-Tech range of darts that brings
together many of the technical
features we have introduced over the
years, making it easier for retailers to
promote our cutting edge technology
and performance enhancing darts. 

WE’VE NOTICED THERE’S 
NO PHIL TAYLOR THIS YEAR.
EL: Phil has decided to end his career
elsewhere - we wish him well. Since
April 1, 1996 Phil has used Unicorn
designed and manufactured darts to
win 12 world championships, over 70
major televised tournaments and over
£4 million in ‘win’ prize money,
including over £2.8 million using the
Phase 5 95% tungsten dart. Such a
successful relationship between
engineering sponsor and player will
never be beaten.

THAT’S AN IMPRESSIVE 
RECORD, BUT WILL YOU
MISS HIM?
EL: As a friend, of
course we will.
However, Unicorn
looks forward to
continuing to
manufacture
and deliver to
our customers
worldwide the
very darts we
have made for
Phil over the 
course of our near
18 years together. Edward Lowy

with Team
Unicorn’s Michael
Smith, PDC Young
Player of the Year

The £2.8 million dart - only
available from Unicorn

For more information visit www.unicorn-darts.com
For details of the 2014 Unicorn Darts range see
pages 34-35.
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CAN YOU GIVE US SOME
BACKGROUND ON HEAD? 
With players such as Andy
Murray, Novak Djokovic, Maria
Sharapova and Tomas Berdych
as devotees of HEAD racquets,
it’s hardly surprising the brand
has a high profile. But fewer
people may realise that Arthur
Ashe won his Wimbledon title
in 1975 using a HEAD
composite racquet. 

The company, which prides
itself on being at the forefront of
new technology, was founded in
1847 originally as a ski
manufacturer, and HEAD has
been making tennis racquets
since 1960, introducing the first
aluminium racquets at the 1969 US Open. The
HEAD Radical was popularised in the 1990s
by Andre Agassi, who used it to win a slew of
grand slam titles. Goran Ivanišević won his
Wimbledon title using the HEAD Liquid Metal
Prestige and the Prestige became one of the
most used tennis racquets of recent years. 

Racquet sports category manager Andy Catchpole of HEAD UK
gives us the low-down on the company’s racquet sports equipment

Podium
On the

WHO ARE YOUR PRODUCTS AIMED AT?
HEAD caters for a wide range of people,
from complete beginners to players at the
highest competitive level. The product
range suits all styles of players, with
different weights, balances, head
sizes and technology within
the racquets and a range of
different price points for
each racquet, meaning that
there should be
something for everyone.  

WHAT ARE THE KEY
FEATURES AND
BENEFITS OF HEAD
EQUIPMENT? 
We have always
pioneered new technology
and our newest
technological advancement
is Nobel prize winning
material Graphene. This
innovative material is a game
changer, allowing for optimal
weight distribution. On court this
means the racquet is easier to
handle, while letting players swing
with more power at the same time.
There is no other brand in racquet
sports using this and we plan to utilise
it elsewhere in our portfolio. The
Prestige Graphene Series was made
available at retail from January 12 and
represents the optimum combination
of precision and power.

HOW IS HEAD 
EQUIPMENT MARKETED? 
We changed our ethos on marketing
around five or six years ago. It had

been very much equipment
and new technology led, but
we changed it to be more
player based. We wanted the
story to be around the
players using the product,
with the aim of capturing
consumers’ imagination. 

HEAD was very early in on
using social media for
marketing and we were the
first to do that seriously,
achieving 1,000,000 ‘Likes’ on
Facebook, for example, in
2012 before other racquet
brands were at that level. We
use Twitter, Facebook,
YouTube and other social
media because you can

interact with consumers immediately. All
our key athletes are involved with viral
campaigns on the internet. 

WHY DO HEAD PRODUCTS 
SELL SO WELL? 

Considering the success of our
players, it shouldn’t be a
surprise and strong sales
come off the back of many
of our marketing
campaigns. The digital 
age has made it possible
for us to get high exposure
and using players to 
push the product makes 
a big difference.  

WHAT IS THE MOST
EFFECTIVE WAY A

RETAILER CAN MARKET
HEAD PRODUCTS?

In this digital age people focus very
much on the internet and a good

website is great and will sell our
products. But it’s not just the digital

side, you’ve got to have good, reliable
service-based elements in a shop. A

good display is important and the in-store
presence must be clean and inviting,
giving consumers the ability to
differentiate between products and
providing all the information needed. The
traditional high street sports retailer has far
more to offer in the service department
than a solely internet outlet ever will.  

For more information call 01539
724740 or email info@uk.head.com.
Alternatively, visit www.head.com or
www.facebook.com/headtennis

“STRONG SALES
COME OFF THE
BACK OF MANY OF
OUR MARKETING
CAMPAIGNS”

WHY IS HEAD’S RACQUET SPORTS
DIVISION SO SUCCESSFUL? 
Player exposure is what has mainly
helped push the brand to the forefront
and HEAD’s recent successes have come
mainly off the back of its player portfolio,
the brand becoming one of the top
brands in tennis globally, having the
current men’s world number two and
four, the ATP World Tour Finals holder,
the Wimbledon title holder and a host 
of other titles. 

There’s a high degree of loyalty within
the tennis industry, which means consumers
stick with the brands they like, and there
seems to be a demand from consumers to
get to know the athletes and follow in their
footsteps by using the same products. Our
sponsored athletes are involved from day
one in testing the product, using the
product, marketing the product, and we are
fortunate to have had Andy Murray with us
since he was about 10 years old. 
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WHEN DID YOU GET INTO 
THE SPORTS TRADE? 
In autumn 2009 I started working in the
run speciality retail channel. Once I
started working in retail, I knew I wanted
to get into the footwear business
because of my passion for shoes and
running. In spring 2010 I was given the
opportunity to work for Saucony as a
technical representative. It is extremely
humbling to be able to go to work and
absolutely love what you do. 

WHO’S BEEN THE BIGGEST
INFLUENCE ON YOUR CAREER? 
The team I work with. All of our
designers, developers and heads of
product have a lot of experience. It has

been a pleasure learning every phase of
the development cycle and trying to take
that knowledge to help the brand grow.
Each person is unique and brings
something valuable to the conversation.
We work well together as a team and feel
the product reflects that. 

WHAT’S BEEN YOUR CAREER
HIGHLIGHT TO DATE? 
Last August we became the number two
brand for units in US run speciality. It is
the first time Saucony has been ranked
that high in market share. It reflects the
hard work we do as a product team, sales
team and marketing team. It also gives us
the drive to keep growing and reaching
more runners. We are growing globally as
well - in some markets we have reached
the number two or three brand. 

WHAT OTHER BRANDS DO 
YOU ADMIRE AND WHY? 
Being in product, you have to pay
attention and study what every brand is
doing. Each brand is unique in what they
do. We always need to be mindful of how
other brands are reacting to what the
market is doing, both in the US and
internationally. ASICS and Brooks have
been two brands at the top globally. They
continue to make solid and consistent
product. 

HOW’S BUSINESS BEEN DURING
THE PAST 12 MONTHS? 
Business has been up considerably for
the brand globally in both stability and
neutral. With our 8mm story and new
innovations, we have put a mark on the
global running industry. We are
continuing to grow our market share in
the US, Europe and internationally. The
biggest reason for that is our passion and
focus for the runner. We build shoes by
runners for runners. 

HOW’S THE NEW GUIDE 7 SHOE
BEEN RECEIVED IN THE UK? 
Guide 7 has been received extremely well.
Globally we are up 40 per cent in this
shoe. We were able to get the fit and feel
of the shoe exactly the way we wanted it.
We were also able to get it on more
runners’ feet than any shoe we have ever
tested. The sell in and sell through
numbers have grown exponentially. It is
also growing from a European and
international standpoint. More and more
runners globally are putting this shoe on
and loving it. 

WHAT SECTOR OF THE 
RUNNING MARKET DO YOU 
EXPECT TO OUTPERFORM 
ALL OTHERS IN 2014? 
We expect the neutral market to
outperform in 2014. For the first time in
the US the neutral market has passed
stability in share. That is one of the
biggest reasons why our Ride 7 is the
biggest story for autumn 2014. 

For more information on the new 
Ride 7 and Guide 7 or the rest of the
Saucony range, call UK headquarters 
on 0800 206 1491 (UK) or 1800 92 860
(IE), or speak to your local sales
representative. For further details 
visit www.saucony.co.uk

“IN SOME
MARKETS 
WE HAVE

REACHED
THE

NUMBER
TWO OR
THREE

BRAND”

Front
Runners

Donny Drake, Saucony
product line manager for
international business
|||||||||||||||||||||||||||||||||||||||||||||||||||||
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Insider
The

WHAT’S THE HISTORY 
OF ACE SPORTS?
I started working at Ace Sports just under
30 years ago. It was a family-run firm set
up by Cyril Atkinson in 1949 and after I’d
worked there a year I bought it from his
son Joe. We’ve specialised in lots of
different areas over the years, but
football’s been a big success for us. 

HOW HAS BUSINESS CHANGED?
From the 1970s through to the 1990s the
business grew massively - at one stage
we were rated 13th in terms of turnover of
Nike products in the UK. About 15 years
ago the big players like Foot Locker
moved in. It worked out okay though
because the top brands produced two
lines - one for the big boys and another
for the independents. There wasn’t a huge
conflict of interest and the lines coexisted

well together. But now Nike and adidas
have gone global it isn’t worth their while
dealing with the smaller independents, so
they’ve introduced a minimum spend of
£25,000 worth of stock a year. It will
effectively wipe the majority of
independent traders out - adidas and
Nike have already closed 250 accounts
since they introduced the restrictions.
They have forgotten that we’re the people
who put them where they are now. 

WHY ARE INDEPENDENT 
RETAILERS IMPORTANT?
It isn’t just that small shops provide an
income, they’re also the backbone of the
high street and moves like this are killing it.

Football is a massive part of the community
and as an independent trader I contribute to
that. I give advice and a service the bigger
outlets just can’t provide. I provide credit
and give out samples if a school or football
club wants to fit out a team. I donate kit to
schools to use in school fetes to raise funds.
I go to football matches and watch the
children that have bought the kit I’ve sold
them play. I have a relationship with my
customers that makes a difference. A big
shop just can’t do that. 

WHAT ARE YOU GOING 
TO DO ABOUT IT?
I’ve reported Nike and adidas to The
Office of Fair Trading’s cartels unit, who
are investigating whether their behaviour
is in breach of the law. Tessa Jowell, the
former Olympics minister, is right behind
me. She’s a customer - she bought her

son’s first pair of
football boots from Ace
Sports. But in the
meantime I have to keep
going. I’ve got two
daughters aged 10 and
15 to support. I’m going
to get even more
involved at the grass
roots level, go into even
more schools and
football academies -
we’re already getting
busier. Other brands will
come forward to fill the
vacuum left by Nike and
adidas; for instance,
Puma are still going to
supply small businesses.
Other forward thinking
brands will also move in.

But I won’t be able to get replica and part
kits, which means I’ll lose out on events
like the World Cup. I could buy on the
grey market, but if there’s something
wrong with the order I can’t return it. It
isn’t a good way to do business.

IS THIS THE BIGGEST CHALLENGE
YOUR BUSINESS HAS FACED?
Without doubt, yes. But I still love it. 
The people, the interaction - every 
day is different. I get to see the kids 
that come in grow and develop as 
people through sport. It gets them 
out of the house, off computer games,
taking part and socialising. It’s what
makes it all worthwhile.

DO YOU HAVE AN 
ONLINE BUSINESS?
We did have an online arm, but people go
there looking for the cheapest they can
get. There’s no profit in it for us. Our
strength is in the personal. The printing,
the customising, the bespoke. I’ve just got
an order in from a running club - four
hoodies in wickable fabrics for which I’ve
produced their own logos and text. 

WHAT DOES THE FUTURE HOLD 
FOR THE INDEPENDENT TRADE?
The big brands are mopping up, like the
supermarkets. They’ll open own-brand
outlets, a bit like mini supermarkets, on
the high street. But in the long run they’ll
come a cropper. If all the smaller traders
go out of business, there will be less
choice for customers - and customers
don’t like that. There’ll be no quirks and
no response to regional trends. The sports
market will become incredibly bland, but
other brands will emerge and
independent retailers will rise again. 

