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Follow
brothersewingukvisit www.brothersewing.co.uk

These days, everyone could  
use an additional income.  
So what better time to add 
embroidery to your business?

The state-of-the-art PR Series embroidery machines are designed to give you the basic 
equipment to get started, with the flexibility to fit most work places from a spare bedroom 
to a workshop or retail environment.

Road show events!

Art of Sewing
22 High Street, Eastleigh, Hampshire SO50 5LD
T 02380 650 808

16th
Oct

CCB Sewing Machines
304/306 High Street, Rochester, Kent ME1 1HS 
T 01634 841 597

16th
Jul

Darlington Sewing Machines
96 Bondgate, Darlington, Durham DL3 7JY 
T 01209 216 942

26th
Jun

Direct Sewing Machines
10 Chapel Street, Redruth, Cornwall TR15 2BY
T 01209 216 942

18th
Jun

E L Grain Sewing Machines Dom Ltd
Blenheim Industrial Estate
1-3 Marlborough Court, Nottingham NG6 8UY
T 0115 927 1155

2nd
Jul

ESC Sewing Machines
Unit 1, 4 Westerton Road South
Keith, Morayshire AB55 5HF
T 01542 887 000

19th
Aug

Exeter Sewing Machine Company
7 Heavitree Road, Exeter, Devon EX1 2LD
T 01392 275 660

19th
Jun

Dowlings
Unit 3, Orwell Court, Hurricane Way 
Wickford, Essex SS11 8YJ
T 01268 570 248

15th
Jul

Hobkirks Sewing Machines Limited
126 Darwen Street, Blackburn, Lancashire BB2 2AJ 
T 01254 565 63

1st
Oct

J & B Sewing Machine Co Ltd
Curlew Close, Queensway Meadows 
Newport, Gwent NP19 4SY
T 01633 284 646

23rd
Jul

GTS Sewing Machines
55a Mewburn Road, Queensway Shopping Centre, 
Banbury, Oxfordshire OX16 9PQ
T 01295 701384

22nd
Jul

Lewisham & Deptford S/Mcs
181 Deptford High Street 
Deptford, London SE8 3NT 
T 0208 692 1077

25th
Jul

N J Sewing
2 Pretoria Place,  
Station Road, Polmont, Highland FK2 0UF
T 01324 711 333

20th
Aug

Superior Sewing Centre
14 Rosemary Lane, Carlisle, Cumbria CA3 8PW 
T 01228 599 880

18th
Sep

Tysons Sewing Machines Limited
Unit 2, Barratt Ind Estate  
Park Avenue, Southall, London UB1 3AF
T 0208 5741 750

24th 
Jul

Woodseats Sewing Machines Ltd
663 Chesterfield Road 
Sheffield, South Yorkshire S8 0RY 
T 0114 255 2822

1st 
Jul

•  Learn how different accessories can aid your  
 work and open more opportunities enabling  
 you to embroider easily on more challenging  
 items such as sports shoes, caps, bags,  
 belts etc

• See embroidery software in action,  
 enabling you to create your own bespoke  
 embroidery designs

• Look through samples of work that can be  
 created on the machines 

• Talk through your ideas with Brother   
 representatives and ask questions.

The business possibilities are endless  
with the PR series of embroidery machines.

Visit a Road show event and  
see the machines in action

PR655 & PR1000e



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 co-founder of the Fitness
Writers’ Association and been involved in fitness media for 20 years.

LAUREN FOX contributes to a range of sporting publications. She also runs a
communications agency specialising in marketing, brand development and events.

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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tigerturf.com

t: 01299 253 966
e: UKinfo@tigerturf.com

TigerTurf™ UK Ltd 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, Middle East, Asia, Africa, United States of 
America, Australia and New Zealand.

We have invested in skilled workers and state of the art 
technology to ensure quality engineered artificial turf is 
delivered to our customers every time.

Our 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, we 
strive to deliver the most dynamic, innovative range of 
high performance engineered surfaces for Soccer, Rugby, 
Hockey, Tennis and Multi-Sport use.

Tennis Advert A4.indd   2 24/04/2014   10:37
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his summer’s World Cup
promises to be a colourful
affair, with the tournament
being held in five-time
winner Brazil’s backyard. 

With the tournament just around the
corner, organisers are making final
preparations in time for the big kick off
and, similarly, manufacturers have
released the latest national team replica
kits for fans to proudly wear while
cheering on their country. 

BENEFITS
Replica kits are big business for
manufacturers and national football
associations alike. For the manufacturers,
providing the kit for the World Cup
winners provides obvious benefits, not to
mention increased sales, while for the
football associations the money
generated by sponsorship provides a vital
source of income to fund their activities. 

What is the current market outlook in
Great Britain for the replica kit market and

T
how will the upcoming summer of football
affect this? The sector is worth just under
£250 million annually, according to the
NPD Consumer Panel, and out of the big
five countries in Europe (Great Britain,
Germany, France, Italy and Spain) Great
Britain is by far the largest market. With
the launch of the latest England replica kit,
the English FA will be hoping for a
successful tournament to boost sales.

2013 was a year of significant change
for the English Football Association, as
we saw time called on Umbro’s
association with the organisation, one
dating back to the 1950s, and Nike
becoming the supplier to the England
national men’s and women’s teams. 

OPTIMISTIC
According to NPD Consumer Panel data,
in Great Britain national replica kit sales
increase during a tournament year - a
reason for lower sales in 2013. This gives
retailers and manufacturers reason
to be optimistic about strong

FOOTBALL REPLICA KIT
SALES IN GREAT BRITAIN

Source: NPD Online Consumer Panel

sales pre and post-World Cup, although
the latter will be dependent in part on
Roy Hodgson’s men escaping what
appears to be a challenging group stage,
with matches against a strong Italy team
as well as Luis Suarez’s Uruguay. 

Who wears replica kit? In Great Britain
males aged 13 and above account for 63
per cent of sales in terms of number of
shirts, while boys aged 12 and under make
up 29 per cent of replica shirt sale
volumes. If we look at what replica kits are
used for, according to the NPD Consumer
Panel, just under 85 per cent are used for
leisure rather than for any sporting
activity, making it more likely that you’ll
see a replica football shirt on the high
street than the football pitch. 

If we look at who replica kit is bought
for, 49 per cent is purchased by the
intended wearer, a figure that’s increased
in recent years.

BOOST
Professional football clubs will be keeping
a close eye on the World Cup and hoping
the enthusiasm generated by the
tournament will carry over into the new
Premier League season and provide a
boost to shirt sales. 

Looking to next season’s Premier
League, Puma is the new kit
manufacturer for Arsenal for the next five
years. The move is part of Puma’s
strategy to cement its place as the
number three football brand behind Nike
and adidas. Its relationship with Arsenal
adds to the company’s existing
partnerships with Cardiff City and
Newcastle United in England. 

Brazil 2014 is promising much as a
spectacle, with some commentators
predicting it will be the best in a
generation. Who will be the winner in the
kit manufacturers’ World Cup battle? We
will have to wait until July 13 to see which
nation takes home the coveted trophy
and which manufacturer’s logo is on the
world champion’s shirt.

37% 37%
43%

49%

shirty
World Cup year usually equals strong football replica sales. The NPD Group

analyses the GB market, currently worth just under £250 million annually

Gettingshirty
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“Males aged 13
and above account

for 63 per cent of
sales in terms of

number of shirts”

The NPD Group monitors the sales of sports footwear and apparel
in many countries around the world. For more information contact
the NPD Group sports team on 01932 355580.

y
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BASED IN GOSPORT, HAMPSHIRE, THE STAG MEMBER WON THE AWARD AT THE 2014
RUNNING AWARDS IN APRIL. 

Absolute Running director Nick
Carter (pictured), who runs the
business with his son Harry, says:

“What a whirlwind first year we have
had in business. We are a family that is
immersed in running and it is important
to provide a friendly and professional
service to our customers, so a huge
thanks to our suppliers and, more
importantly, our local community for their
help and support.”

STAG director Sara Chandler says:
“Big congratulations to Nick and his team
at Absolute Running. Their passion and
hard work has certainly paid off by
winning this prestigious award.”

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

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. 
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ITS M2 OPEN EAR SPORT HEADPHONES SCOOPED THE TOP
PRIZE IN THE GADGET CATEGORY OF THE 2014 RUNNING
AWARDS, AS WELL AS BAREFOOT RUNNING MAGAZINE’S
GADGET OF THE YEAR ACCOLADE. 
Says Rodney Annet, managing director of Pinpoint Consumer
Electronics, the exclusive distributor of AfterShokz Sport headphones
in the UK and Ireland: “We have been delighted with the take up at
retail and ultimately the large percentage of AfterShokz customers
who then took the time to vote for their favourite headphones.

“We can’t wait to see the reaction to the new range to be
released later this year.”

Annet received confirmation of the awards at The Virgin London
Marathon Exhibition, which took place at ExCeL in London’s
Docklands on April 9-12, and at which AfterShokz had a stand.

“Attendance at the expo was an integral part of creating
increasing public product awareness for AfterShokz retailers,” he
explains. “It follows on the back of AfterShokz partnering the
Greater Manchester Marathon, which actively encouraged the use
of open ear headphones during the race. 

“Runners enjoy listening to music and staying connected to
their mobiles when training and racing - it enhances their
enjoyment of the event.” 

AfterShokz wins
double gadget awardFAST FACTS

TRIATHLON
● The top three wetsuit brands
worn during the swim of the
2013 ITU World Grand Final in
London accounted for 53 per
cent of those on show.
Source: SMS INC Equipment Census
- 2013 ITU World Grand Final.

● blueseventy and Orca were
the most worn wetsuit brands,
with just under a fifth of
competitors wearing each one. 
Source: SMS INC Equipment Census
- 2013 ITU World Grand Final.

● 101 different bike brands were
represented in the cycle
discipline, which was fronted by
Specialized bikes, ridden by 13
per cent of competitors. 
Source: SMS INC Equipment Census
- 2013 ITU World Grand Final.

RUNNING
● 17 per cent of
UK adults have
run in the last
year, making it the
third most
participated sport
in the UK (behind
swimming and
cycling). 
Source: SMS 
INC Sports
Participation study.

● 23 per cent of
UK runners are
members of a
running club, while
28 per cent of
runners watch the
sport live on TV.
Source: SMS INC
SPORTS-iQ.IN
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“YOU’RE A 
GREAT FIGHTER. 
YOU HAVE A
BEAUTIFUL
FAMILY. BUT NEXT
TIME, DON’T HIT
ME IN THE DICK.”
FLOYD MAYWEATHER TO MARCUS
MAIDANA AFTER THEIR RECENT
WELTERWEIGHT TITLE FIGHT. 

News_News 1QX (lewis)  16/05/2014  15:37  Page 1



THE PARTNERSHIP WITH THE BOLTON-BORN
WELTERWEIGHT (PICTURED), WHO’S HOPING FOR A BIG
MONEY FIGHT WITH FLOYD MAYWEATHER, WILL SEE
KHAN BECOME THE FACE OF RDX’S BOXING EQUIPMENT.  

“RDX’s growth has been purely organic to date, which is
testament to the quality of our products and the loyalty
of our customers,” Ray Qudos, head of sales and
marketing at RDX, says. “But similar to Khan, now is the
time to show the world we’re the best there is.

“Khan is one of the best
fighters in the world and
we’re honoured to bring
him on board as brand
ambassador for our
boxing equipment.
This is an exciting time
for RDX, where we
plan to up our game
again by not only
manufacturing the
sport’s best
products,
but
working
with the
greatest
fighters
also.”

Trading
since 1999
and based
in Bury, RDX
has its own
dedicated 
R&D and
manufacturing
facilities. The
company has a
range of over 400
products for
boxing, MMA,
general fitness,
kick boxing,
Muay Thai, 
Jiu Jitsu,
wrestling,
judo and
karate.

UP & RUNNING OPENED A CONCESSION INSIDE THE JD
SPORTS OWNED CHAIN’S KINGSTON UPON THAMES
STORE ON MAY 25.

The retail space provides gait analysis, as well as a range
of running footwear, clothing and technology.

“This partnership is something we are really excited about,”
Jonathan Midwood, Up & Running’s general manager, says.  

“By working with a respected outdoor brand like Blacks
Outdoor Retail, we feel we will be able to offer an
unparalleled shopping experience to the runners of London.”

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

INTERSPORT Q1 2015 SHOW 
June 24-25, Solihull

STAG UK SUMMER BUYING SHOW
June 29-30
Four Pillars Hotel, Cotswold Water Park

INTERSPORT Q2 2015 SHOW
September 24-25, Solihull

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

ISPO BEIJING 2015
January 28-31, China National Convention Center

ISPO MUNICH 2015
February 5-8, New Munich Trade Fair

SMMEX
March 9, Wembley Stadium

11www.sports-insight.co.uk

FOUNDED IN 2003, THE RUNNING SPECIALIST HAS WON
THE QUEEN’S AWARD FOR ENTERPRISE FOR
INTERNATIONAL TRADE.

It trades in over 60 countries and earlier this year won a trio
of ISPO awards for its innovative footwear, apparel and
accessories. 77 per cent of its sales are now outside of the UK.

inov-8 founder Wayne Edy (pictured) says: “We are
delighted to win the most prestigious, internationally recognised
and sought after award that a UK business can achieve.

“I am so proud of what our team has achieved
throughout our first decade in business. This award reflects
their hard work and relentless desire to constantly deliver
innovative products, which has led to commercial success.

“We are pioneers within the industry and, thanks to the
distinctive culture we have built, we continue to grow across
the globe, seeking out distribution partners with the right
profile and then working closely with them to drive sales.”

Edy adds: “To achieve such rapid global growth in a highly
competitive market and up against powerful companies boasting
massive resources is a real UK-born business success story.

“On the back of that, we have been able to strengthen
our team significantly. At our Staveley hub alone we have
recruited over 20 new employees in the last two years. 

“We will continue to add to our team and develop more
young talent as we move forward.”

inov-8 recognised for 
rapid global growth

AMIR KHAN
BECOMES RDX
INC BRAND
AMBASSADOR

RUNNING INDIE TEAMS UP WITH
BLACKS OUTDOOR RETAIL 

News_News 1QX (lewis)  16/05/2014  15:37  Page 2



THE 
NEWS

TICKER 1
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1. BROOKS
its Adrenaline GTS 13 took first
place in the men’s shoe category,
while the Adrenaline GTS 13 and
Ghost 6 took the top two spots
in the women’s shoe group of
The 2014 Running Awards.

2. MACRON 
has been named as Bolton
Wanderers’ kit provider and
stadium naming rights partner.
The brand will also produce the
club’s match kit, as well as
training and leisurewear ranges.

LATEST FIGURES SHOW THE BRAND CONTINUES TO GROW
ACROSS THE CONTINENT, ASSISTED BY STRONG SALES IN
PERFORMANCE RUNNING, WHERE APPAREL SALES WERE UP
24 PER CENT AND FOOTWEAR UP 13 PER CENT ON 2012.  

ASICS also posted a 23 per cent increase in tennis sales - apparel
sales in this category jumped 75 per cent.

Double digit growth figures were posted in Germany,
Scandinavia, France, Spain, Austria, Poland and Russia. 

“We’re extremely pleased ASICS Europe has been able to
accelerate its growth in 2013,” CEO Alistair Cameron says.

“Not only have we achieved success in performance running -
our key strategic category - but particularly pleasing is our continued
growth and success across core performance sports such as tennis. 

“We also signed a long term agreement as kit supplier of the
South African Rugby Union, which will increase brand awareness in
rugby ahead of the 2015 Rugby World Cup. 

“With the South African Rugby Union, the opening of more
flagship stores and the rollout of our ecommerce platform in 2014,
ASICS has yet another strong year ahead.” 

ASICS Europe’s turnover for 2013 was quoted as €660 million
(£539 million).

ASICS Europe’s 2013
sales increase 10%

THE BIKE-SHED.COM STORE, WHICH
OPENED IN THE DISCOUNT

RETAILER’S HUDDERSFIELD SHOP ON MAY 10, IS THE FIRST
OF UP TO 15 SIMILAR ‘STORE WITHIN A STORE’ OUTLETS
DIRECT GOLF IS CONSIDERING OPENING.

At 4,000 sq ft, the shop is open seven days a week and holds
more than £150,000-worth of stock.

“The diversification into cycling has been in the pipeline for
a number of years,” store manager Joe Vanyuscsak says. “It
was something our owner, John Andrew, has been very keen to
do for some time. 

“But the time needed to be right and the improvement in
the economy, allied to the Tour de France’s visit to Yorkshire
this summer, means the timing is perfect for us.

“And, of course, the Bike-Shed.com brand benefits from the
experience gained in 23 years of successful retailing achieved
by Direct Golf.”

The store stocks a 50/50 split between road and off-road bikes.
Vanyuscsak adds: “We are catering for all levels of cyclist,

from the first-time buyer to the serious rider who requires a
higher spec bike and specialist advice and knowledge. 

“To that end, we have an in-house mechanic who is Cytech
qualified - the bicycle industry’s recognised training and
qualification scheme for mechanics and retail staff - heading
our service and repair centre.”

Direct Golf has 20 stores in the UK.

OPTIMUM LAUNCHES
GOLDEN PROMOTION
THE RUGBY BRAND’S LATEST MARKETING
CAMPAIGN COULD SEE 10 LUCKY WINNERS
WALK AWAY WITH A FULL SET OF THE
NEW-FOR-2014 OPTIMUM INFERNO RANGE,
INCLUDING HEADGUARD, SHOULDER PADS,
RUGBY BOOTS AND RUGBY BALL, SIMPLY BY
FINDING ONE OF THE 10 GOLDEN
OPTIMUM RUGBY BALL KEY RINGS
THAT HAVE GONE ‘MISSING’. 

The no obligation promotion is open
to all Optimum stockists. Posters,
leaflets and point of sale items will
be provided free of charge to
participating retailers. Winners’
details will be posted on the Optimum
trade hub and social media. 

For more information call 01942 497707
or contact your local Optimum sales representative. 

Breastfeeding protest
at Brighton Sports
Direct store
MIKE ASHLEY’S CITY CENTRE OUTLET (PICTURED)
WAS BESIEGED BY A GROUP OF AROUND 25
MOTHERS ON MAY 6, WHO BREASTFED THEIR
CHILDREN IN-STORE IN PROTEST AT THE RETAILER’S
DECISION TO ASK WIOLETTA KOMAR TO STOP
BREASTFEEDING HER THREE-MONTH-OLD BABY IN
ITS NOTTINGHAM BRANCH.

One of the mums, Stacie Madden, told The Brighton
Argus newspaper: “It’s not just for the mother in
Nottingham and ourselves - it’s for the future generation,
for our daughters to be able to breastfeed in public
without fear and judgement.

“We want Sports Direct to apologise and retrain their
staff. It’s important to raise awareness of women’s rights
to feed in public and make people realise breastfeeding is
normal and natural.”

News_News 1QX (lewis)  16/05/2014  15:37  Page 3



KEEP YOUR COOL
PROPEL YOURSELF
COOLMAX® AIR fabrics are engineered  
to maximize consumer’s comfort with superior 
moisture management performance, 
breathability and faster drying times to help 
the wearer perform their best.

To discover the latest
in performance fabrics,
visit us at the OutDoor Show, 
10-13th July, Stand B4-202
Or contact 
Marine.Chavanis@INVISTA.com
Tel +41 22 770 40 49 
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KITSTOP
ESSENTIAL STOCK FOR YOUR SHOP

ASICS LEG BALANCE TIGHTS
FOR MAXIMUM SUPPORT, ASICS HAS INCORPORATED MOTION
MUSCLE TECHNOLOGY INTO ITS ICONIC LEG BALANCE
TIGHTS AND KNEE TIGHTS. FEATURING HIGHLY ELASTICATED
PANEL INSERTS AT THE WAIST AND LOWER BACK, THESE
PROPERTIES ARE DESIGNED TO HELP IMPROVE POSTURE,
PROMOTE MOVEMENT AND REDUCE MUSCLE FATIGUE. 

Further panelling at the quadriceps, calves and around the
knees help minimise muscle vibrations and muscle impact
when striking the ground. To emphasise this performance
enhancing technology, contrasting neon block sections have
been added above the knees and thighs to create a bright and
colourful silhouette.

For more information email info-uk@asics.com

FOR MAXIMUM SUPPORT, ASICS
HAS INCORPORATED MOTION
MUSCLE TECHNOLOGY INTO ITS
ICONIC LEG BALANCE TIGHTS

REECE AUSTRALIA
REECE AUSTRALIA IS A SPECIALIST IN MULTIFUNCTIONAL
SPORTS AND CASUAL FASHION. WITH AUSTRALIAN ROOTS
AND AN EMPHASIS ON QUALITY SPORTS PRODUCTS,
REECE IS A FRESH, UP AND COMING BRAND.

The company’s foundation has been in field hockey. Years of
experience have made Reece a specialist in developing high
quality technical and functional team collections for
recreation, league hockey and now national teams.

In Europe many hockey clubs already use the Reece Australia
brand. In addition to the brand’s ‘from stock’ collection,
special design kits are also available. Reece also has the ability
to produce customised club products. The opportunities to
build your own team collection are considerable.

For more information call 01332 378 966 or email
support.uk@stanno

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

www.sportindustry.biz

Sponsored by
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PRODUCT ROUND-UP
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TROLLEY DASH

1. ASICS LEG BALANCE TIGHTS. INFO-UK@ASICS.COM
2. MOUTHGUARD. SHOCK DOCTOR. WWW.SHOCKDOCTOR.CO.UK
3. INOV-8 RACE ELITE SOFTSHELL PRO. WWW.INOV-8.COM

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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THE GRID X IS
TRIGGER POINT’S

FIRMEST FOAM
ROLLER. CREATED TO

BREAK THROUGH
THE BODY’S

TOUGHEST, TIGHTEST
TROUBLE SPOTS

TRIGGER 
POINT GRID X
THE GRID X IS TRIGGER POINT’S
FIRMEST FOAM ROLLER. CREATED TO
BREAK THROUGH THE BODY’S
TOUGHEST, TIGHTEST TROUBLE
SPOTS FOR RELIEF FROM INTENSE
ACHES AND PAINS, IT’S TWICE AS
FIRM AS THE ORIGINAL GRID AND
HAS BEEN WEIGHT TESTED TO
SUPPORT UP TO 550LBS/250KG
STATIC LOAD. 

Sweat proof and simple to clean, it has
a red core for product differentiation.

The GRID X is ideal for athletes and
consumers with dense tissue and
anyone who prefers intense
compression.

For more information call Live On The
Edge on 0131 344 4730 or email
info@live-on-the-edge.com

ARENA
FREESTYLE
BREATHER

DEVELOPING A GOOD
BREATHING TECHNIQUE IS

PERHAPS THE BIGGEST
CHALLENGE FOR BEGINNER

AND INTERMEDIATE SWIMMERS.
PROBLEMS WITH BREATHING
CAN EASILY KNOCK ON INTO

OTHER PARTS OF THE STROKE.
FOR INSTANCE, BREATHING CAN

CAUSE SCISSOR KICKS, POOR
BODY POSITION, CROSS-OVERS

AND LOPSIDED STROKES.

Many swimmers have a 
problem with their stroke

technique that’s related to 
their breathing without realising

it’s the cause of the problem.

Arena’s Freestyle Breather
prevents water inhalation, creates

larger air pockets, guides to a
better head alignment and

prevents excessive head rotation.

For more information 
call Solosports Brands 

on 015396 22322.

1

2

3
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INOV-8 PARTNERS WITH GORE 
TO DEVELOP BRAND’S MOST
FLEXIBLE ATHLETIC GORE-TEX
FOOTWEAR EVER
LEVERAGING INNOVATIVE CONSTRUCTION AND MATERIAL
SOLUTIONS, THE INOV-8 ROCLITE 282 GTX PROVIDES THE
OPTIMAL COMBINATION OF NATURAL MOVEMENT AND
SUPREME FLEXIBILITY.

Waterproof protection and climate comfort are guaranteed,
meaning off-road athletes can keep their feet dry and fast,
whatever the conditions.

Weighing just 282g, the roclite 282 GTX has undergone major
improvement for autumn/winter this year. What remains from the
previous model is the outstanding outsole, which boasts deep,
sticky rubber cleats that ensure awesome grip.

Like the rest of inov-8’s roclite range, the 282 GTX is super
durable and an excellent choice for off-road athletes seeking
adventure, wilderness and unpredictable terrain from their runs.
Available in both a men’s and women’s fit.

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

16 www.sports-insight.co.uk

JAKABEL 
SWIMSAFE FLOATSUIT
FOR SAFETY AND FUN IN THE SUN, THE

SWIMSAFE FLOATSUIT IS A MUST.

It is the only floatsuit that does not tip
over in the water and allows a child to swim

freely and easily.

Sizes are from 1-5 years and the suits are
all sun protection factor 50+. Jakabel is the

sole distributor of the Swimsafe Floatsuit
for the UK and Ireland.

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

www.jakabel.com

www.sportindustry.biz
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3

ATP TECNIFIBRE FLASH RANGE
NEW FOR 2014/15 IS THE ATP TECNIFIBRE FLASH RANGE,
WHICH IS ALREADY WINNING MANY AWARDS FROM
TENNIS MAGAZINES ACROSS EUROPE FOR ITS SPIN
POTENTIAL, POWER AND MANOEUVERABILITY. 

The racquets feature Velocity Shaft Design; a 11 per cent
reduction in the beam size to increase the velocity through
the air to provide more spin; a Tour Prepared handle, where
silicon is injected into the layers of graphite to reduced
vibrations in the handle; and SynergyLink technology, where
a PU construction of the grommets allows for 18 per cent
more shock absorption.  

All racquets come pre-strung in a premium Tecnifibre string,
worth £20-plus as a restring value. The range has weights
from 265g-315g, with RRPs from £120-£190.

For more information call Smash Sports
on 01932 781311. Alternatively, visit
www.smashsports.co.uk or
www.tecnifibre.com

SAUCONY UPDATES THE KINVARA
SAUCONY HAS RELEASED THE FIFTH VERSION OF THIS
INDUSTRY LEADING SHOE, WHICH OFFERS EXCELLENT
CUSHIONING AND PROTECTION DESPITE ITS LIGHTWEIGHT
AND FLEXIBLE NATURE.

Developments to the latest version include a new Pro-Lock
lacing system to hold the foot in place snugly and comfortably
and to lock the runner onto the platform provided by the
Powergrid midsole unit. 

In addition, the collar fabric and padding have been upgraded
to give a plusher, more luxurious fit around the ankle. Once
again, the upper has a flexfilm skeleton, which secures the foot
into the shoe without adding weight or bulk. Finally, the
midfoot pods provide support under the arch if you need it,
but don’t contribute unnecessary weight if you don’t.