Ace Sports owner Nick Mavrides hit the headlines recently after he
spoke out about adidas and Nike’s treatment of independent sports

retailers. He talks about his biggest business challenge so far

“THEY HAVE
FORGOTTEN THAT
WE’RE THE
PEOPLE WHO PUT
THEM WHERE
THEY ARE NOW”
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RUGBY
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the game, continues to be a concern, with
research indicating that repeated episodes
could cause long-term problems.

Administrators have been forced to act
after news last year that the National Football
League reached a $765 million (£490 million)
settlement with former American football
players for concussion related compensation.
More than 4,500 former gridiron exponents
had sued the league, alleging it had concealed
the risks of long-term brain damage.

Cases of chronic traumatic
encephalopathy, which has symptoms
including memory loss, mood swings,
dementia and Alzheimer’s disease, were put
forward; some players who were said to have
been affected had committed suicide. The
NFL did not admit liability or that the players’
injuries were caused by the sport.

In response, concussion protocols in
English professional rugby have been
tightened recently with the introduction of a
mandatory online concussion education
programme for players, coaches, referees
and medical staff. There will also be support
for studies looking to establish the
prevalence of neurodegenerative disease
among retired players.

Rugby and American football are related,
but very different sports. You don’t need to be
an aficionado of either to recognise that while
rugby players run onto the field with a
minimum of protection, their American
cousins are clad in body armour, including
the iconic helmet. Although not mandatory,
some rugby players choose to wear
lightweight, fabric headguards which,
apart from occupying the same area of
the body, could not be more different to
the solid, grilled head dress of gridiron. 

The rugby headguard is a comfort
decision and is seen as a way of
avoiding cuts. The American football
helmet was developed in the hope of
protecting the players from more
serious head injuries.

Dr Michael Grey, reader in motor
neuroscience at the University of
Birmingham, explains that, whether
helmeted or not, the brain is affected as
much by the nature of a collision as the

force: “If you cushion the brain, you may
think you are protecting it from injury. If all

ugby is renowned as being one
of the most demanding sports
on the body and the onset of
professionalism almost 20 years
ago ratcheted up the physicality

by several notches. As the players have
become bigger, fitter and faster, so the
force applied at the scrum, ruck, maul and
the more than 200 tackles seen in an
average game has increased.

Alongside this heightened intensity on the
field, on the sidelines the medical back-up is
light years away from the era of the bucket of
water and magic sponge. The merest hint of a
head injury and the action is stopped and
professionals rush onto the field to administer
worst case scenario treatment.

CONCERN
Serious neck injuries are, thankfully, still rare, but
concussion, the sudden but short-lived loss of

mental function that occurs
after a blow to the

head, which has
always been

part and
parcel

of

Lawsuits in the US relating to the
supposed effect concussive injuries
have had on helmeted American
football players after retirement
have led to fears the same could
happen in rugby. Does this mean
the days of the scrum cap are
numbered? Adrian Hill reports
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impacts were direct, head on, then that
would be fine. In reality there are
rotational forces at work whenever the
impacts are even slightly off head on,
with the brain rolling around inside a
solid cranium.”

Dr Grey says more work needs to be
done, but can’t see that removing the
headguard would make any difference.
His concern lies more with how
concussion is managed and is
encouraged by the steps regulators
have taken.

CHALLENGING
“Concussion is
acknowledged to be
one of the most
challenging sports
injuries to diagnose,
assess and rehabilitate,
but we continue to
make significant
progress in this area,”
says Simon Kemp,
chief medical officer at
the Rugby Football Union, the
governing body of the game in England.
“We are aware that the way concussion
is managed at the professional level
drives how it’s managed at other levels
of the game and it is important we
continue to lead the way.” 

The Aviva Premiership, England’s
premier tournament, and other major
leagues have a pitchside concussion
assessment procedure where players
who have suffered a suspected
concussion are taken from the field
for up to five minutes for evaluation
by a doctor before they are allowed
to return. The affected player
undergoes a series of tests, with his
performance being compared to his
personal baseline score recorded at
the start of the season.

The PSCA is in the second year of
its global trial and the International
Rugby Board says it has seen a
significant decrease in players returning
to the field. The IRB reports that, prior
to the trial, 56 per cent of players who
were confirmed as having concussion

after a match had been allowed to
return to play. In the first year of the
PSCA trial that figure fell to 13 per cent. 

In England the system is now being
augmented by doctors being shown a
video of the incident that led to the
injury to help them determine whether
a player may have suffered concussion.
And a review panel will investigate if a
player is allowed to return to play when
it is later revealed they were concussed.

Critics argue that if a player is
suspected of having concussion the

decision should be
made there and then
that he should not
continue to be involved.
There have been claims
that players deliberately
set a low baseline so in
the event of a PSCA
they can pass tests
even with reduced
mental function. There
have also been calls for
the assessment period

to be extended to 15 minutes. 
“The intention is good, but my

problem with it [the PSCA] is that we
already have good guidelines,” argues
Dr Grey.  The guidelines Dr Grey refers
to come from the Standardised
Concussion Assessment Tool card
developed at the Zurich International
Consensus Conference for Concussion
in Sport. It lists nine ‘red flag’ symptoms.
If any one of those are detected, the
SCAT says the player should be
immediately removed from play.

“If in doubt, do the SCAT test and
if still in doubt stop them from

playing,” adds Dr Grey. “The other
problem I have with it is that many
symptoms don’t become apparent
until some time later - this can be 10
or 15 minutes later or even the next
day. There also can be a concussion
energy crisis - if a blow is taken, the
brain’s chemistry tells it to use up
energy stores to fight the effects. If
there is a second blow, there can be
no resource left to fight it and then
the nerves start to get affected.”

DANGEROUS
Sustaining a concussion during a
game of rugby was seen as a badge
of honour in the old days. Modern day
research shows that’s a dangerous
attitude, the impact involved being
akin to being involved in a car crash.

The difficulty with concussion is that
it is invisible. Those treating injuries can
see a broken leg or cut, with head
knocks it’s the reactions of the victim
that dictate. Professional players do not
want to leave the field and will do
anything to avoid being taken off. 

A regulation headguard will
prevent many things that could occur
on a rugby field, but concussion does
not appear to be one of them.
Thankfully for rugby fans, the
experience in America dictates that
any move to adopt helmets would be
shouted down. It’s dealing with the
human condition, rather than
changing kit, that will prevent
concussed players from running the
risk of a life threatening second hit.
“We have got to protect players from
themselves,” stresses Dr Grey.

IN SEASON

HEAD INJURIES 
These account for approximately 25 per cent of injuries during play. 

Studies in professional rugby have shown that, on average, there is one reported
concussion every six games. At amateur adult level it occurs once every 21 games. 

Although the level of impacts is significantly higher at professional level, the
difference between the figures could be due to a combination of players not
admitting to concussion and it not being reported. 
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“MANY
SYMPTOMS
DON’T
BECOME
APPARENT
UNTIL SOME
TIME LATER”
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t school in sleepy
Cambridgeshire they simply
didn’t know what to do with
Jordan Gill. “I was a
hyperactive kid always

causing trouble,” he says. “I swam 50
lengths before school, but that didn’t wear
me out, so someone suggested boxing.”

Soon the youngster was a regular at
training sessions run by his dad, Paul, at
the amateur boxing club in the Fenland
market town of Chatteris. Gill admits he’s
thought of little but boxing ever since,
although eventually he might go to
university and become a lawyer.

BRIGHT HOPE
In the meantime, at 19 and a professional
for little more than a year, he is one of the
brightest hopes in British boxing, unbeaten
in eight professional fights, including a
knockout in 36 seconds, and is already
being tipped as a future champion. 

When he says: “Not many 19-year-olds
can say they’ve had a year like my last 12
months,” there’s no arguing with that. Now
training at the world famous Ingle Gym in
Sheffield, Gill has signed a major
sponsorship deal with Kings Lynn-based
Jordan Fitness, a worldwide designer,
manufacturer and supplier of premium
grade functional fitness equipment. Key
customers range from Arsenal FC, Everton
FC, Norwich FC and F1 teams Brawn and
Red Bull to Olympic teams, armed forces,
colleges and universities, personal trainers
and sporting individuals, nationwide
fitness club chains and independent gyms.

Neil Jordan, managing director of
Jordan Fitness, says
the company is
delighted to help a
local lad: “He will make
a great ambassador 
for Jordan Fitness and
is a fantastic role
model for young
boxing enthusiasts.”

“I’ve been boxing
since I was four,” Gill
explains. “It’s all I’ve ever known. I want the
big fights with unbeaten lads. I love the
challenge. I don’t care who I fight or where
I fight them. I want to step things up, but
there’s no rush. I’ve got time on my side
and I know there’s still a long way to go.
I’m not allowed to box for the British title
until I’m 21, but with any luck I’ll be ready
to box for it on my 21st birthday. 

“I’ve got the right people around me
and I’m always learning - I’m sparring with

world class boxers because I want to 
be world class myself.”

Training three times a day, five days a
week can, Gill says, be “pure torture”, but
nothing will deflect him from getting to
where he wants to be - at the top.

Chatteris is an unlikely home of boxing
legends, but both European welterweight
champion Dave ‘Boy’ Green and British
lightweight champion Eric Boon came
from there - and Gill is determined to
bring a third major title back to the town
within the next couple of years.

“I lived just over the road from where
Dave ‘Boy’ Green grew up,” Gill says. “He
and Eric Boon won British and European
titles and failed at world level, but I want
a world title. I had some really good
success in 2013. I’m getting stronger, my
skills are coming along and in a couple of
years I will be where I want to be. But the
highlight of the year was the support I
got from the place I grew up in. I’m so
grateful for it and will do everything I can
to make them proud of me. I’m training
hard and I’m ready for a big 2014. I’m
pleased with what I’ve accomplished, but
there’s a lot more to come.”

WORLD CHAMPION
Gill was only four when he began to be
coached by his dad, who had over 100
bouts as an amateur, but whose family
responsibilities stopped him from turning
pro. From then on boxing became the
youngster’s life. He idolised stars of the
ring like Prince Naseem and Roy Jones Jr
and made no secret of the fact he
intended to be a world champion one day.

It was no short-
lived juvenile fantasy.
He trained
relentlessly and at 11
was legally allowed
to compete as an
amateur, competing
so successfully that
local boxers were
reluctant to face him.
Skill and steely

determination sent Gill soaring up the
amateur ranks. He represented England in
the schoolboy four-nations championships,
winning silver, appeared in seven national
finals and in 2010 became NACYP British
lightweight champion. 

It was after becoming Junior ABA
national champion in May 2012 that Gill
made the decision to turn professional.
His first fight as a pro was in Sheffield in
July 2012, six days after his 18th birthday,

A
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Tony James talks to one of Britain’s youngest professional boxers

MY SPORTING LIFE

and he celebrated the occasion by
winning every round.

How had the prospect of fighting
before a full house in the 12,000-seat
Motorpoint Arena in Sheffield affected the
boy from the Fens? “I was more nervous
about the results of my A-levels than the
fight,” Gill remembers. But he needn’t have
worried. The brainy pupil at Chatteris’
Cromwell College, whose teachers thought
he was university material, got four A-
levels to go with his nine A-grade GCSEs.

And all this while training every day,
boxing at national and international level
and making regular trips to Sheffield to
spar and train with pro fighters under
trainer Dominic Ingle. The relentless
schedule has continued since Gill turned
pro, but he has no intention of letting
anything stand in the way of his ambition
to reach the very top of big time boxing.

He trains during the week at the
Ingle’s gym and comes home most
weekends. “There’s nothing glamorous
about the life of a young professional
boxer,” Gill says. “When I first came to
Sheffield I had nowhere to stay and was
sleeping on a mattress at a mate’s house.
People watch boxing on TV and just see
the end product - the glitz and the
glamour. At this moment I’m sitting in bed
trying to recover from some really
gruelling training. It’s a hard life.

“But I’m not complaining. Training with
top fighters like Kid Galahad, Leigh Wood
and Kell Brook is a dream come true.
These are exciting times and hopefully the
start of a special journey.”