For more information email info@saucony.eu

THE COLLAR FABRIC AND
PADDING HAVE BEEN
UPGRADED TO GIVE A
PLUSHER, MORE LUXURIOUS
FIT AROUND THE ANKLE

NEW FOR
2014/15 IS
THE ATP
TECNIFIBRE
FLASH RANGE,
WHICH IS
ALREADY
WINNING
MANY AWARDS
FROM TENNIS
MAGAZINES
ACROSS
EUROPE

1

2

1. MATCH TEAM KIT. UHLSPORT. WWW.UHLSPORT.COM/EN
2. OPTIMUM CYCLING RANGE. 01942 497707
3. GOLA ACTIVE TERMAS. SALES@JACOBSONGROUP.CO.UK
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WORD ON THE STREET 
IS OPTIMUM
ONCE AGAIN OPTIMUM IS LEADING THE WAY WITH
INNOVATIVE, UNIQUE AND FUNCTIONAL RUGBY
ACCESSORIES, AND THE BRAND’S NEW STREET RUGBY
BALLS ARE ANOTHER ADDITION TO ITS ALREADY
SUCCESSFUL RUGBY BALL RANGE.  

Featuring a durable rubber surface, superb tyre grip and ultra
modern urban styling, Street rugby balls are ideal for clubs,
schools and junior rugby. Available in sizes mini, 3, 4 and 5,
they’re arriving now for immediate delivery.

For more information on the new Street rugby balls or any other
Optimum products call 01942 497707 or contact your local
Optimum sales representatives.

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

ONCE AGAIN OPTIMUM IS 
LEADING THE WAY WITH
INNOVATIVE, UNIQUE AND
FUNCTIONAL RUGBY ACCESSORIES

GOLA ACTIVE ADDS
COMPRESSION BASE LAYERS 
TO ITS COLLECTION
LAUNCHING FOR AUTUMN/WINTER 2014 IS A COLLECTION
OF GOLA ACTIVE MEN’S COMPRESSION BASE LAYERS.  

Initially the collection will comprise a long sleeve top and pair
of shorts. Each piece combines functional style with technical
attributes to give the wearer the confidence to challenge
their performance levels and achieve their fitness goals. 

Engineered to exacting standards, the compression base
layers have four-way stretch for ultimate mobility, plus the
flat lock seams ensure comfortable body contact. With the
addition of sweat wicking properties, the wearer will stay dry
and cool even in testing environments.

For further information call Apparel Direct on 01706 223988
or email enquiries@appareldirectltd.com

www.sportindustry.biz
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1

1. CURREXSOLE. MAR SYSTEMS. 01344 623883
2. SG FINGER SUPPORT GLOVES. REUSCH. 0161 439 4383
3. REJUVENATED PURSUIT RANGE. RONHILL

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

INNOVATIVE
SEWING AND
EMBROIDERY
MACHINES

MCDAVID
MCDAVID’S 6560 COMPRESSION
ARM SLEEVE KEEPS ARM MUSCLES
WARM AND ACTIVE WITH
COMPRESSION TECHNOLOGY THAT
AIDS PERFORMANCE AND SPEEDS
UP RECOVERY. 

The comfort fit improves the second
skin feel and prevents irritation. The
compression sleeve contains hDc
moisture management technology
that regulates your body
temperature, thanks to an optimal
moisture transport system with
increased ventilation. The sleeve
provides 50+ UV skin protection and
is available in five colour styles. 

The 6500 Hex Shooter Arm Sleeve is
a compression sleeve with added
elbow protection - a 10cm pad of
9mm Hex technology covers the
elbow area. 

Required in sports where elbows are at
risk of clashing with obstacles or other
people, the compression sleeve
contains hDc moisture management
technology that regulates your body
temperature, thanks to an optimal
moisture transport system with
increased ventilation. Available in five
colour styles.

For more information call 
+32(0) 14 85 47 85 or email
info@mcdavid.eu 

You can also contact your local 
sales representatives:
Eric Muir: Scotland. Tel: 07940 598779.
Brian Hutchinson: all Ireland. 
Tel: 07595 543835.
Daniel Hume: north and Midlands. 
Tel: 07960 013475.
Michael Morgan: Wales and 
south west. Tel: 07973 802986.
Richard Morris: London and 
south east. Tel: 07778 159180.

BROTHER
SEWING

MACHINES
BROTHER SEWING MACHINES

EUROPE IS A LEADING
MANUFACTURER OF

INNOVATIVE SEWING AND
EMBROIDERY MACHINES. 

With a wide range of
models, Brother caters for all

skill sets and needs - from
those who sew at home to

small businesses. With a
heritage of over 100 years, the

company has the experience
and know how to ensure all its

products are high quality,
reliable and market leading.

Brother’s PR range of
embroidery machines deliver

professional results quickly and
efficiently, with a range of

features that are ideal for those
looking for a versatile model to

complete multiple tasks.

For more information visit
www.brothersewing.co.uk

2 3
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CURREXSOLE SUPPORTS WORLD 
RECORD CYCLING ATTEMPT

CURREXSOLE IS SUPPLYING JOHN THOMAS, HEAD COACH OF FRENCH
ALPS-BASED ALPINE CADENCE, WHICH SPECIALISES IN TRAINING CAMPS

AND TOURS FOR CYCLISTS, WITH ITS BIKEPRO INSOLES AS HE ATTEMPTS TO
SET A NEW WORLD RECORD FOR THE MOST VERTICAL METRES CLIMBED

ON A BIKE IN 48 HOURS. THE CURRENT WORLD RECORD IS 28,789 METRES. 

The plan is to use a 1.6km section of road leading to the ski resort of 
Montchavin-Les Coches approximately 262 times. 

This attempt will be the biggest cycling challenge of John’s career and one that
will push him physically and mentally to his limit. He will have to pace the ride

carefully through a predetermined schedule, monitoring his power meter all the
time. Every aspect of his equipment and training will need to be spot on. 

currexSole is delighted John has chosen its BIKEPRO insole to improve his power
transmission and comfort. It’s these marginal gains that make a difference. 

To find out more visit
www.currexSole.co.uk/

news. To stock
BIKEPRO insoles 

or any other
currexSole insole,
call Mar-Systems

on 01344 623883.

BYTE HOCKEY
BYTE HOCKEY WAS LAUNCHED IN 2011 BY EX-INTERNATIONAL
HOCKEY PLAYERS BILLY AND ROSS MCPHERSON. 

Since its launch, Byte has become the brand of choice for many
leading hockey players. The quality of the range was highlighted
when Byte was recently appointed the official equipment
supplier to the Scottish Hockey Union. 

The new Byte range for season 2014/2015 will launch in July and
the sales team are currently presenting the new products. 

New products launching for this year include the Byte X Series.
The X Series consists of five models, ranging from the X1, a 90
per cent carbon stick with Byte’s dynamic core system, to the X5,
a 20 per cent carbon stick with a low bow. 

In addition, the Byte M Series is aimed at club players and the
exciting graphics make this a must have for any retailer stocking
hockey products. A wide range of luggage and accessories is
also available. 

For more information on the Byte range visit
www.bytesports.com. If you would like to view the range, call

01382 546290 / 07789691442 or email info@bytesports.com

20 www.sports-insight.co.uk
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1. SPORTS LUBRICATION. IAN@UKSPORTINGPRODUCTS.COM
2. SOCKS FOR NIGHT RUNNERS. HILLY. 0161 366 5020
3. RAZOR JACKET. SAUCONY. WWW.SAUCONY.CO.UK

2

KEMPA CYCLONE 
AND CYCLONE WOMEN
THE KEMPA SHOE RANGE IS GREAT FOR SPORTS SUCH AS
SQUASH, VOLLEYBALL, BADMINTON AND HANDBALL. 

Kempa teamed up with Michelin to provide a sole with optimum
grip with the lowest possible wear - similar qualities to tyres.

The soles consist of flex zones, an outsole and a PU turning
element. The flex zones are excellent for roll moves, while the
outsole has a honeycomb design for optimum grip in all
directions. The outsole features a reduced arch height in the
midfoot area to enable a more ergonomic standing position
and greater floor surface contact.

The Cyclone comes in black, fluo yellow and cyan and is
available in sizes 6-13. The Cyclone Women is available in white,
kempablue and fluo yellow and is available in sizes 3.5-10.

For more information call 08448 849861 or email
sales@uhlsportuk.com

Alternatively, contact your local sales representatives:
Bob Ludlam: London and south east. Tel: 07973 394004.
Daniel Hume: north and Midlands. Tel: 07960 013475.  
Michael Morgan: Wales and south west. Tel: 07973 802986.
Eric Muir: Scotland. Tel: s07940 598779.
Brian Hutchinson: all Ireland. Tel: 07959 543835.

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

SHOCK DOCTOR CORE 
SUPPORTS - THE ULTIMATE IN
FIT, COMFORT AND PROTECTION
WITH NON-STOP RESEARCH INTO THE LATEST DESIGNS AND
TECHNOLOGIES, SHOCK DOCTOR HAS DEVELOPED A RANGE
A CORE PROTECTION CUPS AND SUPPORTERS TO HELP YOU
STAY PROTECTED. 

The Shock Doctor range of cups and supporters are close
fitting and comfortable, so you never know they are there.
Featuring multi-stage protection, a patented dual-layer
transfers shock away from vital areas. The flex curve design of
the cups mirrors the athlete’s body shape, allowing
unrestricted movement and improved comfort while
maximising vital protection. The outer layer of the cup also
contains a gel pad to help prevent chaffing and improve fit.

Shock Doctor cups and supporters can be worn separately or
combined with Shock Doctor’s compression shorts for
excellent performance and a snug fit. Whether it’s for cricket or
MMA, Shock Doctor has you covered.

For more information and pricing on the Shock Doctor range
email sales@hy-pro.co.uk or call 01582 670100.

1 3

Kit stop_Kit Stop  16/05/2014  15:28  Page 8



PRODUCT ROUND-UP

KITSTOP
ESSENTIAL STOCK FOR YOUR SHOP

CEP SPORTS COMPRESSION 
RUN AND RECOVERY SOCKS
WITH STATE OF THE ART PRODUCTION METHODS IN 
GERMANY AND THE EXPERTISE OF COMPRESSION
TECHNOLOGY SPECIALIST MEDI, CEP STANDS FOR HIGH
PERFORMANCE SPORTS COMPRESSION WEAR.

The CEP Progressive+ range includes Run Socks 2.0 (RRP
39.99), while the CEP Dynamic+ range includes Short Socks
(RRP £14.99), all available in core and neon colours for men 
and women. The CEP Recovery+ range includes Socks for
Recovery (RRP £34.99). 

Product benefits include perfect fit and ultimate comfort,
maximum stabilisation, injury prevention, optimum
performance, faster recovery, breathability and fast drying.

For more information visit shop.cepsports.co.uk 
Facebook: www.facebook.com/cepsportsuk 
Twitter: @CEPSportsUK
If you’re interested in stocking CEP, call 01432 373500 
or email cep@mediuk.co.uk 

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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RONHILL - COMING 
TO A TOWN NEAR YOU
THE NEW SPRING/SUMMER 2015 COLLECTION IS OFFICIALLY
LAUNCHED TO THE TRADE FROM THE FIRST WEEK OF JUNE.
THE RANGE FEATURES NEW TRAIL RUNNING PRODUCTS,
EXCITING COLOUR PALETTES AND STYLING, PLUS NEW
ESSENTIAL ACCESSORIES. 

Following the success of previous seasons, Ronhill has joined with
sister brand Hilly in hosting a series of stockrooms across the UK: 

London Roadshow: June 16-19, London. 
NE Roadshow: June 18-19, Boroughbridge. 
Intersport show: June 24-25, Solihull. 
Edinburgh Roadshow: June 24-26, Edinburgh. 
STAG Summer Buying Show: June 29-30, Cotswolds.
Lakes Roadshow: July 1-3, Kendal.
Brighton Roadshow: July 3-4, Brighton. 
Guildford Roadshow: July 7-8, Guildford.

Please book an appointment with your local sales representative:

Northern UK: Andy Norman. Tel: 07515 597987. 
Western UK: Simon Plaskitt. Tel: 07764 535143.
Eastern Counties/Midlands: Rob Groome. Tel: 07973 319125.
North West UK: Laura Finucane. Tel: 07768 822955.
South East: Alex Wilson. Tel: 07766 365309.
Ireland: KTR Enterprises. Tel: +353 1 288 0311.

For more information or to place an order with Ronhill call your
local sales representative or the sales office on 0161 366 5020.

PRODUCT BENEFITS
INCLUDE PERFECT FIT
AND ULTIMATE COMFORT,
MAXIMUM STABILISATION,
INJURY PREVENTION,
OPTIMUM PERFORMANCE,
FASTER RECOVERY,
BREATHABILITY AND 
FAST DRYING.

www.sportindustry.biz

Sponsored by

Kit stop_Kit Stop  16/05/2014  15:29  Page 9



023_Layout 1  23/05/2014  09:04  Page 1



Matt Davey, brand and sales manager UK & Ireland for CEP, talks to
us about the brand and product developments for 2014 and beyond 

Podium
On the

TELL US ABOUT CEP
Sports compression brand CEP arrived in
the UK in 2012 and has been taking the
market by storm, with athletes realising
that compression sportswear is not just for
the pros, but for anyone who takes their
sport seriously and wants to improve
performance with a lower risk of injury.

All CEP products are made by medi, a
leading German high tech manufacturer in
the health care industry and a specialist in
compression technology. Together with
professional athletes, recognised sports
medicine specialists and acclaimed scientists
from across the globe, CEP translates medi’s
expertise into high performance sportswear.
CEP products are custom tailored to fit
athletes and their sport, ensuring they
always get the right amount of compression.

WHAT MAKES CEP DIFFERENT?
What makes CEP different from other
successful sporting goods manufacturers
is the fact it has access to the knowledge
and expertise of medi. CEP products are
made in medi’s own factory in Germany,
which has exceptional quality control
procedures in place. 