SMALL FISH
Dominic Ingle confirms that at first life wasn’t
easy for the lad from the Cambridgeshire
countryside: “When he first came to our
place he was a small fish in a big pond, but
you could see he’d got ability and he could
more than hold his own with the guys in the
gym. All the boxers said they could see his
potential and so could we.”

In fact, the stats speak for
themselves - Gill has won every round 
of over half his fights and has easily
outboxed all his opponents.

There are still traces of that hyperactive
kid in the confident young fighter. “I’ve got
an active mind and get bored easily,” he
says. “I have to always be doing something
to keep myself occupied.”

Currently he’s thinking about writing a
novel about astral projection. Or maybe it
will be based on his own life story.
Whichever, it’s sure to have plenty of punch.

“I’M PLEASED
WITH WHAT I’VE
ACCOMPLISHED,
BUT THERE’S 
A LOT MORE 
TO COME”

JordanGill
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MAKING
THE GRADE

Jordan Gill is a great believer in the beneficial
effects of boxing and teaches it in Sheffield
schools twice a week. 

“Without boxing I wouldn’t have got my
grades at school,” he says. “It taught me a lot -
focus and discipline and listening to what people
tell you. That’s why I managed some decent
grades, even though I was running and training
before school, sparring after it and then going
home to do three hours’ homework.

“I was going to university to study law or
nutrition, but instead I decided to give boxing
everything I’ve got until I’m 21. Then we’ll see.”
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Paul Clapham highlights some proven sales techniques
that could benefit your business’ bottom line

elling is still a dirty word in
Britain. Not as dirty as it used to
be, but it’s noticeable how many
different job titles have
proliferated to cover up the fact

that someone’s prime commercial purpose is
selling. I have yet to see ‘Customer Facing
Business Adviser’ on someone’s card, but the
day is surely coming.

Shunning the concept of selling is yet
more common in a retail environment. We
have all become used to open plan, self
service retailing with people called sales
assistants whose only assistance is to tell you
where something is, put purchases in bags
and swipe your plastic. Sales? Nothing to do
with it.

AVOIDING THE ISSUE
People avoid making a proper sale for several
reasons. First, selling is perceived as persuading
customers to buy something they don’t really
want. Second, that presumes the customer is
encouraged to spend more than they need to.
Third, if selection is left entirely to the customer
and they choose the most expensive option,
that’s their business - the store can’t be ‘blamed’
for overselling. 

There used to be a sales theory that said
the key to a sale was demonstrating need. It
was always wrong. Success results from
defining want. The sports sector is a perfect
demonstration of the distinction - you’ve just
started playing tennis again, so you
need a racquet, but
want the one
Roger

S
Federer uses. The difference to the till is
instantly obvious.

Deciding which racquet to buy should be
a pleasure - the fun bit of a visit to the high
street. There is a great opportunity here for
some retail theatre. Actively encourage
customers to try lots of brands. Have a digital
camera in-store, so you can show them what
they look like to a third party. Make the
process enjoyable, self indulgent. Why should
it be that different to buying a quality suit or
pair of shoes?

What makes for a successful retail sale?
The best salesmen have the gift of the gab,
don’t they? Actually, no. Good salesmen have
the gift of listening. What they do is
encourage the customer to talk - to tell them
about their loves, hates, enthusiasms and
preferences. This is professional selling. Until
you know what a customer does and doesn’t
like, whether they are brand conscious or not,
you’re not in a position to make the most
appropriate recommendation. 

That gift of the gab can in fact get in the
way of a sale. If you’re rattling away nineteen
to the dozen, you’re stopping your customer
from telling you what they want. You’re also in
major danger of telling them a host of facts of
no relevance whatsoever. At that point they
are just as likely to think: “This person has no
idea what I want, so I’m going elsewhere to
buy my racquet.” 

Equally, you can confuse the customer
with too much information and they end up

buying cheap. In either case, you’ve
talked yourself out of a

higher margin sale. The
best simple sales

advice is: “God
gave you
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intertwined.
But, for

instance, this
cricket bat is light,

this one is powerful,
that one is durable. Some

products can be presented as
very popular with younger

customers. Others could be a brand new
model you’ve only stocked since last
week, appealing to people who want to
be at the cutting edge.

The best way to achieve a sale is to
get on the same wavelength as the
customer as fast as possible. There’s a
technique to aid that known as parrot
phrasing. If a customer uses an incorrect
technical term, repeat it back instead of
correcting them. Add that the
manufacturer calls it mega metal (or
whatever), but almost nobody calls it
that. This simple device has the
customer thinking: “This person
understands me”. Sale.

Never talk down to the customer. “You
probably don’t know that…” is sales suicide.
Avoid using any industry jargon, unless the
customer uses it first. You’re selling, not
running a seminar on tennis kit. Equally, if
you know the customer has played for
decades and knows what they like, respect
that knowledge and sell that product. If you
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RETAIL SALES

■ Say thank you: a card saying
‘Thank you for doing business
with us’ is always well received.
■ Use positive words: customers
are not buying from you, they’re
making a wise decision and
showing foresight.
■ Be interesting: people like a
relevant true story. Also, vary
your voice level - it’s easy to
sound boring.
■ Never be insincere: doing
what’s right will earn you 
more in the long term than a
profit focus.
■ Never use jargon: it doesn’t
make you look clever, it makes
the customer look stupid.
■ Know why people buy from
you: the emotive reasons for
buying outweigh the technical
detail 10 to one.
■ Be a recording angel: note all
the detail the customer wants
and check it back. It makes you
look professional not stupid.
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one mouth and two ears; aim to use
them in that proportion.”

There is a danger in making
assumptions. I have one friend who is a
bricklayer and, as such, seriously scruffy
from Monday to Friday, but quite the
dandy at the weekend. Conversely,
another friend is a millionaire business
owner who appears to have achieved
his wealth by spending as little as
possible on haircuts, clothes or glasses.
In either case, it would be easy to get
the sale of sports goods wrong by
making the wrong assumption. The
customer needs to tell you or at least
confirm your guesses.

SELL BENEFITS NOT
FEATURES
Aim to sell benefits not features. This isn’t
always the easiest with sports goods
because benefits and features are
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try to upsell, the customer’s first thought is
likely to be: “They don’t have what I want” and
you can lose the sale.

Price is a tricky subject, but never avoid it. If
you do, the instant reaction is: “This is going to
be expensive”. We can all be terribly British
about money, but it has to be one of those
questions. “Did you have a budget in mind?” is
gentle, but it occurs to me that I often don’t
know what I paid for a product just last year, so
couldn’t answer that question. 

Consider telling people the range of
prices - from £20 for the popular product to
£500 for exclusive handmade models. This
helps people fix themselves in the market
and has the advantage that most will trade
themselves up from the base price (they
don’t want to look cheap). It will also
encourage them to try the top of the range -
what wonders do you get for 10 or 20 times
the price? Few will buy those £500
products, but it’s a certainty nobody will who
hasn’t tried them. 

18-20 per cent of people
habitually buy the
cheapest product,
while 0.5 per
cent

habitually buy the most expensive. That
leaves four out of five customers flexible
about price. Therefore flexible should be your
mindset when selling.

CLOSING THE DEAL
A good number of people have made a fine
living out of training programmes based on one
or other magical closing technique. The truth is
most of them are gimmicky rubbish. Start with
some much more basic principles. First, always
ask for the sale. You’ve established what the
customer needs, that your product will fulfil that
need, that you can achieve his deadline and
your price is right, so say: “Let’s complete an
order form now”. Obvious? Yes, but the
commonest reason people don’t buy is that the
salesman didn’t ask them to.

Finally - to repeat a theme - learn to shut
up. The so-called silent close definitely
works. You’ve agreed purpose, product and
price. Let the customer take the next step.
Two minutes of silence while the customer

satisfies themselves they’re happy to
proceed feels like forever,

but in fact is just
common

courtesy. 
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Allow me to tell a
personal anecdote.  I
bought my first pair of
glasses at a national
chain. I chose the frames
in about three seconds -
essentially, the cheapest
metal ones. The staff
member who completed
this ‘sale’ made no
attempt to trade me up.
Worse, because these
glasses were mainly for
driving, there was no
attempt to point out that
such and such a shape 
or size might be better.
On the contrary, because 
I took only three seconds
I was treated as a 
model customer.

There is a whole series
of missed opportunities in
that simple experience
that the independent
should avoid. 
A key reason why a
customer would choose
an independent is
personal service
throughout the process
and that should include
proper professional 
selling of frames.

In that personal case,
since they were my first
glasses, I might quite
reasonably not have
known anything about the
available options. I might
have been unaware that
frames with designer
branding are available.
Since I was wearing a
Pierre Cardin suit, I 
might well have wanted
the same name on 
my glasses. Okay, the 
suit label wasn’t visible,
but you’d think the
assistant would have
asked the question.

The key to the sales
process is asking the right
questions - doing a
proper fact find.
Customers know you’re
the expert and expect 
to be giving you the 
facts to do your best
professional job. 
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COLLECTION HAS IT COVERED!
THE NEW GOLA OUTDOOR
WHEN IT COMES TO DURABLE FOOTWEAR 



from the outset with barrel, shaft and
flight all mathematically matched to form
an optimum aerodynamic unit, specified
to give true flight and greater accuracy. 

New for 2014 are Sigma X Cross Tip
95% Tungsten and Sigma X Cross Tip
Championship 95% Tungsten. These are
Sigma certified in both steel tip and soft
tip configurations. In both configurations
the darts weigh the same – e.g. 18g Sigma
X, when configured as the Steel Tip
pointed barrel is 18g and when configured
as the Soft tip the all up weight is 18g,
This allows the Cross Code player to
always use the same barrels and weight.

Lumina, with its shark-toothed barrel
for outstanding grip, Machina, with its
complex precision grip and non-slip
surface, and Mogul, where its hexagonal
front grip morphs to a circular rear grip,
are also three exciting additions
for 2014 – all of which
underpin Unicorn’s
DNA of
product

The new slimline FRED display stand.
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ith proven favourites, new
products in all categories
reflecting Unicorn’s on-
going commitment to
product design and

technical innovation and the news that
the Unicorn Eclipse HD board will
become the most visible board in darts
by making its TV debut in the 2014
Premier League, the brand is coming into
2014 with all guns blazing. The Big Name
in Darts is certainly living up to its name.

The Unicorn darts range has been
restructured to create four distinct and
easily understood sections, available in
both steel and soft tip darts:-

PLAYER darts are the actual 
patterns used by the individual 
members Team Unicorn.

HALLMARK darts offer affordable
excellence for demanding players of 
all standards.

U-TECH darts incorporate cutting-
edge technology which in turn enhances
player  performance

VALUE darts are precision engineered
offering no nonsense value.

THE NEW STEEL TIP RANGE
Team Unicorn undisputedly remains the
best darts team in the world and the
Player range are the exact darts used
by the players. New for 2014 are new
Phase 4 darts from Raymond van
Barneveld, new Phase 2 darts from
Gary Anderson and James Wade,
plus new Contender darts from
Devon Peterson, Jamie Caven
and Michael Smith, who
knocked Phil Taylor out of the
2014 World Championships. 

There are also new Steffi
Luck darts in Global and Gavin
Howard in Generation 180,
which features younger players
rising through the ranks from
Unicorn’s partnership with
Darts Academies.

Hallmark sees new darts in
Silver Star, Black Star, Bullet and
Black Brass, many featuring Team
Unicorn endorsement, all offering
terrific point of sale impact.

It is not surprising that the new
U-Tech range features Sigma darts.
Using the principles of UniLab, the
Sigma range of darts has been designed

W

At the recent Unicorn Darts Sales Conference,
attended by many stars from Team Unicorn,

International Distributors  and selected darts specialists,
the Unicorn 2014 Range was given a resounding

thumbs-up by all who attended

UNICORN DARTS    

Unicorn Advertorial_SI Template  31/01/2014  15:19  Page 1



ADVERTORIAL

35www.sports-insight.co.uk

development and technical innovation.
It is business as usual in 2014 with the

continuation of the Evolution of The
Power series, which tracks the actual
Unicorn darts and barrels used by Phil
Taylor during his 18 Unicorn years from
1996 to the end of January 2014. 

The Phase 5 95% tungsten darts are
complete sets of darts as used by Phil
since 2008. Without doubt, these are the
most successful darts ever manufactured,
with approximate PDC Major Tournament
winnings of over £2.8 million – a truly
thought-provoking amount. 

THE COMPLETE DARTS PACKAGE
The barrels used by Phil during his Unicorn
days are also still available and branded as
Purist and they faithfully and historically
record his evolution with Unicorn.

Soft Tip darts are not forgotten and
2014 sees many enhancements and
introductions throughout the range, many
mirrored on their steel tip equivalents.

The TV debut of The Unicorn Eclipse
HD dartboard and its continued use in
future PDC events starting with Premier
League 2014 will simply make it the
most promoted and recognisable

dartboard in the world with over 
5,000 hours of global TV. 

Such brand awareness
will not only continue to

put Unicorn at the
pinnacle of

dartboard
technology

and first
choice

for darts players everywhere, it will also
create an unrivalled level of exposure for
the Unicorn brand, way beyond the
reaches of our competitors. 

The whole range of Unicorn bristle
and paper boards, electronic dart boards,
home darts centres, surrounds, clamps
and accessories will not only continue to
offer the finest choice to darts players of
all standards, but will also enable retailers
to benefit from the TV brand recognition
thereby making them the brand of
choice for dealers.

Flights are of key importance to
all players and this is what
UniBoffin says: “The right flights
for you must match your
particular darts, producing
enough aerodynamic lift
to stabilise them in-
flight but not so
much as to throw
them off-course. 

“UniLab and
Unicorn Sigma
darts use
sophisticated
mathematics to
achieve this
matching, but you
can try yourself
using the UniLab
Flight Selector
Table (in the
catalogue and on-
line), some
experimentation,
and maybe a
UniLab Flight
Selector Kit!”

With over 2.5
million page views a
year on the Unicorn
website, including
over 170,000
visitors to UniLab
and The Optimiser,
no-one does more
than Unicorn to
ensure that darts
players can match flights to their own
preferences meaning that dealers can
stock Unicorn flights with confidence.

There are new items and old

favourites in
Unicorn flights,

shafts, tips,
accessories, wallets

and shirts, giving the
widest choice to all darts

players. Whilst for the
dealers, Unicorn continue to

lead the way with posters and in-
store displays, this year featuring

the new FRED 2 slim-line floor
standing display unit.

The 2014 Unicorn range continues to
show the company’s on-going
commitment to product innovation and
development, brand promotion, customer
service and support of the trade. It a
veritable “sweet shop” for all darts
players and provides everything the
dealer needs to stock a comprehensive
and profitable darts range.

The Big Name in Darts. Since 1937,
and very much looking forward to 2037! 

   2014 RANGE

The Unicorn HD. The 
dartboard of choice for the PDC.

The new Lumina,
Machina and
Mogul darts
from Unicorn’s
2014 U-Tech
technical
range.
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ADVERTORIAL

A radical new entry into the natural running
market, the ASICS GEL-SUPER J33 is the first
natural running shoe from ASICS designed
specifically for overpronators.

Q: WHAT IS DIFFERENT BETWEEN THE
GEL-KAYANO AND GEL-SUPER J33?
A: The GEL-SUPER J33 is a less structured shoe, with
a flexible, low profile platform, while still offering
stability for over pronators on their short runs. As part
of a varied training regime, the GEL-KAYANO and GEL-
SUPER J33 can be used together. 

Q: WHAT IS DIFFERENT FROM OTHER
‘NATURAL’ SHOES ON THE MARKET?
A: The main difference is the FluidAxis technology,
based around the subtalar joint, allowing the foot to
move through gait in the most natural way possible.
The shoe adapts to the movement of the foot
through gait, recognizing the different areas of
pressure through the running motion for different
runners. There is one platform design for neutral
runners and one for over pronators.

Q: WHAT IS THE DIFFERENCE BETWEEN
THE GEL-SUPER J33 AND THE GEL-LYTE33?
A: With the GEL-SUPER J33 the FluidAxis line has
shifted more laterally. This has created a more stable
platform on the medial side of the foot to support
overpronators through the gait cycle.

Q: DO I NEED TO RUN DIFFERENTLY?
A: No. All ASICS running shoes are designed to work
with your body, not against it. The design of the GEL-
SUPER J33 means you can be any kind of runner (a
heel striker, mid foot striker or a forefoot striker). 

Q: ARE THESE SHOES RELEVANT FOR
FOREFOOT AND MID FOOT STRIKERS?
A: These shoes are relevant for all types of runners.
FluidAxis is built for a running motion from heel to toe.
Lightweight, low profile and decoupling grooves from
heel to toe, the range caters for all runners. 

Q: CAN A SHOE WITH LESS STRUCTURE
THAN A GEL KAYANO STILL SUPPORT AN
OVER PRONATOR?
A: Yes. FluidAxis technology means the shoe
recognises the different loading patterns through the
gait cycle and by changing the angle of the axis, we
were able to create a platform that adapts to the
different loads created by overpronators. The stable
platform created will provide the structure through gait
that overpronators require, as well as providing them
with a natural running experience. 

Q: DO OVERPRONATORS STILL NEED A
STRUCTURED CUSHIONING SHOE SUCH
AS THE GEL-KAYANO OR GT2000?
A: Yes. GEL-KAYANO and GT2000 are perfect
structured cushioning shoes for long runs when you
will fatigue and therefore need structure for extra
protection and comfort. The Natural running shoes
are the perfect second shoe for short runs. By
mixing up your running, it helps you to become
faster and stronger.

Used as part of a dedicated
training regime, the GEL-SUPER
J33 is the perfect second shoe.
The next step in the natural
running market for ASICS, it’s a
lightweight and low profile trainer.

A completely seamless all over
mesh provides a lightweight,
breathable upper for ultimate
performance and comfort, while
also adding a sleek feel to this
modern shoe.

The 6mm heel drop makes the
GEL-SUPER J33 ultra responsive
and with a more rounded toe box

the natural feel is felt from heel to
toe. The GEL-SUPER J33 features
FluidAxis technology which
recognises the rotational
movement of the subtalar joint,
instantly adapting to the load and
positional changes of the foot
when running, increasing the
natural feel.

By moving the axis to the lateral
side, allowing for a more stable and
higher density platform at the
medial side of the sole, ASICS has
created a shoe which allows
overpronators to run naturally.

GEL-SUPER J33
FREQUENTLY
ASKED QUESTIONS

MIXUP YOUR RUNNING WITH
THE ASICS GEL-SUPER J33
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them failed in this growing market?
Perhaps one answer is their 

own-brand strategies, which enabled
them to create exclusivity and 
obtain a higher margin. Sports 
Direct has bought many of its 
brands out of receivership or near
receivership, allowing it to quickly
reduce costs and leverage the brand
names to the benefit of the business
as a whole.

Many see its proposition as
‘discounting’. However, if we look
more closely at the product mix 
more often than not products are 
not discounted versus the
competition but, critically, there is 
an own brand that offers value
compared to the branded product.

Discounting branded goods
doesn’t necessarily have a
detrimental effect on the brand. If
confirmation is needed, you only
need to consider that TK Maxx is the
biggest global retailer of both Ralph
Lauren and Calvin Klein underwear.
As Sports Direct continues to grow
revenue each year and with profits
rising even faster, there appears to be
plenty of headroom for the business
to continue to expand.

JD Sports’ own-brand strategy is
perhaps less clear and is focused

RETAIL

WHERE HAVE
ALL THE SPORTS
SHOPS GONE?
Paul Sherratt of Solutions for Sport surveys the
changing face of the UK sports retail landscape

more on the sports fashion side of
the industry - perhaps one of the
reasons why, to date, it has survived
when others, most recently JJB, have
fallen. However, there are distractions
in the group, such as Blacks and
Millets, which may not help when
looking to the future of this business.

Interestingly, according to the
latest market data the hole left by
JJB has now been mainly filled by
Sports Direct and JD Sports.
However, opportunities still remain in
the market as a whole.

In a sector rapidly becoming more
multichannel and international, the
demand for professional marketing is
increasing. Patrick Woodhall of
Pragma Consulting, which specialises
in retail and consumer markets,
believes there are three key elements
necessary to survive and thrive in the
current sports marketplace:

■ Image and saliency are obviously
critical, with a global approach
becoming more and more relevant.
■ Accessibility need not be
multichannel. ASOS, for example,
flourishes without shops, while
Primark flourishes without online sales.
■ The offer is crucial, especially
online, where service in all areas has
to be superior to the competition.

Where will the industry be in
another 10 or 20 years time?
Intersport continues to evolve a more
integrated global strategy and the
UK continues to get closer to
Intersport International and benefit
from this drive.

DW Sports is adopting an
aggressive store opening programme
and the trade waits with baited
breath to see if Intersport Sporting
Pro, a subsidiary of Matalan, can
make an impact. In addition,
Decathlon continues to battle Sports
Direct across Europe and may see
the UK as future fertile ground.

SPACE
Specialist sports retailers are finding
space with clicks and bricks
propositions and there are still a large
number of highly successful
independent retailers who continue to
offer advice and service levels that
sports multiples will always find difficult
to match - these are the artisan
butchers and bakers of our trade. 

The market as a whole is still
seeing grow. However, we will
continue to lose independents as
high streets struggle to remain
relevant to the end consumer.

Today’s conclusion, however, is
that it is the business that has been
built on value that continues to be all
conquering and, certainly in the short
term, this shows no sign of changing.

For those who have been in the
trade over 20 years, the memory of
Olympus Sports’ flagship 301 Oxford
Street store is still one that burns
brightly. It was the era of shell suits,
when brands like Reebok and Ellesse
were dominant and the UK sports
trade began to really take shape.

The sports multiple began to
evolve with names like Sports Division,
JJB and Allsports becoming dominant
high street players, while the regionals
- Giles, Hargreaves, Warners, etc - still
had a role to play.

FLOURISHED
In the 1990s these retailers grew and
flourished as sportswear became
streetwear and trainers became the
default footwear. Sports Division
bought Olympus, with JJB
purchasing Sports Division. Allsports
came and went and Sport Soccer -
later to become Sports Direct -
emerged from nowhere.

Roll forward to today and, while the
UK sporting goods market has
continued to grow aggressively, the
number of retailers has decreased
hugely. Two now dominate - Sports
Direct and JD Sports  - and continue to
set the pace. But why did these two in
particular survive when those around
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products and services that’s invaluable.”
A PR gold rush isn’t guaranteed

though. As Llewellyn-Slade points out,
winning is only the start of reaping the
rewards: “It’s when you go home that the
hard work really starts with the PR
campaign,” he explains. “You need to tell
everyone - customers, potential customers,
local and national press. Most awards will
include a logo. This should be put

everywhere - website,
email signature, letterhead,
social media, etc.”

“Winning is something
we would actively shout
about on social media 
and in press releases,”
confirms Vingoe. 

The organisers of
awards are, nor
surprisingly, keen to
promote themselves, so
work closely with them
post event, as they will

have plenty of relevant PR contacts. Many
of them will also have media partners and
so you could be featured in a local or
even national publication. 

CONSULT AN EXPERT
As well as the benefits of a raised profile,
great PR and happier staff, the process of
entering an award will help you refine your
business and marketing plans. But it is time
consuming and for the best results you
may wish to consult an expert. Awards
Intelligence says that with its help your win
rate can increase from 10 to 50 per cent. 

“The first step we take is to help the
business identify strengths, so that they
know which category to enter,” Llewellyn-
Slade says. “Looking at your positives,
combined with checking out the

competition in your sector, is
fundamental to marketing your business.” 

Some award organisers will give you
feedback about your entry, so there’s a
value even if you don’t win a competition.
The organiser of the ukactive and Matrix
Flame Awards provides every entrant
with feedback, which if used effectively:
“Can contribute to development
objectives and planning, enabling them
to better their product, service or facility,”
spokesperson Katie Halliday says.

“Previous winners of ukactive and
Matrix Flame Awards have reported that
winning has added credibility and proven
best in class to clients, potential clients,
investors and industry stakeholders.” 