CEP compression sportswear contains a
one-of-a-kind level of compression expertise
- six decades of research and development
on the effects of compression are integrated
into every CEP product. Its advanced
stitching technology allows the compression
thread to be precisely incorporated into the
circular knitted material. The result is a
physiologically perfect compression profile
for greater performance, longer endurance
and faster recovery.

WHY USE COMPRESSION FOR SPORT?
Medical professionals have long
recommended compression for patients
looking to improve blood circulation and
overall leg health. Backed by medi’s 60-plus
years of experience, CEP uses the science

behind medical compression to help athletes
maximise performance and recovery. Every
muscle cell in the body needs energy in the
form of oxygen. This is transported to the
muscles via the blood. The better the blood
flow in the body, the better the muscles are
supplied with oxygen and nutrients. This
function can be positively influenced with
targeted, graduated compression. 

WHO ARE CEP PRODUCTS AIMED AT?
Our main target markets include runners,
triathletes, cyclists, endurance athletes,
CrossFit, team sports and winter sports.  

WHAT ARE CEP’S MOST 
POPULAR PRODUCTS?
Covering a multitude of activities from
running and cycling to team and winter
sports, CEP products include short and
long running socks, calf sleeves, quad
sleeves, shirts, triathlon skin suits and run
tights, as well as run shorts, cycle shorts,
cycle bib shorts and triathlon shorts.

Our most popular products are the CEP
Run Socks 2.0 and Calf Sleeves 2.0. 

WHAT ARE THE BENEFITS OF CEP?
There are many benefits of CEP, including
the fact CEP products are proven to
increase performance by five per cent,
according to recent studies. Key benefits
are perfect fit and ultimate comfort,
maximum stabilisation, injury prevention,
optimum performance, faster recovery,
breathability and fast drying. 

WHAT CAN CEP OFFER RETAILERS?
A good margin on product and the ability
to replenish on a weekly or even daily
basis. This reduces the amount of
commitment required on forward orders. 

CEP works with retailers to maximise
the way the brand is presented in-store
and online to showcase the unique features
of our products and the difference they

can make to your customers’ sporting
performance. We offer comprehensive
training, while point of sale and displays are
available to maximise space and produce
eye catching results.

CEP also attends the key sporting
shows in the UK and Europe with branded,
consistent and recognisable displays, as
well as sponsoring athletes such as 2014
Boston Marathon winner Meb Keflezighi. 

In addition, CEP has dedicated UK PR
and an advertising spend, so the brand is
visible with consumers throughout the
year, driving traffic into our retailers.  

WHAT’S NEW FOR CEP IN 2014/15?
CEP will continue to drive focus and shine a
spotlight on the brand in the UK market. Part
of this strategy will involve launching CLONE,
which will take compression to the next level
by offering made to measure CEP CLONE
recovery tights to CEPro retailers committed
to working with us in the UK in 2014. 

CEP CLONE features unique
compression benefits, with targeted
compression made to athletes’ body specific
measurements, guaranteeing the perfect fit
for custom recovery and ensuring legs are
regenerated with oxygen and nutrients,
while supporting the vein action that flushes
out lactic acid and waste. 

For more information call 01432 373500,
email cep@mediuk.co.uk or visit
shop.cepsports.co.uk
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ONLINE TRADE ACCOUNTS AVAILABLE
WWW.FITNESS-MAD.COM/WHOLESALE

CALL 01386 425925 FOR OUR FITNESS EQUIPMENT 
CATALOGUE OR VISIT WWW.FITNESS-MAD.COM

RESISTANCE
FROM FITNESS-MAD
Fitness-Mad offers a wide range of 
Resistance Products for a variety of 
training options; from workout tools 
to physiotherapy, Fitness-Mad has it 
covered. All available at...

FITNESS-MAD.COM
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WHEN DID YOU 
GET INTO THE
SPORTS TRADE?
I have only been involved
with the sports industry
since designing and
developing the first
dryrobe and being asked

by a friend if I could make him one. That
was the moment I started to think I could
be on to something. Surfing has been a
huge part of my life from when I was 15.
Changing in a car park throughout the
winter is pretty much standard practice,
but it’s definitely not the fun bit. Before
dryrobe, I was a graphic designer and film
location manager, among other things.

WHO’S BEEN THE BIGGEST
INFLUENCE ON YOUR CAREER?
My parents. My dad always worked for
himself and throughout his life he changed
direction without losing his enthusiasm or
sense of fun, even when he had a stroke
when he was 45 that left him disabled
down one side. He was a graphic designer
who worked for clients such as British
Airways and Outspan, before deciding to
try something different and become a
farmer in Cornwall, a property developer
and eventually an artist in north Devon. 

My mother takes the credit for holding
the family together through the changes
and providing the concept for dryrobe.
She made me a waterproof change robe
to use for surfing when I was 17. It had
none of the high spec features of today’s
version, but it was used a lot and I still
have it today. Together they have provided
me with the confidence to try new things
and adapt to changes along the way.

WHAT OTHER BRANDS DO 
YOU ADMIRE AND WHY?
I admire different brands for different
reasons. Red Bull has to take the prize for
sheer marketing clout. Apple, VW, you get
the picture. I like the big brands because
the products and marketing are fine tuned.
You have to admire the hours of thought
and development that back up every
element of a big brand. I like function,
simplicity and products that deliver. 

WHAT’S BEEN YOUR CAREER
HIGHLIGHT TO DATE?
There have been quite a few moments I
look back on with pride, but I think when
Team GB elite athletes, including the
Brownlee brothers, walked out at the ITU
grand final in London all wearing dryrobes

Front
Runners

Gideon Bright, founder and owner of dryrobe
was a special moment. Being approached
by various lifesaving organisations and
dryrobe being part of Davina McCall’s
Sport Relief challenge this year have been
pretty memorable too. 

HOW DID YOU COME UP WITH 
THE IDEA FOR DRYROBE?
My mum made me a version of the
dryrobe. It had a towel lining and a
lightweight windproof outer shell. She was
always handy with a sewing machine and
couldn’t stand to see me come out of the
water and freeze when I was younger. I
didn’t develop it until I saw the rise in
popularity of the towel robe, but as soon
as the wind is cold or it’s raining it’s not
functional. Every time I’d see one being
used by someone in the rain or cold I
would think, I should do something with
the windproof version. Obviously putting
the design elements together took some
time though, but the concept was there.

CAN YOU TELL US ABOUT 
THE PRODUCT?
It is an outdoor change robe. You get
changed inside it, staying protected from
the elements. It’s a simple idea, but it
works. The dryrobe has a waterproof and
windproof external nylon fabric, with a
lining that dries you and keeps you warm.
The lining is where the magic happens. If
you get out of cold water or pull your
wetsuit off, the lining bounces your body
heat due to its unique composition and
you feel a warming effect almost instantly.
You can reuse it too without the need to
dry it in between, as it is super fast drying
in ambient room temperature. You can
machine wash it as well. 

WHAT TYPE OF RETAILER 
SHOULD STOCK DRYROBE?
dryrobe has been embraced by so many
sports and activities that I would say if you
are into any kind of outdoor sport, you
should have a dryrobe. Originally
developed for surfing, it is used by
triathletes, open water swimmers, divers,
scuba divers, cyclists, runners, obstacle
race runners, sailors and even fishermen,
campers and dog walkers. We have a new
market developing in the pool and spa
industry at the moment too, with dryrobes
being used indoors as well as outdoors
because of their fast drying qualities.

The dryrobe is versatile and the
interest it has sparked over the last two
years has been incredible. Plus the
testimonials attest to its performance.

For more information call +44 (0)1271 813 163 or email gideon@dryrobe.com

“If you are into any
kind of outdoor

sport, you should
have a dryrobe”
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Insider
The

WHY DID YOU GET INTO 
SPORTS RETAILING? 
This is a family business - there are four of
us. My dad Oliver, my mother Carmel, my
brother Craig and myself. We already had
companies in the transport and property
sectors, but we also all loved sport, so we
decided to diversify into sports retail. 

The first step was working out what
to specialise in. We opted for hurling, the
world’s fastest field sport, and of course
played in every village and town
throughout Ireland. We spent two years
developing a sliotar [hurling ball] and,
after perfecting it,
went to market in
2010. The Urma
Sports sliotars we
sell are our own
brand and a year
later we developed
a hurling grip, which
is used on hurleys.
For the next three
years we sold only
our own Urma
Sports sliotars,
hurley grips and sold Irish Ash hurleys
manufactured by a few hand picked
hurley makers in Ireland.

HOW HAS THE BUSINESS
DEVELOPED SINCE YOU SET UP?
In 2013 we looked at expanding into
additional sports and developed a high
quality training football. The football market
is an extremely competitive market to sell
into, but as the year progressed more and
more of the clubs, schools and general
customers we already supplied for other
sports and training goods started to request
the ball. In 2014 we expanded further by
taking on lines outside of our own brand
and now supply nearly 2,000 products
for a vast range of sports. 

ARE THERE ANY CURRENT 
OR FUTURE MARKETING
STRATEGIES YOU CAN 
TALK ABOUT?
Over the next few years we are
planning to increase our sales
staff by five and increase
online sales by 80 per
cent. We will also

Eric O’Brien gives us the low down on life as a director of Waterford-based Urma Sports
inevitable challenge in years to come will be
to continue this strong progress, but we are
confident we will be able to keep this up by
moving with trends and strengthening each
sports area we have entered into.

HOW DOES THE BUSINESS 
IN YOUR PHYSICAL SHOP 
COMPARE WITH ONLINE SALES? 
Our online presence at www.urmasports.ie is
still in its infancy. At the end of 2013 we only
had around 80 products online, but by the
end of 2014 we hope to have increased this
to 2,000. This will mean a dramatic change
to our website over the next seven months
and hopefully sales will follow. We envisage
that over the next two years half of our
overall turnover will be from online sales. I
don’t think we will ever become an internet-
only trader, though, as clubs and schools
love to deal directly with our sales staff and
build a rapport with them.

WHAT DO YOU LIKE MOST AND
LEAST ABOUT YOUR BUSINESS?
As a family-run business, I love the variety.
We all have so many different duties - it
could be a sales meeting one day and
marketing strategies the next. Along with
this, I love the interaction with our
customers and the friendships we have
built up over the years. 

What I least like about our business is
also our biggest challenge, and that’s the
margin. This has become increasingly tighter
over the past few years and I don’t think
we’ll see any improvement in it for many
years to come. We’ve tackled it by bringing
all our businesses under the same roof and
by increasing our economies of scale. 

conduct a feasibility study on acquiring
agents in the UK, Australia and the USA,
as these are all emerging Gaelic games
markets. We are also working towards
endorsements from high profile players in
the Gaelic Athletic Association and other
sports. Doing so will become an integral
part of our marketing strategy online and
in social media over the next few years.

WHAT’S YOUR CURRENT 
BEST SELLING PRODUCT?
Our Urma Sports sliotars, as these are not
only manufactured to the highest standards,

but are also the best
priced sliotars on the
market of this quality.

WHO ARE YOUR
COMPETITORS? 
Our main competitors
in the GAA market are
O’Neills, who were
established in the
early 1900s and are
known for their high
quality products. This

is why we strive at all times to produce
and supply, regardless of the brand, only
high quality sports goods, while
maintaining a competitive price, even if it
means working on a tight margin.

HOW HAS TRADE BEEN 
SINCE YOU LAUNCHED? 
We have been rewarded with year on year
growth and particularly high increases in
turnover in 2014, as we broadened our
product range. This year we envisage
growth of around 50 per cent on 2013. The

L-R: Eric O’Brien with dad
Oliver and brother Craig

“We have been
rewarded with year
on year growth and

particularly high
increases in

turnover in 2014”
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here does price sit in the
marketing mix? Should you
sell on price - ever? When
you sell quality, how does
price fit with that?

Lowest price is obviously a clear
market position and easy to sell. But does
it work? On the high street, it is instantly
apparent that a lot of sales are based on
price. The consumer doesn’t understand
or isn’t interested in the added value
elements of a proposition, so usually buys
on price. Some big businesses have built
themselves on this position. Yet only 18
per cent of customers say they habitually
pick the lowest price. 

ADDED VALUE
This figure demonstrates that four out of
five people are looking for something
other than just price. Let’s call it ‘value as
they perceive it’. 

There are a number of problems
associated with best price and the big
one is that without control of the whole
manufacture and sales channel, you can’t
control your price. Inevitably, someone
can undercut you. If enough competitors
are buying business with unsustainable
prices, selling on best price becomes
uneconomic very quickly. 

Next, if your sales
proposition is focused
on price, you are selling
a commodity, not a
product and far less
your brand.
Consequently you’re
losing profit. You are
also limiting the size of
your market. As that
figure shows, over 80
per cent of customers
base purchases on
something other than
price alone. 

Then there’s
disbelief. You’re
quoting £40 for an
item and everyone else is quoting £50.
Sometimes the customer can’t quite
believe he’s getting a full deal fit for his
purpose. In such circumstances it can be
almost as difficult to sell a price below the
market as it would be to sell above it.

But the sports retailer has available a
wide range of products and prices and
good selling is about fitting the product
and price to the specific purpose. There

explained in footnotes never look
impressive. The huge differences between
types and sizes of customers also make it
tough to quote the right price.

99p pricing is a standard retail tool,
but it may not be the best. Many years
ago, working in an advertising agency I
persuaded a client to run a round pound
sale that was repeated for years. It was
popular because the canny Yorkshire
customers thought it was straightforward
and honest.

A standard response to this problem
is to use ‘from’ pricing. It’s got a similar
set of problems attached. In the first
place, there’s no point doing it unless you
quote a baseline price, in which case
you’re back to selling a commodity.
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Getting your pricing right is an essential part of
having a profitable business, but it is not the be-all

and end-all, Paul Clapham says

W

Howmuch?
will be circumstances where lowest price
is the right product to sell, but a nine-
year-old’s brand consciousness will beat
‘you’ll grow out of it’ every time.