According to Llewellyn-Slade, there
are some significant financial benefits to
winning an award. Facts and figures from
the British Quality Foundation’s UK
Excellence Awards and European
Foundation for Quality Management’s
Excellence Awards have revealed large
award winning companies enjoyed a 48
per cent increase in operating income
and a 37 per cent growth in sales when
compared to non-award winners. Smaller
award winning companies experienced a
63 per cent increase in operating income
and a 30 per cent growth in sales when
compared to non-winners. 

And from the same source, an 11-year
study by the University of Leicester
comparing the financial performance of
120 award winning companies across
Europe of a similar size, operating in the
same industries and meeting specific
criteria against comparison companies
found that after just three years they
outperformed comparison companies by
an average of 17 per cent for sales and
36 per cent for share value. 
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ith the demands of running
your company, have you got
time to enter one of the
1,500 UK business awards
as well? Choosing the

category to enter and filling in lengthy
forms all take time, so is it worth it?

The short answer is yes, but you will
need to get some fundamentals right
before you enter one. Winning an industry
award has obvious benefits,
including free PR, an
enhanced reputation and
profile, and consumer trust. 

CUSTOMER’S
CHOICE
“Trust is a vital ingredient for
success,” Mark Llewellyn-
Slade, managing director of
Awards Intelligence, a
company that specialises in
producing award
applications, explains. “If two
businesses stand side by side with the
exact same service and strengths, the
multi-award winner is most likely to be the
customer’s choice. 

Awards, says Simon Vingoe,
marketing manager at Merrell: “Give
consumers that extra validation or reason
to choose a product”. And remember,
trust and confidence will be a prize you
give your staff too - an award can reward
them for their efforts.

In at interview with The Telegraph,
Josephine Fairley, founder of the award
winning chocolate company Green &
Black’s, described winning an industry
accolade as: “PR gold”. She added: “An
award puts your head above the parapet,
in profile terms and in an environment
where it’s so hard to distinguish between

W

What’s the value to your business of an industry award and
how do you go about winning one? Fiona Bugler finds out

“AN AWARD
PUTS YOUR
HEAD
ABOVE THE
PARAPET
IN PROFILE
TERMS”

AND THE
WINNER IS...
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TOP TIPS
For awards other than for start-ups,
there are some basic criteria a
company needs to satisfy in order to
win. “As well as excellent customer
service and great products and
services, winners usually have at
least three years of accounts,
showing an increase in turnover and
profitability year on year,” Mark
Llewellyn-Slade, managing director
of Awards Intelligence, says. 

Whatever the award, there are clear
expectations for award winners.
Compile a list then tick off how you
score against each criteria. If you’re
filling in a form for a business award,
imagine how your entry and answers
will read against competitors.

“Check the entry for the obvious -
spelling, grammar, etc,” Katie
Halliday of the ukactive and Matrix
Flame Awards says. “While you won’t
be marked on this, it will make a
good impression with assessors. Use
facts and figures to support your
entry and illustrate the impact or
benefit of your product, facility,
service or programme.”

If you want to win a magazine award,
be friends with the publication’s
journalists all year round. If you’re a
specialist like a running retailer, invite
them to races or sports quizzes and
enjoy your shared interest. Meet for a
coffee, tap them up for ideas and
share news. Most important of all,
make sure they know everything
there is to know about your product
or service. If you’ve got a running
shoe, show it to them and explain the
jargon - don’t just send press
releases. If you’ve got a shop, invite
them for a viewing and if you’ve got
a service, let them have a go. These
are your judges all year round, so
impress them.

As there are so many awards up for
grabs, be selective and certain
you’ve entered into the correct
category. For example, if you’re a
running shop, what’s your unique
selling point? If you specialise in eco
products and no one else does,
would entering a sustainability award
be more beneficial for you than one
for best sales team?
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Crispin Andrews examines the modern
trend for big bashing cricket bats

or the Ashes rematch down under
Joe Root changed his Gunn and
Moore Zona for a GM 606. The
Yorkshireman replaced a bat with a
high sweet spot - or swell, as it’s

now called - with one where the chunky part
spreads higher up the bat. 

Most professionals have personalised bats
these days. South Africa captain Graeme Smith
uses a Gunn and Moore Argon, where the sweet
spot is so low it’s almost in the toe - ideal for
Smith’s front foot, on-the-up forcing shots. Steve
Waugh wielded a light bat with a high sweet
spot that was perfect for his fast bat swing,
while Michael Vaughan liked a bit of red wood in
his bat, even if it meant it was made from a
lower grade. Apparently he scored some runs
with a similar bat when he was young. 

TRIAL AND ERROR
“No one wants to get rid of their favourite bat,”
Peter Wright, managing director of Gunn and
Moore, says. According to Wright, cricketers,
particularly young ones, go through a trial and
error process before settling on a bat they like.

F
International cricketers get their bats for free.
For those of us who haven’t yet secured a bat
contract, trial and error can be an expensive
process. Especially when there’s so much choice.

Back when England captains with beards
complained about moustachioed Australian
cricketers using aluminium bats, there was some
choice at the local sports shop, but not that
much. Long or short handle? Heavy like Viv
Richards’ SS Jumbo? Or, if you were a
bodybuilder, like Clive Lloyd’s Duncan Fearnley? 

For the rest it was a lightweight bat, maybe a
Geoff Boycott Slazenger or a mid-range effort,
perhaps a David Gower Gray-Nicolls. You could
have a scoop out of the back if you wanted the
sweet spot spread over a larger area. Or if you
fancied yourself as a bit of a lower order Lance
Cairns, you could get a Newbery Excalibur,
where the wood had been cut from the
shoulders and more put in the middle.

Today you can have all that and also choose
between a bat with a flat or rounded face and
edges. You can have the sweet spot where you
want it, if you’ve got enough cash. And for some
real power hitting you can get one of those
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comprises big, thick lumps of wood
deliberately designed to be heavy. Just like
the 3lb 4oz monster the man himself uses. 

“They’ve not done anything with the
design of the bat to make it heavy,”
Young says. “They’ve just selected the
heavier clefts of wood and made them

Chris Gayle bats with
Chris Gayle stickers on. I
don’t think there’s any
great secret.”

Young adds that
companies sell a lot of
bats over the internet
these days. “People see
Chris Gayle smash it to all
parts and they want a
Chris Gayle bat so they
can smash it, too,” he
says. “If people came into
my shop, they might pick
the Gayle bat up and
think: ‘I can’t swing that,
it’s too heavy’. Then they’d
look to the Michael Clarke
equivalent, which is the
same price, but seven to
ten ounces lighter.”

Spartan has released a
Sir Vivian Richards range.

The bats are heavy and chunky, have
thick edges, a concave back and a big
sweet spot. They’re not quite as heavy as
the Chris Gayle range, though.

BASH IT LIKE BOTHAM
My first cricket bat was a 1981 Geoff
Boycott Slazenger, a strange choice for a
10-year-old who wanted to bash it like
Botham. But the Boycott was in the sale
and it didn’t break when someone bowled
a hard ball at it. 

The bats that Root, Watson and the rest
used this winter make a dull, almost
soundless thud when you hit a ball
anywhere near the middle, sending it racing
away at record speeds. But then again

today’s bats are three times as thick at
the edges as they used to be and

twice as thick in the middle. 
When Geoff Boycott began

his career, cricket was played
on uncovered pitches.

Batters needed light 
bats to react quickly 

to uneven bounce 
and survive lots 
of sideways
movement. Heavier
bats started being
used by some
players after
pitches were
covered in the
late 1960s.
Today’s bats,
however, give
the lucky
batsman the
benefit of both. 

short bladed, long-handled Mongoose
bats that are all sweet spot. 

Bat makers aim their products at the
mass market. They give bats away to
professionals to get them seen at cricket
grounds, on TV, in photos and on the
internet. Current names include the
Krakatoa, Power Blaster, Slayer, Ballistic,
Oblivion, Atomic and Cannonball - big
bashing bats for big bashing batters. And
then, of course, there’s the BoomBoom. A
huge bat endorsed by Pakistan’s Shahid
Afridi, the BoomBoom looks like a railway
sleeper, except it’s light enough so you
don’t need a weightlifter to carry it to the
wicket for you.

“This is a typical example of the sort
of bat that’s become popular over the last
four to five years,” Richard Young of
Chiltern Sports, who has sold cricket bats
in Aylesbury, Buckinghamshire for 20
years, says. 

The BoomBoom Arrogance has thick
square edges, a square face and a snazzy
green swirl on the back. Walk to the
wicket with this bat in your hands and
your opponents will be in no doubt you
mean business. It’s a perfect fusion of
power and artistry, with a bit of mystery
thrown in for good measure. 

WEIGHT REDUCTION
Young says manufacturers are always trying
to find ways of reducing a bat’s weight
without taking away the blade’s durability,
chunky appearance or ball smashing
potential. Pressing the timber less gives a
bat a lighter feel, although if the bat isn’t
pressed enough it’s likely to crack sooner. 

“Big flat edges that make the bat look
wider than the same bat with round
edges - that’s what people who come in
here usually want,” Young explains. He
says square edges and a flat face
give only a psychological
advantage: “With a
bat like this you
go out feeling

invulnerable. You look like you’re going to
hit the ball, take on the bowler. It gives
you the confidence to go for your shots.” 

Today’s bats might evoke memories
of the Ian Botham Duncan Fearnley that
deposited Craig McDermott over his
head for six twice in Botham’s first three
deliveries in the 1985
Edgbaston test. Or
Graham Gooch with that
massive SS Jumbo. But if
you look closer, they’re
not all that big and scary. 

Look at the back of the
bat from sideways on and
you’ll see what’s actually
going on. Gray-Nicolls gave
the game away with its
twin scooped Dynadrive.
The company took wood
away from the outside
faces of the bat and put it
in the middle, adding two
bright red stickers. Lots of
today’s bats have a similar
design, they just don’t
advertise the fact. They
leave the parts where
they’ve taken wood away
wood coloured. 

Look closely at the BoomBoom
Arrogance and you’ll see the bat is thicker
at the edges than it is a few centimetres
in. In the very centre there’s a big chunk of
wood. There’s not that much wood at the
top and the toe either.

“Those old Clive Lloyd and Ian
Botham bats were just big lumps of
wood,” Young says. “Thicker through the
top, not shaped much at the back and
lots of wood everywhere.”

Some of today’s bats are still 
pretty heavy. Spartan’s Chris Gayle range,

for instance,
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“IF PEOPLE
CAME INTO
MY SHOP,
THEY
MIGHT PICK
THE GAYLE
BAT UP AND
THINK: 
‘I CAN’T
SWING
THAT, 
IT’S TOO
HEAVY’”
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HANDBALL

Fast paced,

HIGH SCORING
Handball was one of the success stories of London 2012. A game that’s already
popular in Europe, it’s attracted a threefold increase in funding from Sport
England and more of us are playing it over here too, Louise Ramsay reports

rior to London 2012, not
everyone had heard of
handball. A game with
strong European roots,
there are records of

handball-like games being played in
France and among the Inuit in
Greenland during the Middle Ages. But
while the modern game was developed
in Denmark 100 years ago - it’s now
played in 160 countries - it has never
been much of a hit in the UK.  

Exactly why isn’t easy to fathom. A
team sport combining football, netball
and basketball that allows physical
contact, it can be fast and exciting, not
just to play, but also to watch. Play takes
place on a court measuring 40x20
metres, which is larger than a basketball
court, and two teams of seven players
aim to score goals by dribbling and
passing the ball around the court.

GOALS GALORE
The game is played over two 30-minute
periods, during which it’s not
uncommon to see more than 30 goals
scored apiece. Working the ball into a
shooting position can be eye-catching
enough, but handball’s greatest
spectacle comes when the best players
try for a goal. They can leap feet into
the air, bodies uncoiling like springs to
propel the ball at speeds of around 100
kilometres an hour.

Following London 2012, Sport
England increased the sport’s funding
threefold, while England Handball, the
national body for the sport in England,
has recently launched a new four-year
strategy with the aim of making handball
a major team sport in England by 2020.

At the heart of its approach to

growing participation is the aim of
embedding handball within the
education sector. By introducing the
sport into schools, colleges and
universities, England Handball believes it
can create a new generation of players
who grow up with handball as part of
their regular curriculum.

The plan certainly seems to have
been successful so far - England Handball
now claims to have links with over 400
secondary schools and colleges.

GROWING POPULARITY 
Paul Sherratt, who is country manager
UK & Ireland for the Kempa handball
range, explains the sport’s growing
popularity in the UK: “Undoubtedly, the
Olympics gave the sport a huge boost.
While Great Britain didn’t perform as
well as everyone would have liked, the
sport was given excellent exposure and
televises very well.

“Handball is massive in Eastern
Europe and an ever-growing expat
community in the UK is also helping to
drive the growth of the sport, particularly
in cities where there are pockets of these
populations. The fact that the sport is
relatively easy to pick up also helps.”

The basic requirements for a game
of handball are a ball and two nets. In
terms of kit, Sherratt believes there’s an
opportunity for retailers to embrace the
growth of the sport and stock a small
range of handball products. “Probably
one ball would suffice alongside a range
of shoes,” he says. “These can be sold
simply as indoor shoes or as handball
specific - this is something that is
driving the growth of Kempa in the UK.

“Of course, there are many sports
vying for our attention, however

handball's increased participation equals
increased exposure and slowly this is
turning into a larger number of regular
participants. If you look at the exposure
of handball in some of our neighbouring
European markets, you could argue that
there is no reason why handball cannot
become a bigger sport within the UK.”

Almost every ball Kempa makes is
certified by the International Handball
Federation, which ensures they are top
quality in terms of circumference,
roundness, weight and bounce. They
come in a range of bright, attractive
colours, as well as a range of sizes for
different age groups. 

Kempa handball shoes are produced
in partnership with Michelin. Giving
optimum grip and the lowest possible
wear, they also have good longevity. The
Michelin rubber formula is strong enough
to provide total control, yet not so strong
that it risks damaging joints and bones.
It’s also effective in making it harder for
dust from the court to get trapped in the
sole’s honeycomb of tiny pores, so the
sole keeps its grip for longer. In addition,
the rubber formula is highly durable,
which means it takes longer to wear out
despite having outstanding grip.

Smash Sports distributes Salming in
the UK. A brand set up by retired
Swedish ice hockey player Borje Salming,
it launched into the handball market 23
years ago and hasn’t looked back. 

“Salming’s indoor shoes, handballs
and training and team kits are a good
range for retailers to stocks,” Borje
Salming says. “Our shoes have all the
important characteristics and technology
you need as a professional handball
player, including lateral stability, roll bar,
cushioning and light weight.”

P
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“AN EVER-GROWING
EXPAT COMMUNITY IN

THE UK IS HELPING TO
DRIVE THE GROWTH

OF THE SPORT”

STREET HANDBALL 
This is a new version of traditional handball
that is similar in many respects, though the
rules vary slightly. All that’s needed is a ball, a
fold-out goal that fits in a sports bag and a set
of lines marked on the ground to a template.
Physical contact isn’t allowed and the ball used
is soft and small, so it’s easy to catch - which
means the game appeals to all ages. 

A ball specially designed for the game is
produced in Denmark by Select Sport, which
also produces the fold-out goal. The brand is
the world’s largest supplier of handballs and its
ULTIMATE ball is used in many of the strongest
leagues in Europe, such as the Danish and
German league, as well as being the official
league ball in France, Norway and Spain.
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SWIMWEAR 
AT OPROGROUP LTD

Cutting edge technical innovation and inspired 
design stand out in the water. 

Tried and tested in the toughest pools, the 
quick drying Pacer chlorine-proof fabric goes to 
greater lengths, offering total UV protection. 

With a full range of swimming accessories, 
we’re ready to jump in.

To fi nd out more about 
becoming a Maru stockist please 

email sales@maruswimwear.co.uk
Tel: 01442 430730

Find out more online at 

maruswimwear.co.uk

6795 Maru trade advert_A4 v2.indd   1 23/01/2014   15:42



OPRO

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

Maru Swimwear is being catapulted into the big time through
its acquisition by the OPROGROUP, reports Louise Ramsay
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DIVE IN
hen it comes to teeth,
OPRO managing director
Dr Anthony Lovat BDS
knows what he’s talking
about. Not only did he

work in dentistry for 15 years, but in
1996 set up mouthguard brand OPRO
to introduce custom-fit mouthguards
into UK schools and sports clubs. 

Such was the company’s
expertise, OPRO received the
Queen’s Award in 2007 in
recognition of its groundbreaking
work in the field of oral protection -
and now its mouthguards are worn
by thousands of schoolchildren,
along with professional and amateur
sportsmen and women, worldwide.

CANNY KNACK
All of which shows a pretty 
canny knack for business too. 
It’s no surprise then that in 2011
OPRO took on the UK retail
distributorship of Mueller Sports
Medicine, which offers a wide 
range of supports, tapes and
strapping for sports people
recovering from injuries. 

In November 2013 the group
added to its portfolio by acquiring
Maru Swimwear. The brand was
established in May 1990 by Roger
Allen and Maggie Upton, who had
identified a gap in the market for a
dynamic swimwear
brand offering a
choice of colourful
and innovative designs
that could deliver the
performance levels
required by regular
and competitive
swimmers. They also
believed a smaller
company would be
more responsive to
emerging trends.  

“Maru is a great company with
very similar values to OPRO,” Lovat
says. “As a group we want to
design and manufacture technically
excellent products - and that’s also
been the Maru philosophy over
their 20-year history. Together we
can achieve a whole lot more.”

W
Lovat’s emphasis on quality

means all OPRO mouthguards are
manufactured in the UK.
“Personally I’m very passionate
about doing whatever we can to
support UK manufacturing,” he
says. “It means we have complete
control of quality. We can respond
faster and better to customers’
needs too because we react to
their requirements.”

Currently some of Maru’s
products are made in the UK,
particularly its hi-spec technical
products, and a high proportion of
its fabrics are UK designed and
manufactured too. “Our goal
though is to manufacture the 
whole Maru product range in the
UK,” Lovat says. “In terms of costs,
if we are able to replace the cost 
of shipping with the slightly
increased cost of a UK-based
workforce, it could balance out.
While at times this may not work
out, as a company we will take a
considered view, as we’re not just
motivated by profit, we’re also
motivated by quality.”

BUSINESS ESSENTIAL
To Lovat’s mind, quality is not just a
personal aim, but a business
essential: “If you stick to the core
beliefs of quality and service, your

business will do well in
the good times and the
bad. Producing quality
goods through a
recession hasn’t held us
back. In fact, the
OPROGROUP is
growing and growing
strongly. 

“Our focus is on
inspirational and
innovative products,
which is the thought

process behind Maru. It’s why
Roger and Maggie are staying with
us - their expertise and
accumulated knowledge is
paramount to the continued
success of the brand.”

What can OPRO offer Maru?
Sales director Richard Evans

“MARU IS
A GREAT
COMPANY
WITH VERY
SIMILAR
VALUES 
TO OPRO”

explains: “The OPROGROUP has a
well established structure for order
processing, warehousing and
distribution. Until now Maru has had
limited international distribution, but
the OPROGROUP exports to 30
countries. Catherine Hughes, who
until the acquisition was our brand
manager for Mueller, has become
Maru’s brand manager and brings
with her a wealth of experience in
the sports retail sector.” 

According to Maru, its bright
designs are good sellers, while its
training suits are also very popular.
In the current range this includes
the Odessa Legacy Pacer Scoop
Back, a women’s swimsuit 
designed in navy with striking pink
graphics. Designed to flatter the
figure, it provides a discreet mesh
tummy control panel and bust
support, with a ruched bustline 
and an almost sweetheart neckline,
and is styled in fade and chlorine
resistant fabric.

Another popular product is the
Envy Swim Short for men, which are
made from the same durable fabric
and are designed in black with
physique enhancing swathes of red.
The 30cm leg length provides more
coverage and support than a brief,
without compromising on range of
movement and is ideal for serious
swim training.

AUTUMN RANGE
Currently, Allen and Upton are
developing Maru’s autumn 2014
range while working with OPRO on
a brief consolidation period. “Then
we’re pushing ahead with growth
and increased distribution,” says
Lovat. “We took Maru to ISPO
MUNICH for the first time this year,
so the brand’s going to get massive
international exposure, giving us the
opportunity to showcase it to
potential distributors.

“We’re also increasing our 
sales force and are looking to
recruit area managers and agents
with a background in swimwear -
though they’d be working for the
group overall.”
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The fact that Phil has decided to switch
to Target demonstrates just how well
regarded Target’s manufacturing and
design capability is. Within the range
various price points are achieved to
target the varying consumer groups,
giving retailers an opportunity to meet
consumer demands.

Target’s manufacturing facility has
invested heavily in new machines, able
to craft Tungsten into ground breaking
new products, taking a pioneering step

where no dart manufacturer has
gone before. Having complete

control of the manufacturing
process gives Target a competitive

edge on both price point and
quality when it comes to
Tungsten darts.  

Phil joins an already
impressive list of professional
players at Target, including
two-time world champion
Adrian Lewis, Dave Chisnall
and BDO world champion
Stephen Bunting. Target
acknowledges that their
pedigree in producing world
championship winning darts is
a fundamental reason for
Taylor’s arrival. With 3 of the
2014 PDC premier league
players now throwing Target
Darts, it is likely we will see
another record breaking year
from this brand, as exposure
has never been higher. 

PHIL’S DART
Our first impression is that this
is something we have simply
not seen before in a dart.  The
Power-9Five is made of 95%
Tungsten set in eye catching
packaging. The Azzurri Pixel
grip featuring a blue titanium
nitride coating is a thing of

ADVERTORIAL

A new ‘Undisputed’ range of Phil ‘The Power’ Taylor darts hit
the market as Target sign the world’s Greatest Darts Player

beauty and provides a
very secure grip
designed to last as well
as stand out from the
crowd! With the close
grouping that Phil
routinely expects to
achieve, his darts can be
prone to chipping – the
Pixel grip reduces the
chances of that. The
titanium Power-shaft is
slightly weighted to meet
Phil’s throwing style and
produce consistent results.
The new Vision-Edge flight
has been designed from the
ground up to meet Phil’s
requirement for a flight which
provides optimum
aerodynamic characteristics,
whilst keeping size to a
minimum to allow close 
and accurate grouping.
Target have released the 
dart in Phil’s own weight 
of 26g, as well as also
providing 22g and 24g
options, whilst also including 
a lifetime barrel guarantee.

The range also features
the popular 90% Tungsten
straight barrelled dart, an 80%
dart as well as 2 different brass
dart styles offering a complete
range of products to suit all
players’ needs and price points.
To complete the offering, Target
has also launched a padded
denim-style wallet available in
graphite or blue, being both
stylish and practical. It features a
zipped compartment to hold
loose flights and stems, as well as
a mesh covered interior to ensure
durability, protection and safety
holding the dart points and barrels.  

Target Sport has this week announced
the signing of Phil Taylor and the
release of a new range of Phil Taylor
darts and accessories to accompany
their leading and innovative range. We
look at the new ‘power’ in darts and
the Phil Taylor product line up.

The new Phil Taylor range from
Target demonstrates the best the brand
has to offer.  Across the range there is
innovation in design and the finished
quality of the product is unsurpassed.