Then you’ve got the salesman to
consider. A well trained salesman who
knows the market and does a proper fact
find followed by a professional presentation
of the added value elements of a product
won’t be discounting the price. But I have
yet to meet the salesman who won’t bite
on an upfront statement such as: “If you
can do my son’s complete cricket package
for under £80, the sale’s yours.”

Can you train customers not to buy on
price? It’s difficult with the one-off buyer,
but with regulars, selling up the range
invariably leads to a happier customer.
One of the advantages the sports trade
has is that sportsmen believe that better
products make them better players and
expect to pay more for ‘better’. 

Where does price come in a sale?
Just about everybody agrees that price
comes last after you’ve established all
the other benefits and needs. That’s the
game plan, but the customer isn’t
necessarily ready to play by your rules.
The problem with leaving price to the
end is that, unless you’re confident

you’ve got a knockout
punch there, it can build
sales resistance. It is human
nature to think: “This is
going to be expensive”
until price is addressed.
Some customers need
price reassurance first.

BE UP FRONT
So try putting price up
front. One of the best
salesmen I ever worked
with said this to his
customers: “Let’s start with
the price. You won’t buy
from me without a firm
price and I can’t give you
that until I know in detail

what you want. So let’s talk about that.”
It worked for him and I still think it’s a
good opening pitch. This should also
uncover up front any budget figures the
buyer has. 

Putting prices in publicity material is a
fraught subject. If you don’t, you’re
avoiding the issue; if you do, you’re
potentially leaving yourself open to
complaint. Asterisks against prices

BE PROUD
OF YOUR
PRICES
Sean McPheat, managing
director of MTD Sales Training,
bangs the drum of selling value
and benefits. 

McPheat makes a point I’ve
heard from a number of sales
trainers: “Be proud of your
prices”. You’re more expensive
because your product, service,
availability and after sales are all
better. Sales trainers all say that
price objections are an
opportunity to reiterate added
value benefits.

McPheat says you should
never talk price until you’ve built
up the value story. In the
process - ideally - the customer
is, indeed, ratcheting up the
price in his mind as you add
benefit upon benefit. Finally,
you quote a price lower than his
expectation. I have been on the
receiving end of this and it’s
very effective. However, I
question whether it works in
retail sales where price is
broadly known.  

“If your sales
proposition is

focused on
price, you are

selling a
commodity, not
a product and
far less your

brand”
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PRICING
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Second, the bulk of your enquiries are
likely to be for higher value products,
creating disappointment when the real
life price is quoted. 

Cutting prices is dangerous, unless
you make it clear there is a specific
limitation on the timing of the offer or the
number of items available at the cut
price. It still has the problem that a
customer will turn up two days late and
try to twist your arm. Cutting prices is
simple, putting them back up, less so.

PRICE RISES
Dealing with price rises sorts the sheep
from the goats. Where they are driven
by manufacturers’ price rises, be sure
you know the detail. Ideally, suppliers

should be telling you this in a format
you can show to customers if necessary.

Can you mitigate the pain with a
volume deal? In the case of
consumables such as golf balls, tennis
balls and running socks, you can
actually reduce the unit cost despite 
a price rise. Yes, they’ll be spending
more than planned, but you’ll be doing
your best and the word is that God
loves a trier.

Equally, can you switch sell to a
lower priced brand you consider equally
good or better? A retailer told me
recently: “These days you can get high
quality for humble money.” He was in
the bathroom business, but I can’t see
why a similar principle wouldn’t apply 

to sports goods, as in: “What would
you prefer to pay for Mr Customer, a
good pair of football boots or a good
pair of football boots’ huge
international advertising budget?”

Sports goods are not like grocery
products and therefore should not be
so price sensitive. The technological
developments in sports goods
demand customer respect - if they’re
told about them. They are many and
varied and represent a sound rationale
why the price is what it is. Selling
higher price for higher performance
isn’t as easy as the opposite, but
which is more satisfying? And which
more profitable?
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The king of the squash court has no intention of
abdicating any time soon, Tony James says

“NEVER LET YOUR SHOES
OUT OF YOUR SIGHT”

Nick Matthew, the world’s oldest squash champion since 1980, is a medal hope for the
Commonwealth Games this summer and is enjoying being global ambassador for Hi-
Tec, a brand he’s used since turning professional in 1999.

Celebrating its 40th anniversary this year, Hi-Tec continues to be at the leading
edge of court shoe development and Matthew has played his part in this, too, by
helping to develop the V-Lite Infinity indoor squash shoe, launched last year.

“There’s a challenge with any squash shoe to get a balance between it being
durable and lightweight and giving the proper stability and support,” Matthew says.
“Hi-Tec have got it right and the truth is that specially tailored shoes are the most
important part of my equipment.

“That’s why when I travel abroad to tournaments I take a pair of squash shoes in
my hand luggage. You can play with someone else’s racquet, but not with their shoes.
I once lost my luggage containing my shoes on a trip to Pakistan and lost the match.
That taught me a lesson - never let your shoes out of your sight.”

eight European team championships 
and three British championships. 

TENNIS
And yet he could have been a very different
sort of champion if he’d pursued his first
love - tennis. His home club, in Sheffield, has
produced a Wimbledon doubles champion
in his long-time friend Jonny Marray, who
started out as a squash player.

“I played a lot of tennis until I was about
11,” Matthew remembers. “And after that I
preferred squash. I love the dynamic of
being so close to your opponent, almost like
you’re caged in together. I also had more
mates in squash and there was greater
camaraderie. But when I’m out on the court
I’m not mates with anyone, even when I like
them off court. You need that edge.” 

His training is single-minded too - and
tough. “You’ve got to be an all-round athlete
with squash, so I work on lots of different
areas,” Matthew explains. “Squash is mental
chess played at 100 miles an hour. There are
so many different elements to the game
and it challenges you physically, mentally
and tactically. If one of these areas of your
game is suffering, you’ll get found out.”

One of Matthew’s regrets is that he’s
highly unlikely to play in the Olympics -
because squash, to the fury of its devotees,
is not an Olympic sport and has been
rejected regularly by the Games’ authorities.

“We meet all the criteria, but baseball
got in for the next Olympics, despite
being played in only about 10 countries,”
Matthew says. “It was very disappointing.
They say that squash isn’t a spectator
sport and doesn’t come across well on TV,
but that’s just not true. At the last world
championships in Manchester about
400,000 viewers pressed the red button. 

“It does seem unfair that squash
continues to be left out. Everyone knows
that we’re desperate to be included in the
Games and to me someone like Nicol David
- the women’s world number one - who is
one of the best athletes on the planet in any
sport, hasn’t had the chance to become the
truly international star she deserves to be. 

“Of course, the world championships
is the one we all want to win - it’s squash’s
Wimbledon - but at the end of the day we
need to remember it’s just a game of
squash, to treat it as that and enjoy it.

“It’s easier to keep things in
perspective when you’re older and wiser.
People say it’s easier when you have been
successful and you can enjoy your game,
but sometimes it can be the opposite
because people start thinking that all you
have to do is just turn up and win. It’s not
like that - when you’re world number one
you’re there to be shot at.”

Nick Matthew
mind, just something that can spur you
on when it’s cold and wet and you don’t
want to get out of bed.

“How long will I go on? Sometimes I
think it will be five years, sometimes five
minutes, depending on what sort of day
I’ve had. The truth is probably somewhere
in the middle, maybe around two years.
My sixth national title was one of my best
wins against James. You’re a long time
retired, which was why the win meant a
lot to me. I haven’t got many more times
left on this stage, so I really appreciate
everyone’s support.”

When Matthew does finally hang up
his racquet, he’ll leave behind a record
stretching back to when he first grabbed
the squash world’s attention in 1998 by
reaching the world junior championships
and joining the England junior team. The
following year he became British Junior
Open under-18 champion and shortly
afterwards turned professional.

Matthew made squash history in
2006 when, seeded sixth, he became the
first Brit in 67 years to win the British
Open title, winning it a second time in
2009 after recovering from what could
have been a career ending shoulder injury.

Boosted by two golds at the Delhi
Commonwealth Games in 2010, he
became number one seed and was
crowned 2010 PSA Player of the Year. As
England captain he has 80 caps and has
won two world team championships,

n countries like Egypt and
Pakistan, where the sport is
a near religion, he’s a
superhuman hero - which is
surely as it should be. At 34,

Nick Matthew is squash’s world number
one, three times world champion in four
years and has just won the British
national title for an unprecedented sixth
time. He’s also the Professional Squash
Association Player of the Year for 2013.

Yet when Matthew and his wife make
up a restaurant foursome with old friend
Jessica Ennis-Hill and her husband, he
knows it’s the Olympic golden girl who
will get all the attention. 

PERSONABLE
“I quite like that,” says the personable
Matthew. “I think Jess probably gets fed
up with always being in the limelight. And
anyway she will usually say something
like: ‘Have you met my friend? He’s the
world squash champion’.”

In seemingly unbeatable form - he
beat arch rival James Willstrop to win his
latest British title - Matthew hasn’t ruled
out another tilt at the world crown after
his third win, against Gregory Gaultier of
France. 

“It’s a dream at the moment and if I
did it I suppose it would go down in the
history books,” he says. “There are a lot of
things that could happen before then and
a fourth title is not at the forefront of my

I
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SCHEDULE
But Matthew admits that there
have been times in his career
when an overloaded schedule and
a losing run have resulted in him:
“Hating every minute of being on court.
I just wasn’t enjoying it any more.”

That happened at a major event at
Canary Wharf in London. “There was no
reason for it,” Matthew says. “It was a great
tournament with huge crowds and all my
family and friends were there. Perhaps I’d
played too much. Whatever the reason,
every shot I played seemed to be a bad
decision. The court backed onto the river.
I won the match, but my racquet ended
up in the Thames, which showed how I
was feeling at the time.”

But those dark days are long
gone. Recently Matthew has
married - his wife, Esme, is a
physiologist for British Cycling -
has written his autobiography,
started a squash academy and
been inducted into Sheffield’s
Walk of Fame. He says life could
hardly be better. The apparently
indestructible king of the
squash court has no intention
of abdicating any time soon.

“How long 
will I go on?
Sometimes I

think it will be
five years,

sometimes five
minutes,

depending on
what sort of

day I’ve had”

MY SPORTING LIFE
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uch has been written in the
press about the battle
between retail heavyweight
Mike Ashley and Yuan Yafei,
one of the richest men in

China. The object of this struggle has
been none other than the 165-year-old
department store House of Fraser.

It’s a battle that was won by Sanpower,
the Chinese retail to technology group,
which acquired an 89 per cent stake in the
business, while Ashley spent several million
pounds acquiring an 11 per cent interest
from Sir Tom Hunter.   

LANDMARK TRANSACTION
What Yuan described as “a landmark
transaction” has provided an insight into the
way the world’s second largest economy
has gained an appetite for all things
authentic. The acquisition of House of Fraser
is part of a global expansion strategy, which
will see the department store brand rolled
out in China, as the retail model resonates
with the new consumer market.   

Moving from monobrand to multibrand
and the attraction of a department store is
a topic that was highlighted at the end of
2013 during a forum in Beijing’s 798 Art
Zone district. The
event was part of the
increasingly popular
Chic Young Blood
fashion fair, a
showcase for young
sportswear and
contemporary labels
and indie designers, at
which Wang Yao, vice
president of the China
General Chamber of
Commerce, gave a
speech on the
importance of fashion diversification
through department stores and 
multibrand retailers. 

And so it has put under the spotlight
the opportunity to export retail brand
power and independent specialist skills to
this evolving market. This topic has been
acted upon by global sports business
platform ISPO, with its second ISPO
Academy taking place this summer in
Shanghai. The first event attracted over
200 retailers and brands, all keen to
connect with their western counterparts

M
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an educational process of suggesting 
you can become something better.”

This new outlook on creative
engagement is the response to
multibrand challenges, as premium 
sports labels step up to overcome the
disadvantage. Not just that of driving
customers into their retail spaces, but the
rapid online growth in China, where a
virtual mall can be shopped with one
quick click by tech savvy consumers. 

adidas has confirmed it is aiming for
double digit growth in annual sales in
China during 2015 and is paving the way
to revamping its retail strategy with the
introduction of HomeCourt in Beijing. This
store will be the model for a further 24
global locations, particularly in emerging
markets, intended to offer an entirely new
consumer experience. The entry way of
the new store concept resembles an arena
and tunnel that athletes walk through on
their way to the field of play to the sound
of cheering spectators. 

WOMEN’S SPORTS
While retail is the headline act in China, a
new trend is emerging - women’s sports. It’s
a reflection of the increasingly important
role played by Chinese women in the
economic and social fabric of society, as
well as the acceptance of sport for personal
development and pleasure over patriotic
success. Nike sponsored the 2013 Shanghai
International Marathon and displayed
advertisements and videos of its campaign,
Let the Run Tell You Why, on the race route,
adding sports bras to event giveaways. 

adidas has taken its design
collaboration style forward to create
women’s fashion with an edge, appealing to
the market through eye popping colours
and comfortable design  endorsed by
Chinese pop icons including Fan Bingbing
and Angelababy. The launch of All In For
#mygirls, which portrays women helping
each other reach their full potential,
includes a female Chinese tattoo artist who
goes against society’s traditions and
pursues her art wholeheartedly.

While brands and retailers are
reaching new levels of creativity, so is
the Chinese consumer. And there is no
doubt that for those who enter this
market this promises to be an exciting
time to make the move. 

and gain an insight into the sports market.  
This summer, speakers will address the

audience on how to evolve a multibranded
retail opportunity. This new ISPO Academy
initiative follows on from the recent 10-year
anniversary show, which saw ISPO BEIJING
as the most successful on record. UK
presence is continuing to grow at the
event, backed by the Federation of Sports
and Play Associations and UK Trade &
Investment, which offers export funding to
support those with an eye on growing
Eastern enterprise.