NEW
RANGE OF PHIL 

TAYLOR DARTS 
HIT THE MARKET
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SPECIAL OFFER £350+VAT

OFFER ENDS 31ST JANUARY

ORDER HOTLINE 
0800 0 24 24 21 
EMAIL: jacquie@brandagility.co.uk

31 Backpack starter pack

Usual trade price £408.75 (RRP £817.50 Inc VAT) 
Special offer £350 + VAT Save £58.75  / 15% Discount
Free shipping UK mainland. NI/Ireland £10. Total 31 backpacks
Offer applicable to orders placed no later then 31st January 2014

35 West Bowling Green Street,  
Edinburgh, EH6 5NX  

TRADE:  £15.00  

RRP: £30.00  

TRADE:  £15.00  

RRP: £30.00 

TRADE:  £12.50 

RRP: £25.00  

TRADE:  £15.00  

RRP: £30.00   

TRADE:  £8.75  

RRP: £17.50 

TRADE:  £10.00  

RRP: £20.00   

TRADE:  £8.75 

RRP: £17.50  

Retreat  
Volume 26L/42 x 28 x 22

Lotus  
Volume 26L/42 x 28 x 22cm

Cisco  
Volume 30L/48 x 30 x 20cm

2 x black 
2 x atomic blue 
2 x spring green 
2 x sienna Red 

1 x black 
1 x cobalt 
1 x red 

1 x black 
1 x navy 

black 
atomic blue 
mulberry, kaleidoscope 

2 x black 
2 x atomic blue 
2 x sienna red 

2 x kaleidoscope 
2 x black 
2 x red 

2 x black 
2 x navy

Impala  
Volume 30L/48 x 30 x 20cm

Rhine  
Volume 40L/50 x 33 x 25cm

Adriatic  
Volume 27L/48 x 32 x 15cm

Campus
Volume 22L/44 x 27 x 18cm

15% 
 OFF 

SAVE 
£58.75

X2 
FREE

8PIECES

 

4PIECES

 

3PIECES

 

2PIECES

 

6PIECES

 

6PIECES

 



FIVEFINGERS SEEYA
THE ULTRA-STREAMLINED 
SEEYA IS THE NEWEST
PERFORMANCE OPTION FOR
SERIOUS MINIMALIST RUNNERS.

Designed to bring you even closer to the
barefoot sensation, Vibram FiveFingers
has radically reduced overall weight and
material with a more breathable mesh
upper to deliver true, performance
driven footwear. 

Minimum rubber thickness in the outsole
maximises ‘foot feel’ and flexibility,

while a soft midsole further reduces
thickness and weight for natural
movement. A stitched-in insole
protects skin and foot tissue
during longer runs. For a snug fit,

the lightweight stretch mesh
upper has a seamless collar and

adjustable hook and loop closure.

For more information email
info@primallifestyle.com

DESIGNED TO BRING YOU EVEN
CLOSER TO THE BAREFOOT

SENSATION, VIBRAM FIVEFINGERS
HAS RADICALLY REDUCED

OVERALL WEIGHT AND MATERIAL

RUNNING
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A RADICAL NEW ENTRY INTO
THE NATURAL RUNNING

MARKET, THE ASICS GEL-
SUPER J33 IS THE FIRST

NATURAL RUNNING SHOE
FROM ASICS DESIGNED

SPECIFICALLY FOR
OVERPRONATORS.

Used as part of a dedicated
training regime, the GEL-
SUPER J33 is the perfect

second shoe. The next step in
the natural running market for

ASICS, it’s a lightweight and
low profile trainer.

The GEL-SUPER J33 features
FluidAxis technology, which

recognises the rotational
movement of the subtalar joint,

instantly adapting to the load
and positional changes of the
foot when running, increasing

the natural feel. 

For more information 
email info@asics.co.uk 

or visit www.asics.co.uk

54 Follow us @SportsInsightUK

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

ASICS GEL-
SUPER J33 A RADICAL NEW ENTRY

INTO THE NATURAL
RUNNING MARKET
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IN SEASON RUNNING

TROLLEY DASH
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1.  SS14 RANGE. INOV-8. 01388 744900. WWW.INOV-8.COM
2. V-TOES. PRIMAL LIFESTYLE. INFO@PRIMALLIFESTYLE.COM
3. ASICS GEL-SUPER J33. ASICS. WWW.ASICS.CO.UK
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INOV-8
INOV-8 IS SET TO DELIVER THE ULTIMATE IN COMFORT
AND GRIP FOR OFF-ROAD ULTRA DISTANCE RUNNERS
WITH THE LAUNCH OF THE ISPO AWARD WINNING RACE
ULTRA 290 SHOE.

New for AW14 and weighing in at just 290g, inov-8’s first-
ever ultra shoe oozes innovation and meets the needs of
this rapidly growing tribe of committed athletes seeking to
push boundaries over epic distances.

On trails or mountains, this highly durable lightweight shoe
delivers industry leading grip through its Tri-C endurance
outsole, which boasts three different rubber compounds.

Designed for optimal cushioning and comfort, the shoe also
delivers sensory feedback from the trail, while protecting
the foot from the repetitive impact felt when running ultra
distances. A flatter outsole ensures a stable ride when
athlete fatigue sets in.

The Race Ultra 290 - named a winner in the performance
footwear category at ISPO MUNICH 2014 - also has a
unique on-the-shoe gaiter attachment system and an X-
STATIC footbed to keep both debris and odours at bay.

This shoe follows hot on the heels of inov-8’s first products in
the Race Ultra range, which were launched in SS14. One of
those, the Race Ultra Vest, has been named an ISPO 2014 gold
award winner as best in the performance equipment category.

For more information call 01388 744900 or visit www.inov-8.com

3

SOCKS FOR RUNNERS 2014
THE LONG ANTICIPATED HILLY SOCK RANGE IS IN STORES
THROUGHOUT FEBRUARY AND MARCH 2014, SUPPORTED
WITH NEW STYLES, PACKAGING, POS, PRODUCT
CATEGORISATION AND WEBSITE. 

The exciting range includes the Marathon Fresh with Polygiene,
a fabric finish for permanent odour control; the Energize
Compression with Celliant, for increased blood flow, to aid
recovery and prevent injury; and the Skyline, a perfect multi-
terrain cushioned sock in a selection of fashionable colours. 

The website will be updated with new seasonal imagery and
branding to facilitate the sell in and can be reached at
www.hillysocks.com. Call your local sales agent, or the Hilly sales
office on 0161 366 5020, for orders or further information.

THE LONG ANTICIPATED
HILLY SOCK RANGE IS IN
STORES THROUGHOUT
FEBRUARY AND MARCH 2014

1 2
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PRODUCT ROUND-UP
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URBAN TO TRAIL RUNNING -
#IAMAMOUNTAINGOAT 
NEW AND IMPROVED PRODUCT WITH MODERN COLOURS,
GREATER FIT AND FEATURES MAKE UP THE RONHILL
RANGE FOR SS14. 

With a practical edge, the range is designed so that runners
can be well equipped for their surroundings and protected
from the elements. The Trail range contains solutions for gels,
nutrition and accessories with a range of pockets and loops
built in, including the popular Trail Cargo short, the new Trail
Cargo Contour Short and the Women’s Trail Cargo Tank. 

The urban Advance and
Aspiration collections bring
together a high level of
technical, performance
fabrics and design styles 
to keep you looking good,
fresh and protected from
whatever weather the 
British summer brings. 

For more information or 
to place an order call 
your local sales rep. 
National account manager
south: Alex Wilson. 
Tel: 07766 365609.
Western UK rep: Simon
Plaskitt. Tel: 07764 535143.
National account manager
north: Andy Norman. 
Tel: 07515 597987.
North west UK rep: 
Laura Finucane. 
Tel: 07768 822955.

THE URBAN ADVANCE 
AND ASPIRATION

COLLECTIONS BRING
TOGETHER A HIGH 

LEVEL OF TECHNICAL,
PERFORMANCE FABRICS
AND DESIGN STYLES TO

KEEP YOU LOOKING GOOD,
FRESH AND PROTECTED 

RUNPRO: RUNNING - RELOADED
RUNPRO CURREXSOLE NATURAL PERFORMANCE INSOLES
ARE DIFFERENT - YOU’LL NOTICE THAT AS SOON AS YOU
PUT THEM ON. THEY DON’T BLOCK MOTION, NOR ALIGN,
THEY JUST GUIDE YOU FROM THE MOMENT YOU START
RUNNING. THEY ARE LIGHT, DYNAMIC AND PLEASANTLY
SUPPORTIVE. CURREXSOLE DOESN’T DO CUSTOM EITHER,
BECAUSE AS YOU RUN YOUR FOOT CHANGES. CURREXSOLE
INSOLES ALSO CHANGE AS YOU RUN, WITH THEIR UNIQUE
DYNAMIC ARCH TECHNOLOGY SYSTEM THAT CAPTURES AND
GUIDES YOUR FOOT. 

RUNPRO Insoles are fast becoming the insole brand within the
specialist running market. They are simple to sell, easy to fit with
their three arch profiles and perfect for all types of running shoe -
from minimalist to classic. Each insole is made from seven quality
components that are all hand assembled and hand finished. 

currexSole insoles are warehoused and distributed from the UK.
Visit www.currexsole.com for more information. For retail
enquires call MAR-systems on 01344 623883.
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RUGBY
SHOCK DOCTOR 

SHOCK DOCTOR IS 
THE UNDISPUTED LEADER 

IN MOUTHGUARD TECHNOLOGY
AND THE NUMBER ONE

MOUTHGUARD IN THE WORLD. 

The company has become a leader in
sports protection around the globe.

Continual innovation in protection and
performance is trusted by fearless pro
and youth athletes around the world.
Protection is the driving force behind

Shock Doctor’s passion for continuous
innovation of mouthguard technology. 

For 2014 the best-selling Gel Max line
has been fused with flavour. The Gel
Max Flavour Fusion provides a burst
of long lasting flavour to freshen up

the player’s game experience.
Incorporated into the material of the

mouthguard, orange, lemon and lime,
blue raspberry and fruit punch

flavours provide flavour all season
long, while still providing leading

protection and fit.

For more information 
call 00 44 (0) 1582 670 100 
or email chris@hy-pro.co.uk
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OPTIMUM - NEW
INFERNO RANGE
OPTIMUM HAS ALWAYS STRIVED
TO BE AT THE FOREFRONT OF
DESIGN, QUALITY AND VALUE FOR
MONEY.  THE NEW INFERNO
RANGE INCORPORATES ALL
THESE VALUES. 

In three different colourways and
offering maximum protection with
strategically placed EVA padding on
the shoulders, biceps, sternum, back of
the neck, ribs and kidneys, this top
offers all round protection for the
major impact areas of the body. 

The Inferno range also features
coordinating headguards in three
colourways. With maximum density
foam, they’re flexible and lightweight.
With an adjustable tie at the rear, these
headguards are designed for maximum
protection as well as comfort.

For more information on the 
new Inferno product range, 
or any Optimum products, call 
01942 497707 or contact your local
Optimum sales representatives.

IN SEASON RUGBY
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THE GEL MAX
FLAVOUR FUSION
PROVIDES A BURST 
OF LONG LASTING
FLAVOUR TO FRESHEN
UP THE PLAYER’S
GAME EXPERIENCE

OPTIMUM
HAS ALWAYS
STRIVED TO
BE AT THE
FOREFRONT
OF DESIGN
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Aratac Hockey Ltd
Unit 2, Dalhousie Business Park
Carrington Road
Bonnyrigg
EH19 3HY

Contact: Chris Sutherland
w: www.aratac.com

e: sales@aratac.com
t: 0131 660 1222
f: 0131 660 1777

Move 

forward

with 

ARATAC Innovation

in hockey

Photo: Nigel Duncan Media
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he use of smartphones and tablet
PCs continues to grow and the rise
of the mobile shopper has not
gone unnoticed by most sports
retailers. However, research from

the Internet Advertising Bureau, the trade
association for online and mobile advertising,
reveals that retailers are struggling to capitalise
on this retail channel.

The findings reveal that although 74 per cent
of the top 50 UK retailers have a mobile
optimised site, only eight per cent have a tablet
optimised one, suggesting that although mobile is
now ingrained within many retail brands’
marketing strategies, there are still fundamental
elements missing. With tablet owners now
spending over four hours a week on average
browsing retail sites, all retailers should make
tablet support a commercial priority.

SUCCESSFULLY IMPLEMENTED
Online stores that use drop down menus, for
instance, don’t often work well with the touch
interfaces of tablets, while how images are
presented need to be considered by retailers as well.
eBay and Staples’ touch optimised sites illustrate
how touch can be successfully implemented.

In the future tablet computers could have a
profound impact on how your store is organised and
how transactions are completed. Already tablets are
replacing traditional PoS terminals, with some larger
retailers testing how tablets can be used to
complete transactions in order to reduce queues
and enhance the experience of shoppers. 