HUNGRY FOR HERITAGE
So if the monobrand bubble has burst,
how are the premium brands now catching
the attention of the consumer in China?
The market is now hungry for heritage and
authenticity, but the young affluent
consumer is also captivated by reflections
of their lifestyle. Experiential retailing is the
landscape upon which this creative
approach is being nurtured. 

Inspiration rather than an invitation to
purchase is the critical driving factor,
forging a brand connection through
emotion and creativity. Something that
Apple, of course, has paved the way for.

Consider Under Armour’s
move to showcase what
can best be termed ‘retail
theatre’ in Shanghai, for
which New York-based
designer Marc Thorpe has
created a 2,500 sq ft space.  

The store exterior is
minimalist, while inside
the visual planning throws
a curve ball with the same
played down attitude and
no purchase point. Only
10 people are allowed in

at a time. They proceed down a 10-metre
tunnel illuminated by blinding light to
view a film featuring brand ambassador
Michael Phelps. 

“There is no obvious connection for the
consumer to the product,” Thorpe explains.
“Right off the bat, there is a certain longing
to understand what is going on inside.” 

The Olympic swimmer leads
customers into a space Thorpe describes
as the “experience room”. He adds: “The
brand wants you to understand what it is
like to train with professionals and begins

“Experiential
retailing is the

landscape upon
which this

creative
approach is

being nurtured”

PromiseEastern
China continues to fulfil and exceed commercial expectations. 

Lauren Fox looks at the developments that are impacting sports business

China_SI Template  16/05/2014  14:44  Page 1



37www.sports-insight.co.uk

CHINA

China_SI Template  16/05/2014  14:44  Page 2



The Winter Buying Show 
that Means Business

Exclusively for STAG Members and Suppliers

STAG members overnight costs covered by STAG

Professional, Productive, Networking and Enjoyable

Cotswolds Water Park Hotel

To book contact: sharron@stagbuyinggroup.com

www.stagbuyinggroup.com

Sunday 23rd November 9am – 6pm
Monday 24th November 9am – 5pm

Stag_Layout 1  23/05/2014  09:05  Page 1



2014 SEES THE RETURN OF THE
STAG SUMMER BUYING SHOW. 
WAS THE INAUGURAL EVENT IN
2013 A SUCCESS?
We were overwhelmed by the support
our members and suppliers gave to
our first ever summer show. Even in
sweltering heat, everyone who
attended was extremely positive and
wanted to make the very best of the

first summer show, the buying show
that means business. Just a small
break was taken on the Sunday
afternoon though to watch history
being made - Andy Murray winning
Wimbledon.

WHAT SHOULD WE EXPECT FROM
THE 2014 SUMMER BUYING SHOW?
The venue remains the same - the
Cotswold Water Park Hotel - which
when the sun is shining provides a
stunning setting to work and buy
during the day, then relax and
network during the evening. Members
can also expect the excellent show
incentives that each exhibitor offers.

WHO WILL BE EXHIBITING?
Aftershokz Sport Headphones, ASICS,
Atak, Biofreeze, Canterbury,
Craghoppers, FedEx, First Data,

Fitness-Mad, Glenway, Gola, Hilly, Hi-
Tec Sports, Jakabel, Maru, Mizuno,
New Balance, OPRO, PenCarrie,
Puma, PureLime, Replan, Ronhill,
Saucony, SF Brands, Skechers,
Sorbothane, Speedo, SpiderTech,
Tourna, Vulkan and Zoggs.

STAG SHOW PREVIEW STAG SHOW PREVIEW STAG SHOW PREVIEW STAG
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STAG’s second UK summer buying show takes place at the end of June. We caught up
with the buying group’s Ricky Chandler to see how preparations were progressing

“The Cotswold Water
Park Hotel provides a

stunning setting to
work and buy during

the day, then relax
and network during

the evening”

STAG members and suppliers: for any queries or bookings, email sharron@stagbuyinggroup.com
For general enquiries or questions about STAG, email sara@stagbuyinggroup.com or visit www.stagbuyinggroup.com

For more information about the Sports Trade Awards visit www.sportstradeawards.co.uk

MEANSBUSINESS
BUYING SHOW

WHAT ARE THE ARRANGEMENTS
FOR THE SHOW?
Exhibitors arrive on Saturday, June 28
to prepare their stands. The show starts
at 9am on Sunday, June 29 and finishes
at 6pm. The Sports Trade Awards
returns for a second year on the
Sunday night, while the second and last
day of the show on the Monday starts
at 9am and finishes at 5pm.

IS IT CORRECT YOU HAVE 
NO MORE IRISH STAG 
BUYING SHOWS PLANNED?
No. After every show we carry out 
a review and, based on feedback
gathered from suppliers and
members, we wanted to move the
location and dates of the Irish shows.
Full details and booking forms for the
new show will be sent direct to our
suppliers and members.

For 2014 all our Irish members, as
always, will be welcomed and
encouraged to attend the two buying
shows in the UK.
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another from the spot just after half time,
but missed a third. Liverpool won 3-0.
The title race was on, but manager
Brendon Rodgers remained calm, cool,
confident, but most of all focused in his
assessment of his team’s
chances.

He didn’t get drawn
into speculating about
whether Liverpool would
win the league for the first
time in 24 years. Instead
he praised the qualities he
believed would take his
team either to victory or, if
not, very close - hard
work, aggression, intent to
attack, spirit to defend,
movement, resilience,
confidence, belief and
respecting your opponent.
This was Manchester
United, after all.

Dealing with pressure
and managing
expectations, both your
own and other people’s, are fundamental
life skills. So too is making plans, following
preconceived strategies, responding to
the unexpected, connecting with people
and dealing with difficult situations.

There’s a human element to any
sporting struggle and this year’s Premier
League title race illustrated it perfectly.
But football can teach life skills from a
very early age.

atch, read about or discuss
any part of Liverpool
Football Club’s attempt to
win the Premier League title
this season and you’ll soon

realise that there’s much more to
football than kicking a few balls. 

One look at the club’s first sustained
title challenge since 2009, in the 25th
anniversary year of the Hillsborough
disaster, shows that football is and can be
just as much about life skills.

WORLD CLASS
On March 16, 30 minutes into Liverpool’s
game against Manchester United at Old
Trafford, United full back Rafael handled
in the penalty area. Up stepped Steven
Gerrard, Liverpool’s captain, the man who
has for many years stood out as a world
class player during some of the club’s
leanest times. A footballer who has come
out second best against Manchester
United so often. A man whose cousin
died, aged 10, at Hillsborough when
Gerrard was eight.

Before the game Liverpool were
second in the league, four points behind
Chelsea. They’d been on a good run, but
there had been other good runs in
previous seasons that had come to
nothing. If Gerrard scored and Liverpool
went on to win, it would show the
doubters that this year the team were
genuine title contenders. 

Gerrard scored the penalty. He added

W

Crispin Andrews looks at how the  Premier League runners-up are leading the way off the pitch
by teaching important life skills to youngsters around the world

On the Liverpool soccer schools’
website, Brendan Rodgers explains that
the club, through its various youth
development activities around the world,
aim to develop youngsters’ abilities off

the pitch as well as on it:
“Introducing them to
experiences that will
shape their development
into young adults and
give them the life skills
they will use for the rest
of their lives.”

Mark Haig from the
Liverpool FC Foundation
talks about raising young
people’s aspirations and
helping them develop
confidence. Paul Barrett,
head coach at Liverpool’s
Academy in Indonesia,
teaches youngsters how
to play the Liverpool way
- get organised, follow a
structure and behave in a
way that enables you to

achieve what you want. Invest in skills
that will help you achieve both now and
in later life. Control the ball before you
can do anything with it. Set good
foundations for your life. 

LIFE AND DEATH
Liverpool are working with a charity that
operates in an area where learning these
skills is a matter of life and death. Marcus

“Football
shows young
people that if

you run
headlong into
the tackle and
just see how it
goes, you will

most likely
lose the ball”
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FOOTBALL

For many adults, a happy life
depends on success in business.
Liverpool FC and the London
School of Business & Finance
offer a five-day management and
leadership programme. 

Nicola Schaefer, managing
director of E.L.I.T.E.S, believes the
course will give people involved
in or wanting to get involved in
business leadership and
management a chance to learn
from experts who work in a
particularly challenging business
environment - football.

“In football the environment
constantly changes and
managers have to know how to
bring the best out of
individuals and the team,” she
says. “They have to be able to
rise above adversity, meet
challenges and adapt to
changes. A football team
changes more often than most
teams. It might contain people
from all over the world with
different values, personalities,
strengths and weaknesses.”

This can create instability
and if not managed well could
lead to confusion, conflict,
dysfunction and chaos. A good
football manager or leader on
the pitch or in the boardroom
can unite contrasting and often
difficult characters behind a
common purpose.

McGilvray opened a health academy
in the grounds of Edendale Hospital in
June 2010. Now the young people have
somewhere they can come for HIV
treatment, counselling and help with any
other problems they might have. There’s
a football pitch next door. 

Staff at the academy wear their
Liverpool shirts proudly. There’s a signed,
framed Liverpool football shirt on the
foyer wall next to one from Kaiser Chiefs,
one of South Africa’s most famous
football clubs. Not everyone there is a
Liverpool fan, but wearing their sponsor’s
famous kit gives the place an informal
feel. 

“It removes the stigma of coming to
a HIV clinic,” McGilvray says. Continuing
with the football metaphor, he adds:
“Football clubs have academies where
young people come to develop as
footballers. Young people come to the
Edendale Academy to develop
themselves as people.”

WE GO AGAIN
After Liverpool had beaten Manchester
City 3-2 to go two points clear at the top
of the Premier League, Steven Gerrard
gathered his team together. The crowd
was ecstatic, but the team could only
hear Gerrard’s words. “This does not slip
now. This is gone. We go to Norwich.
Exactly the same. We go again.” he told
them, tears in his eyes.

15 minutes earlier, Philippe Coutinho
had driven home the winner, latching on
to a scuffed clearance by Vincent
Kompany. Taking advantage of
opportunities when they arise, expected
or not, is a fundamental life skill.

McGilvray, a Welsh HIV nurse, runs football
life skills courses in Edendale just outside
Pietermaritzburg in KwaZulu-Natal, South
Africa, one of the continent’s worst HIV
affected areas. 45 per cent of adults and
16 per cent of adolescents in the region
are HIV positive. McGilvray operates under
the banner of WhizzKids United. Liverpool
FC is one of his sponsors.

In their first life skills sessions, the
children play a football match with no
goals. After a while they complain that
they’re not enjoying the game because
they’re running around in circles with
nothing to aim for. “What is better? A life
with or without goals?” McGilvray asks
them. He adds: “We use the game of
football as an analogy for life.”

In subsequent games there are goals. To
score, individuals work together to
overcome challenges, as must these young
people in their lives. A goalkeeper protects
the goal, so the team can achieve what it
wants; in a relationship, contraception
protects people from HIV. A player with the
ball turns away from an opponent or passes
to a teammate. In life, a young person can
turn away from trouble or ask for help.

“Football shows young people that if
you run headlong into the tackle and just
see how it goes, you will most likely lose
the ball,” McGilvray says. “In life, too, the
trick is to see the trouble coming and act
before it arrives.”

He says he’s not looking to develop the
next Pele, but to use football to engage
with young people who would otherwise
not turn up for the health services many of
them desperately need. His coaches run
life skills courses in schools, children’s
homes and community groups.

  POOL WAY
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America, 100 in Europe, Asia and South
America, had 35 million registered users
and was offering flash sale opportunities
across a wide range of goods and
services, including sports equipment.

As the number of registered users has
grown in the UK, Groupon has attracted
the modern consumer who, despite the
recent tough economic times, loves to
spend money. They especially like to do
so when they get a discount or a
perceived bargain. 

Groupon’s daily discounts spread
quickly via email, as subscribers like to
forward the deal of the day as a
recommendation link to their friends.
From a brand perspective, the appeal is
growing. Where else can you shift 20,000
units through a week-long promotion?

For some brands, however, the
Groupon environment is not where they
want their products to be seen, which
hasn’t gone unnoticed. SportPursuit
launched in August 2011 and within less
than two years grew its membership
base to over one million users. Initially
targeting triathletes with limited time
discounts on new gear, the business has
evolved to embrace over 600 brand
name suppliers. 

A key business driver has been the use
of social media, with a high profile
Facebook and Twitter
presence allowing
SportPursuit
to gain
traction

RETAIL

SALES IN A FLASH
Paul Sherratt examines how flash sale websites are opening

up new routes to market for sports brands
quickly and take advantage of word of
mouth referrals.

Such was the success of the
business that within 12 months it had
secured £1.4 million in a Series A
funding round from angel investors
such as Peter Draper, the former
marketing director of Manchester
United, Zoopla CEO Alex Chesterman
and LoveFilm co-founder William
Reeve. By February this year a further
£5 million had been raised and many
sports brands have begun targeting
the company for core strategic growth.

SECRET DEALS
The proposition has moved beyond
clearance deals with core suppliers
already developing SMU programmes
and special activities to reinforce the
air of exclusivity and secret deals.

SportPursuit is driving change
within the sports trade, using social
media to build a core database. It has
also used more traditional direct
marketing techniques to continue to
grow new users and connect with
existing ones.