PoS company VeriFone says that for retailers
where image, promotions, seasonal pull and
loyalty are important new mobile and PoS
devices and applications will drive footfall with
smart apps and engaging new services. VeriFone
also believes it is crucial retailers begin aligning
retail near field communication within their IT
strategy now in order to take advantage of the

T

2014 looks set to become the year tablet commerce
moves into the mainstream, Dave Howell predicts
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Last year Apple launched iBeacon, which is built into the
operating system of the latest iPhone and iPad. The
technology enables retailers to make a direct connection
with consumers as they move around their premises. 

For instance, in a sports retailing setting iBeacon could
be used to alert a customer to a special offer as they walk
past a shelf or tell them the shop has one of the items in
stock they have on their shopping list.

iBeacon isn’t near field communication. NFC offers a
communication span of only around 20cm maximum and
usually needs specially equipped phones and tablets.
iBeacon can transmit up to 50 metres using the technology
built into all iOS devices, which number around 200 million
worldwide. With these transmission distances, your store

could potentially alert customers to your latest deals and
offers as they pass by outside.

“As iBeacon technology becomes more widely
deployed, retailers will have an immediate opportunity to
transform consumer shopping experiences by integrating
location services and display messaging in their stores with
minimal investment,” Phil Gerskovich, senior vice president
of new growth platforms for Zebra Technologies, a barcode
and RFID technology company, says

The jury is still out on whether this innovation will take
off and transform retail, as Apple would like, but expect to
see a healthy ecosystem of apps and related technologies
developed around this technology if it can make inroads
into larger retail outlets.

APPLE IBEACON

TOUCH TO BUY
full potential of mobile commerce.

According to a report by business consultancy
Deloitte into the future of retail, retailers seem
reluctant to develop a network in store, as they
appear to fear this will lead customers to use
smartphones or tablets to comparison shop,
therefore encouraging them to purchase
competitors’ products. 

However, anecdotal Deloitte evidence from
North American retailers suggests that providing a
Wi-Fi network actually increases the likelihood of
purchasing. While some sales are lost because of
comparison shopping, it has been suggested that
this is more than offset by connected consumers
being less likely to leave an outlet without
purchasing and spending more overall.

GREATER FLEXIBILITY
“The way we shop is fundamentally changing, with
online channels providing greater flexibility and
transparency in how we research and purchase,”
Andrew Cook, strategist at creative agency
Collective London, says. “This does not mean
physical stores are no longer relevant, but they need
to evolve along with these changing behaviours.  

“Online customers know they can get product
recommendations, instant stock notifications and
price comparisons, so why not also provide this
functionality in a physical store too? Providing staff
with tablets or placing them in installations within
the store can help customers find what they are
looking for more efficiently.”

Tablet commerce will eclipse even the meteoric
rise of ecommerce this year. Sports retailing is one
of the sectors that can benefit from leveraging the
growing customer base that owns a tablet PC. With
the price of ownership falling for these devices,
retailers that can understand how tablets fit into
their overall proposition and integrate these devices
to create an exciting and seamless shopping
experience will be the big winners in this brave new
retail world.
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The soluTion To a 
heavy backpackTM

patented air
support system

outstanding 
protection for 
contents

removes the 
weight from 
your back and 
shoulders

adjustable straps 
with extra cushioning

SUPPLIED IN THE UK BY WWW.FReShAIRaCTIve.COM

ENqUIRIES@AIRBAC.CO.UK   WWW.AIRBAC.CO.UK
@AIRBACUK   WWW.FACEBOOK.COM/AIRBACUK

FOR THE UK
NEW

• NO MOQ  • DIRECT DISPATCH

•	Feels	like	you’re	carrying	
halF	the	weight

•	Promotes	better	Posture	
and	sPinal	alignment

•	built-in	shock	absorbers

•	easily	adjusts	to	Fit	any	
body	tyPe

•	outstanding	air-
cushioned	Protection

•	Feels	like	you’re	carrying	
halF	the	weight

•	Promotes	better	Posture	
and	sPinal	alignment

•	built-in	shock	absorbers

•	easily	adjusts	to	Fit	any	
body	tyPe

•	outstanding	air-
cushioned	Protection
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2G pitches to cricket clubs and
schools in the UK and overseas, with
recent trials also proving its value as
an indoor cricket surface, as you can
roll out the pitch then play instantly
without taping. 

Speaking about the 2G pitches
performance, Dartfordians coach
Mike Lanning commented: “The
bounce using hard balls was good
and trustworthy, comparable to an
outdoor surface for both seam and
spin bowling. The 2G Flicx mat is now
allowing us to train much more
effectively in the hall with both colts
and seniors.”

Great margins and digital
marketing support are provided in
abundance by the Brackley-based
business, who expects 2G sales in the
launch season to double normal
figures. Marketing campaigns and
competitions will also help build
brand awareness of a product that
really does enable cricket to be
played anywhere, as the company
has proved time and again. 

MARKET MAD FOR CRAZY CATCH
Whilst Flicx Pitches account for 35% of
annual turnover, the rest is derived from
the ever popular Crazy Catch rebound
nets, a brand which Flicx picked up the
sole UK rights to in 2009. 

ADVERTORIAL

THE BACKGROUND TO THE NEW

When Flicx founder Richard Beghin realised there weren’t enough
facilities for the increasingly popular sport of cricket in South
Africa, he developed the Flicx Cricket Pitch and in August 1997
the first one was rolled out at Telkom Country Club in Pretoria.

2 years
ago Beghin
made the
decision to
move away from
direct sales and has
never looked back since, with over
5,000 units sold in 2013, an increase
of over 40% from the previous year.
The small Flicx team have taken time
in building and developing great
relationships with their key accounts
and the results have been impressive.
That, combined with an expanding
product range, has seen Crazy Catch
gain a following in netball, football,
hockey and various other sports. The
unique INSANE rebounds allow
everyone from young children
learning fundamental movement skills
right up to professional athletes and
teams to benefit from improved
reactions, hand-eye co-ordination
and skill development, with
goalkeepers particular strong
advocates of the training aid. 

BRAND BUILDING AROUND
MAJOR SPORTING EVENTS
Brand development manager Kate
Costin is optimistic for further sales
growth in 2014: “All the signs are
strong that the product is continuing
to sell very strongly across all of our
major sports, whilst we are also
benefiting from some government
investment in primary school sport
again. Our focus on the marketing
front has always been to work in
partnership with our retailers to create
engaging content for their customers.” 

Costin continued: “This year
marketing activity will centre on
major sporting events such as the
World Cup in Brazil and the
Commonwealth Games in Glasgow.”

To contact us please ring 01295
816765 or email marketing@flicx.com

You will also find us on various
social media channels, including
Twitter @FlicxPitch @CrazyCatch1

In 1999 Flicx launched in the UK at the
ECB conference, where the pitch was
met with a tremendous response and
the ECB and ICC went on to order Flicx
Pitches for the development of the
sport all around the world. Flicx has
grown to become a well-recognised
and respected brand in cricketing
circles, with pitches, batting ends and
throwdowns being purchased by many
clubs and schools and even by
individuals wanting to transform their
back garden into a cricket pitch!

Now, new for the 2014 season and
manufactured in the UK, we present the
2G Flicx Pitch, which is a new surface
with improved grip and playing
performance. Unlike its predecessor, the
2G Flicx pitches can be made bespoke
to order with the colours and branding
of your choice and also come with an
expanded product range featuring the
colourful new Skills pitch and an
innovative Eagle-eyed pitch. Both of
these new designs aid the coaching of
young players, maintaining Richard’s
belief that we can teach children at all
levels through sport that life is about
teamwork and the will to win. 

RETAILING THE NEW 
FLICX PITCH RANGE
Flicx UK will be working closely with
leading sports retailers to market the

2GFLICXPITCH
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Under the

I think I might perhaps have
momentarily nodded off over a pile of
VAT invoices when my assistant Norman
burst into the office to say there was a
chap in the shop trying to pay for a pair
of cardiovascular jumping stilts with a
sack of potatoes and what should he do
about it?

Sure enough, there was a man with a
broad smile and half a hundredweight of
King Edward’s standing there as bold as
you like. “Hi, I’m Nigel,” he said. “I’m from
the  New Age Bartering Fellowship.”

GOING OUT OF FASHION
He went on to say that at least 35 per
cent of world trade now operates
through barter and it’s growing at 12 per
cent a year. “Our great grandchildren
probably won’t know what cash is,” Nigel
said. “Already, traditional money is going
out of fashion.” 

“Not in this shop it isn’t,” I said, but I
had read somewhere that King Edward’s
make the best chips and they do say
that exchange is no robbery, so I
thought we might as well hear him out.

“The taxmen don’t like it,” Nigel said,
which was enough for me to tell Norman
to put the kettle on. “But they can’t do
anything about it because invoices
saying ‘400 cabbages’ change hands in
the normal way, but any cash you get
goes into your pocket.”

Nigel said that only that morning he
had arranged for an undertaker to swap
a butcher’s mother-in-law’s funeral for a
weekly delivery of pork chops, lamb
cutlets, sweetbreads and a corn-fed
chicken for the next two years.

“If she’s not dead by then, we’ll have
to have another think about it,” Nigel
said. “But with all
that cholesterol
flying about, the
butcher thinks he’s
onto a winner.”

Nigel said that
was the most
unusual swap he
had personally
handled, but he’d
heard about Japanese corn flavoured
KitKats being exchanged for a man’s
green latex catsuit and a tattoo swapped
for a baby alligator in Stevenage.

Then there was the woman in
Devizes who had offered a 1992 Jeep
Wrangler in exchange for a marriage
proposal. She got 400 offers on the first
day, but most wanted to know what the
mileage was and when the tax ran out.

In the meantime, how did we feel about
bartering the jumping stilts for his sack
of spuds? 

When Norman pointed out
he would be getting a custom
built quality product based on
the natural movements of
the kangaroo for the
equivalent of about an
hour’s business in a chip
shop, Nigel said that was
fair comment and he’d
throw in some swedes,
baby carrots and half a
dozen sticks of
celery to make up
the difference.

I said I’d think
about it and
when Nigel had
gone Norman
said: “You
know, if we
offered the
veg to the
woman who
runs the
greengrocers
in Gladstone
Terrace
maybe her
husband
would repair the
leaking roof on our
shed. He did his City
& Guilds as part of his
stroke rehabilitation programme.

“Then we could offer the second-
hand slates to old Mr Mortiboys in the
junk shop next door in exchange for that
ceramic statue of Bobby Charlton that
has been in his window since 1987 and I

could give it to my
nephew for his birthday.

“Then maybe my
brother-in-law would
return the mower he
borrowed four years
ago and I could mow
my neighbour’s lawn in
return for one of his
very nice bottles of

home-made wine, which I could give to
you and Doreen for your wedding
anniversary in return for letting me have
the jumping stilts at a decent discount,
which I can offer to Nigel in exchange
for the phone number of the woman
with the Jeep Wrangler.”

“I think there’s a flaw in your
reasoning that I can’t quite put my finger
on at this precise moment,” I said. “Apart

from the fact you’re married already and
I don’t like home-made wine.” 

PRETTY GOOD DEAL
By now I’d begun to get a few ideas of
my own about this bartering business
and the upshot was that when Nigel
came back the next day while Norman
was at the chiropodist having his corns
done we did a pretty good deal over the
veg and he took the jumping stilts away
in a wheelbarrow he’s going to exchange
for a weekend on a nudist beach in Filey.

Quite honestly, I was glad to see the
back of the things, which we only
bought after Norman had seen them in a
Batman movie on DVD. It goes without
saying that we can’t compete with the
big boys and their suicidal discounts and
cut-price sales, but a nice bag of mixed
veg with every purchase could well be a
winner in our forthcoming spring sale.

And I must say a nice bit of steak does
go very well with Doreen’s home-made
oven cooked chips and a few baby carrots.

“OUR GREAT
GRANDCHILDREN
PROBABLY WON’T
KNOW WHAT
CASH IS”

Counter
A sideways look at the world of independent retailing
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@WinmauFollow us  on Find us on winmaudarts

A New Era in Dartboard Technology
As used at the 2014 Lakeside World Championship

For details of the new 2014 portfolio please visit winmau.com



          Contact us to become a stockist
T - 028 90790 588 / E - sales@targetdry.com

®

Waterproof 5000mm // Breathable 5000gsm

THE BEST PERFORMING 
PACKAWAY IN ITS CLASS
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