As the customer base for sports
brands continues to evolve, it’s clear 
flash sale websites offer a new channel

opportunity and, one would
imagine, this is an area

that will
continue 

to grow.

very sports brand looks for
the cleanest way to liquidate
their close out stock with
minimal market impact to
protect both the core

customer base and brand equity.
Often European-based stock lines are

moved to other business units in less
sensitive markets and/or the stock is
diluted across many markets and many
customers. Certainly sports retailers are
willing to embrace close out stock as a
way to enhance margin and offer the
consumer substantial savings off RRP.

TRADE OFF
From a brand’s perspective, however, there
remains the trade off between the value of
inline stock commitment given and the
close out business taken, where, of course,
brand margins are massively eroded.

There are close out specialists that are
incredibly successful and where this trade
off is less relevant. MandM Direct is one
such example where, by working closely
with selected brand partners and
targeting end users by leveraging its
database, catalogue and web presence,
the company provides an excellent
solution for sports brands looking to move
large volumes of excess stocks.

However, this traditional approach is
being challenged by flash sale websites,
which are not only taking close out
products and pushing them to a new
audience, but are also bringing wider sales
opportunities to sports brands.

Flash sales are exactly what their
name suggests - sales in a flash. With an
air of exclusivity and luxury brand names,
flash sale websites host limited time sales
for members only. How these websites
work is simple. They order stock from
brands after the sale has closed,
enabling them to pass on the biggest
savings. And with free membership
and discounts of up to 80 per cent,
shoppers are now logging on in their
thousands. The only drawback is
that delivery can take up to four
weeks, but many shoppers think
the wait is worth it.

Perhaps the most prominent of
these websites is Groupon.
Launched in November 2008 to
target specific cities and their
surrounding areas with special
offers, Chicago was targeted first
followed by Boston, New York and
Toronto. By October 2010 Groupon
served more than 150 markets in North

E
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Brand Agility Ltd
35 West Bowling Green Street, Edinburgh, EH6 5NX 
Ph: 0131 554 5555  Email:  jacquie@brandagility.co.uk

Hi Vis Flow 2L Hydration pack

• High visibility & slim line hydration pack

• Includes a 2L TPU slim line reservoir

• Insulated hydration sleeve

• Ventilated back system with sternum strap

w w w . c a r i b e e . c o m

UK Runner’s World

“This is absolutely brilliant…”



Email: emea@ingsource.com        Tel: +44 1206 796247

• Increase basket value with genuine up-sell to footwear

• Keeps your customers active… and therefore buying

• Foot Sleeve was "New Product of the Year for Runners" in USA 2013

• Part of a growing range from the OS1st system

• Instant comfort when tried

• Easy-on, easy-off meaning the customer will wear and wear and wear

• Amazing testimonials

• Genuine targeted compression aligned to the body

Zone #6
Light Compression
For a non-binding fit

Zone #5
Firm Compression
To support the Achilles & boost venous system

Zone #4
Moderate Compression
With shaped-to-fit design

Zone #3
Firm Compression
Lift to the Plantar Fascia & boosts venous system

Zone #2
Moderate Compression
To boost venous flow & extra support

Zone #1
Light Compression
With Smooth, flat closure

New 
Account Offer:Buy 10 packs and get 2 free plusfree counter top display stand.

Perform Under PressureTM
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TRIATHLON
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truth
TRIATHLON

The about

We keep hearing about how triathlon is the fastest growing sport in the UK, but what
does that mean for retailers? Louise Ramsay talks to market research guru Gary

Roethenbaugh, managing director of MultiSport Research, to find out

iven that most pieces
of news we read about
triathlon claims it’s the
fastest growing sport
in the UK, you’d be

forgiven for thinking that every
man, woman and child hops on
their bikes or puts on a pair of
running shoes to complete an
Ironman or two.

G
Of course, the reality is far from

that, even if triathlon statistics are
impressive. Estimates from the
British Triathlon Federation indicate
that there are 110,000 active
triathletes in the UK. This is a 16 per
cent rise on 2012.

ACTIVE
The Triathlon Industry Association’s
annual triathlete survey 2013, which
Gary Roethenbaugh conducted on
behalf of the TIA, explored this
active band of athletes in more
detail. The survey, which took into
account the responses of 4,100
participants, showed a significant
increase in all types of race start,
with the average number of events
entered rising to 1.8 per person,
compared to 1.6 in 2012.

Britain is also punching above its
weight in international competitions,
which puts the industry in a good
place in terms of future growth.

“Arguably, the only other sport

growing faster than triathlon is mud
and obstacle racing,” Roethenbaugh
says. “But that’s coming from a much
lower base, so it doesn’t mean more
people are actually doing it. Unlike
triathlon, obstacle racing may not
have such great retention figures. It’s
often seen as a bucket list event -
people have it on their radar of
things to do, they do it, tick it off and
move onto something else. Triathlon
is also a tick list activity, but once
people start they tend to be hooked.”

Again, Roethenbaugh can back
this up with figures from the survey:
“91 per cent of those surveyed who
had undertaken a triathlon in 2012
said they undertook a triathlon in
2013 and, overall, 88 per cent of
people not doing one said they
would be in 2014. Retention within
triathlon is its real strength.”

CHALLENGE
What is it about triathlon that keeps
people coming back for more?
Roethenbaugh, who is himself a keen
triathlete, puts it down to two main
drivers: “First there’s the challenge. This
isn’t just against others, but also against
yourself - a constant desire to improve.
Because the sport has so many
different elements, there’s always a new
area to focus on - even if it’s just making
a fast switch from swim to bike gear.

“The other aspect of triathlon
that hooks people in is its health and
well being virtues, which triathlon
delivers on in piles - and there’s very
little about triathlon that’s about
leisure participation. Training takes
up a large number of hours and it’s
highly performance and goal
oriented. Once you’ve started on the
tri path, you’re always tri motivated.
You swim, bike and run at every
opportunity - early mornings,
lunchtimes, evenings and weekends.

“The camaraderie is also amazing.
Participants may compete as
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individuals, but it’s within a really
strong triathlon community. People
help each other out, lend each other
goggles, help out with bike
information. It’s really appealing.”

The first triathlon event a participant
takes part in is the trigger, according to
Roethenbaugh, which is why race
organisers focus on a premium
experience and why lower cost, entry
level events are thin on the ground. 

“Part of the joy of doing it for the
first time is the bells and whistles,”
Roethenbaugh explains. “If
personalised medals and t-shirts, for
example, were stripped out, it would
be cheaper, but there would be less
of a motivation to do it. Premium or
mainstream priced events are the
focus of a triathlete. A lower cost
event may be less likely to deliver the
same sense of euphoria.”

PARTICIPATION
In the US, which is the world’s largest
triathlon market, participation is split
roughly 60 per cent men to 40 per
cent women, but in the UK it’s 74 per
cent men to 26 per cent women. 

“It’s out of balance in the UK,”
Roethenbaugh says. “Potentially this is
because women were affected worse
by the recession than men, but now
we’re in the fifth quarter of economic
growth things may have picked up for
women financially, which means the
potential for growth in women’s
triathlon in the UK is huge.

“There are already a number of
events which have women specific
waves or are women only, but we
need more. For instance, the Human
Race Shock Absorber triathlon is
women only and with former Spice
Girl Mel C and Victoria Pendleton
leading teams it has a strong profile.
More women’s races will help increase
participation and retention.

“Race weekends around iconic
landmarks also help to bring in
participants and spectators, the latter
who might want to have a go next time.
People like to be part of big events and
this, in turn, is also attractive to sponsors.
Evening waves are also appealing. 

“The trick is to fill as many 
slots as possible, with the aim of
making triathlon a truly mass
participation sport.”

“Triathlon is gear intensive.
It appeals to the inner geek

in men in particular”

GREAT OPPORTUNITIES
FOR RETAILERS

Of those surveyed by the Triathlon Industry Association who said they weren’t
competing in 2014, while 19 per cent said event costs were too expensive, only
eight per cent said the kit was too costly.

“Triathlon is gear intensive,” Gary Roethenbaugh, whose company MultiSport
Research conducted the study, says. “It appeals to the inner geek in men in
particular. A tri bike is the biggest investment, but there are loads of accessories
that are also in demand. Aerodynamic water bottles to mount on handlebars, aero
helmets, deep rim wheels and apparel are among the big sellers.

“Retailers would also do well to stock wetsuits. They sell well online, but lots
of people want to try them on. Retailers can educate themselves about fit and
provide a seamless experience for the consumer. It’s an advantage for an
athlete to be able to go into the water knowing their suit isn’t going to fill up
with water and slow them down - a good fit is essential.

“Training devices such as swim fins, snorkels and kickboards also sell well.”
In terms of where triathletes buy gear from, Roethenbaugh has some hard

facts: “85 per cent have bought from an online specialist retailer. Physical bike
stores are next most popular, followed by Amazon or eBay, with physical run
stores and specialist triathlon stores also having a following. 

“Overall, 64 per cent of triathlon expenditure is made online, 32 per cent in
stores and the remainder from other sources such as expos.”

The highly competitive nature of triathlon is also an effective motivation for
triathletes to shell out on more gear. Roethenbaugh says: “You want to keep the
bike up to scratch, to ensure everything works, even if you come in last. It
makes for great opportunities for retailers.”
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DRYROBE
THE DRYROBE ADVANCE
OUTDOOR IS THE WORLD’S
MOST VERSATILE CHANGE
ROBE. 

Changing for sport outdoors has,
up until now, been a mostly
unpleasant and often freezing
experience. So many sports people
are compromising their
performance by ignoring the
obvious. Competitors shivering
both pre and post race - it’s
incredible that this is happening 
in any sport. 

Cold, wet athletes who have
trained hard to be at an event are
apparently oblivious to the
difference temperature can make
to their performance and recovery.

Get dry, cover up and stay warm
with dryrobe.

For more information call 
+44 (0)1271 813 163 or 
email gideon@dryrobe.com

TRIATHLON
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HILLY PERSONAL 
COMPRESSION SYSTEM

HILLY UNVEILS ITS NEW LINE OF COMPRESSION SLEEVES
THIS JUNE. THE 2015 COLLECTION INTRODUCES A NEW,

WIDER RANGE OF COMPRESSION SLEEVES AND INCLUDES
EIGHT NEW STYLES AND COLOUR OPTIONS, EXPANDING ON
THE CURRENT COMPRESSION SOCK AND SLEEVE OFFERING. 

The new compression sleeves now utilise calf and leg sizing to
provide optimum fit and premium compression benefits. Be

one of the first to see the new range:   

London Roadshow: June 16-19, London. 
NE Roadshow: June 18-19, Boroughbridge. 

Intersport show: June 24-25, Solihull. 
Edinburgh Roadshow: June 24-26, Edinburgh. 

STAG Summer Buying Show: June 29-30, Cotswolds.
Lakes Roadshow: July 1-3, Kendal.

Brighton Roadshow: July 3-4, Brighton. 
Guildford Roadshow: July 7-8, Guildford. 

For more information or to place an order with Hilly call
your local sales rep or the sales office on 0161 366 5020.

Northern UK: Andy Norman. Tel: 07515 597987. 
Western UK: Simon Plaskitt. Tel: 07764 535143.

North West UK: Laura Finucane. Tel: 07768 822955.
South East: Alex Wilson. Tel: 07766 365309.

Eastern counties/Midland UK: Rob Groome. Tel: 07973 319125.
Ireland: KTR Enterprises. Tel: +353 1 288 0311
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TROLLEY DASH
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1.  DIET FUEL ULTRALEAN. WWW.USN.CO.UK. 0845 1800 556
2. ROCKTAPE. WWW.LIVE-ON-THE-EDGE.COM. 0131 344 4730
3. MAC IN A SAC. JOHNNY.BREEN@TARGETDRY.COM

CEP SPORTS COMPRESSION
CALF SLEEVES, SOCKS AND
TRIATHLON SKIN SUIT
CEP SPORTS COMPRESSION, THE INTELLIGENT
SPORTSWEAR BRAND, HAS A GREAT RANGE OF DEDICATED
PRODUCTS FOR TRIATHLETES, INCLUDING CEP CALF
SLEEVES (RRP £32.99), CEP SHORT SOCKS (RRP £14.99), CEP
RUN SOCKS 2.0 (RRP £39.99), CEP SOCKS FOR RECOVERY
(RRP £34.99) AND CEP TRIATHLON SKIN SUITS (RRP £149.99).

Product benefits include perfect fit and ultimate comfort,
maximum stabilisation, injury prevention, optimum
performance, faster recovery, breathability and fast drying. 

For more information visit shop.cepsports.co.uk 
Facebook: www.facebook.com/cepsportsuk  
Twitter: @CEPSportsUK
If you’re interested in stocking CEP, call 01432 373500 
or email cep@mediuk.co.uk 

AFTERSHOKZ SPORT
HEADPHONES BEST IN 
CLASS FOR RUNNING
RELEASED IN Q2 2013, MULTI AWARD WINNING AND HIGHLY
ACCLAIMED AFTERSHOKZ OPEN EAR SPORT HEADPHONES
ARE ALREADY STOCKED BY OVER 200 SPORTS STORES
THROUGHOUT THE UK AND IRELAND. 

Using bone conduction technology, they deliver stereophonic
sound through the cheekbones to the inner ear, leaving your
outer ear free to hear ambient warning noises such as
oncoming traffic, car horns, ambulances or other warning
noises, potentially preventing accidents caused by headphones
and earbuds that block out these sounds.

If you are a proactive sports retailer and want to stock a great
range that earns you money, AfterShokz wants to hear from you. 

AfterShokz Open Ear Sport Headphones have a unique product
proposition backed up by local and national marketing campaigns,
exhibition retail partnerships and high profile event sponsorship. 

The product has high consumer demand and sell through, and a
high margin with free POS, no MOQs and free P&P. Full product
training is also provided.

For more information contact Rodney Annet at Pinpoint
Consumer Electronics, the exclusive distributor for AfterShokz.
Tel: 01606 558428 Email: rod@pinpointce.co.uk 
Web: www.aftershokz.co.uk
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CEP SPORTS COMPRESSION,
THE INTELLIGENT
SPORTSWEAR BRAND

1 2 3
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many triathletes invest a lot of cash in
the right bike. On average, the survey
found they spend £1,900 on their first
one. As a result, the big corporate events
run by companies such as Human Race
can look like the Le
Mans of cycling, with
expensive bikes on show
and the tri bike
replacing the Harley-
Davidson as a symbol of
the midlife crisis.

BIKE TRENDS
Cycling continues to
evolve and technologies
advance at a rapid pace
to create super quick
lightweight machines
promising that all
important edge. High
tech means the average
Joe needs help in
getting to grips with
what they need and, as a result, there’s
been a rise in bike fitting and
maintenance businesses such as Retul,
which utilises 3D motion capture
technology, and Freespeed, a bike fitting
company based in London.

More specific trends include detailed
attention to bike saddles and mechanics.
In an article for triathlon.competitor.com,
Aaron Hersh, senior tech editor of US-
based Triathlon Magazine, highlighted
some of the key gear trends, including

riathletes have a reputation
for loving their gadgets and
splashing the cash. A
survey by the Triathlon
Industry Association of

almost 4,000 British triathletes found
that, among the growing number of
participants, 21.8 per cent were
professionals, the average age was 40
and average annual salary £45,000. 

Their spending power combined with
a pursuit of excellence, arguably a
characteristic of the ‘type A’ high
achiever, means triathletes tend to be
pioneers when it comes to setting trends
across the three sports and are the type
of people who like to push the
boundaries in every aspect of their lives. 

As they have to maximise their output,
triathletes spend time perfecting their
form and style and have been at the
forefront of a growing interest in
biomechanics in running, with forefoot
running being a preferred style in triathlon
long before it hit the running world. 

They are often trailblazers in nutrition
and new types of training. As many
triathletes have had to learn to swim
efficiently, they’re also interested in
improving technique and invest in
equipment and coaching to help them
perfect their stroke. 

Similarly, as cycling forms the
backbone of their sport and as 50 per
cent in the TIA survey earn over
£100,000 a year, it’s not surprising that

T

Fiona Bugler identifies the key triathlon trends to look out for in 2014 and beyond

Specialized’s split-nose saddle, which he
described as a “solution to comfort in the
aero position”. 

He also noted that many brands,
including tri specialist Quintana Roo, have

introduced shorter cranks,
which are better suited to
triathletes as they allow
them to lower their
aerobars without
impinging on the hips.

ALL THE GEAR
When it comes to
clothing, the appliance of
science has made cycling
apparel as aerodynamic
as possible, with
shoulders and armpits
covered and longer
sleeves being chosen to
help eliminate drag.
Focus across the board is
on breathability, no

chaffing and quick changes. 
Latest innovations include

Compressport’s compression top. The
idea behind the top is that the
compression is placed in just the right
place to ensure your posture remains
upright, particularly important as the
athlete makes the transition from cycling
in a crouched position to running. 

And when it comes to day-to-day
training, high tech brands like Gore Running
Wear have thought of every option in its

“When it
comes to

clothing, the
appliance of
science has

made cycling
apparel as

aerodynamic
as possible”
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TRIATHLON

as trainers with aircraft grade stainless
steel laces for a customised fit. 

The traditional running brands are
also getting in on the act, with the likes
of Mizuno sponsoring Javier Gomez, the
Spanish world champion triathlete, who
wears its latest racing shoe, the Wave
Hitogami, and ASICS partnering with TRI
UK to provide an in-store gait analysis
zone for this year’s London Triathlon
racers. 

For women participating in the sport,
smaller brands like Trigirl have emerged
to cater exclusively for this growing
market. The company has created clever
starter packages at a reasonable price
for cost conscious women literally
dipping their toes in the water. 

Magnitude range, with versatility being the
key in the SO Shirt, which is ideal for
changing temperatures with its slip-off long
sleeves and clever mesh inserts.

Two thirds of the athletes surveyed by
the TIA said they purchase a new wetsuit
every two-three years. Bands such as
HUUB have the Brownlee brothers on
board and work with a team of swim
coaches to design suits it says will improve
stroke technique that are made for
individual build, experience and stroke style. 

TRIATHLON-ONLY BRANDS
Running manufacturers now focus on
triathlon as a standalone sport. Brands
like Zoot have always specialised in
triathlon, providing unique products such

55www.sports-insight.co.uk

Founder Patrizia Victor says: “We
realise how many women are new to
triathlon and need everything, including an
easy to follow training plan. In an effort to
make life simpler and training more fun,
we created our starter packages with a
range of necessities at a great price.”

TRAINING INNOVATION
Many entrepreneurial personal trainers are
targeting the time poor/cash rich with
boutique studios housing endless pools,
treadmills and bikes all in one place. And
as has happened in the world of running,
many innovative coaches are setting up
holidays for triathletes inspired by
businesses such as Club La Santa in
Mallorca, Portugal and the Morzine. 

Human Race organises races for women, children and the
corporate world. Recognising how triathlon has become the
new golf in business networking terms, it recently launched the
Financial Times Triathlon, an event that will raise money for
charity and is aimed at those who work in the private equity,
venture capital and professional services industries. 

In terms of distance, the triathlon range has expanded from
super sprint for beginners (400m swim, 10k bike and 2.5k run)
to ultra/long distance events. 

“Over the last couple of years many different race distance
formats have emerged such as 1.5km swim, 100km bike and
10km run,” professional triathlete and Ironman champion Yvette
Grice says. “In the long distances there’s now more choice, with
Ironman being joined by the Challenge Family brand with races

all over the world.”
Off-road triathlon is another popular part of the sport and

seems to be following the same path as trail running, with a
growing band of triathletes opting for challenging terrain on
mountain bikes, running trails and open water venues. 

And although it’s not new, cross triathlon, which takes place
over a 1km swim, a mountain bike segment that can vary from
20km-25km and a cross country run from 6km-8km, has also
enjoyed an increase in popularity during recent years. 

With an ever increasing appetite for adventure and
challenge and inspirational Olympic role models and celebrities
such as Davina McCall on Sport Relief showing us how to do it,
it seems the business of mass participation triathlon is set to
grow and grow.

THE FUTURE FOR RACING

EXCELLENCE

Triathlon2_SI Template  16/05/2014  16:16  Page 2



56 Follow us @SportsInsightUK

omen’s football first became
popular during the First
World War. Men’s teams were
decimated as the conflict
took its toll, so much so that

the Football League suspended all its
matches for the 1914-15 season. Women’s
football filled the vacuum and though it
was first seen as a novelty, the female
players’ ability soon meant they were
being taking as seriously as the men - and
some of their matches even attracted
bigger crowds.

However, in 1921 the FA banned women
from playing matches on its pitches because
it considered the female game distasteful.
Women’s football dropped off the radar until
1969, when the Women’s Football Association
was formed, but the FA was not directly
involved again until 1993, when the Women’s
Premier League was launched.

MAJOR COMPETITIONS
Since then women’s football has come on leaps and
bounds. Its growth has resulted in major competitions
being launched at both national and international levels,
including the FIFA Women’s World Cup and UEFA
Women’s Championship.

Nevertheless, as in other sports, women have
struggled for equal pay and opportunities. Television and
media coverage of women’s football remains limited, but
in spite of this popularity and participation levels have
continued to grow. According to the Women’s Sport and
Fitness Foundation, it’s now the top female team
participation sport in England. 

In 2011 the FA launched the Women’s Super
League, a semi-professional tournament played from
March to October. The highest league of women’s
football in England, it originally involved eight teams and

W

WOMEN’S FOOTBALL

BALL
As women’s football continues to

grow in popularity, Louise
Ramsay finds out what’s being

done to maintain the momentum
and what needs to change

WOMENon the
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IN SEASON

different in Germany to here,” he says. “I
was coaching a male team over there
and we overran, but we were kicked off
the pitch because it was time for the
women to train. That would never
happen in England - the women would
just have to wait. The attitude in
Germany helps women to feel very much
part of the environment.

“Trainers and coaches in women’s
football in Germany are also paid the
same as those in men’s football, whereas
here the wages aren’t comparable. Having
similar pay levels wouldn’t just help
standards to improve, it would improve
overall respect for women's football. 

“In fact, higher positions for women
generally in football would help, but
things are changing. Portugal’s Helena
Costa has just become the highest
profile female manager of a European
men’s team after being named head
coach of Clermont Foot in France. It can
only boost the reputation of women’s
place in football.”

Bob Fidler, country manager of
Reusch UK, is in no doubt that the future
of women’s football is bright: “The
expansion of the FA WSL to two
divisions means there’s more opportunity
for women to play at a higher level and
the fact major clubs in the men’s game
are investing in developing associated
teams in the women’s game is also
positive, as it brings more investment
and sponsorship opportunities.

“It’s also important clubs develop
youth teams, so there is more
opportunity for girls to play and be
coached at a high level. The standard of
international teams around the UK is also
improving and we are able to compete
with some of the more established
countries around the world. 

“We may still be behind some 
countries in terms of development of the
game and players, but we are catching up
fast.” 

happens to be one of the teams in the
WSL, that can’t happen now.”

Centre of Excellence status is
awarded to a football club under license
from the FA, which a club must have if it’s
to play in the WSL. “There are 32 centres
of excellence in Britain, but clearly there
are a lot more clubs than that,” Weaver
continues. “The theory is that if the club
you play for doesn’t have a Centre of
Excellence and you are very good, you
can join a nearby club that does have a
Centre of Excellence and play for them
instead. But it doesn’t work like that. 

“It isn’t just an issue of transport.
Young people in particular have strong
social and community connections to
their local club, which makes going
elsewhere less attractive. It also means
that clubs without a Centre of
Excellence can only play each other and
clubs with a Centre of Excellence can
only play each other. There aren’t
opportunities for all clubs to play each
other, as in men’s football. 

“Also, some clubs - Manchester
United, for instance - have a Centre of
Excellence, but don’t have a women’s
football team, which is a double blow for
women’s football.”

Weaver believes the introduction of
the WSL has meant less women playing
the sport, because they can’t see a clear
way to progress and that the growth of
women’s football has plateaued as a
result: “Spurs has excellent support for
girls. The age groups run from seniors
through to under-10s and it operates an
academy too. But if the FA wants
women’s football to take off, all the clubs
need to be able to play each other.”

DIFFERENT ATTITUDES
Chris Brazell coaches female footballers
for the Coerver Academy in England, but
has also worked extensively in men’s
football in Germany. “The attitude
towards women’s football is completely

“If the FA
wants

women’s
football to

take off, all the
clubs need to

be able to play
each other”

replaced the National Division of the
Women’s Premier League. 

In 2014 the FA added a second
division to the WSL, introducing a
further 10 teams to the league. There is
promotion and relegation between the
two divisions, but not yet down to the
WPL, which Glenn Weaver, chairman
of Tottenham Hotspur Ladies FC,
believes is detrimental to the game.

“We’ve had all this brilliant
interest and increase in participation
over the last 20 or so years, but the
way the FA’s restructured the
league is putting girls off,” he
explains. “The WPL had a
pyramid structure that gave
women playing at grass roots

level an opportunity to work their
way up to the top through their
local team. Unless your local team

The brand’s Match women’s line includes a team kit with a female cut for
added comfort, as well as 1/4 zip tops and tracksuits. 

All of Uhlsport’s other products - from shin guards to polo shirts - can
be worn by both sexes. 

The brand says it’s launching the range in response to the growth 
of women’s football, particularly at grass roots level and within clubs 
and schools. 
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WOMEN’S MATCH 
RANGE FROM UHLSPORT
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50G PROTEIN
DELITE BAR

AVAILABLE IN
YOGHURT,

TOFFEE AND
ALMOND
FLAVOUR

USN’S DELICIOUS
PROTEIN DELITE BARS

OFFER FITNESS
FANATICS A HEALTHY
SUPPLY OF PROTEIN. 

Containing up to 30g of
high quality protein, they
also provide you with an
advanced whey protein

isolate and have zero trans
fats. Available in boxes of

18. RRP: £44.82. 

For more information about
USN visit www.usn.co.uk. For

all trade enquiries call USN
on 0845 1800 556.

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

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

58 Follow us @SportsInsightUK

Football Profiles_News 1QX (lewis)  16/05/2014  15:12  Page 1



IN SEASON FOOTBALL

TROLLEY DASH
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1.  SPORTS SUPPORTS. SHOCK DOCTOR. SALES@HY-PRO.CO.UK
2. S175 SOFT SHELL JACKET. SPIRO. WWW.SPIROACTIVEWEAR.COM
3. SPIDERTECH TAPE. PATTERSON MEDICAL. 08448 730 035
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THE WORLD CUP IN BRAZIL
IS JUST AROUND THE
CORNER AND WITH HOME
NATION GOALKEEPER JULIO
CESAR WEARING AN
EXCLUSIVE DESIGN REUSCH
GLOVE, THE WAORANI PRO G2
LTD, IT’S SURE TO RECEIVE A
LOT OF EXPOSURE

UHLSPORT WOMEN’S 
MATCH TEAM KIT
FOR THE FIRST TIME UHLSPORT HAS INTRODUCED A
PRODUCT LINE THAT CONTAINS FEMALE CUT GARMENTS.

New for 2014 and available until 2016, the Match range includes
a female cut kit (shirt and shorts), 1/4 zip top and tracksuit. The
kit is available in a number of options, such as short or long
sleeved, and a range of seven colours. 

The Match print design covers the shirt from shoulder to
shoulder and has a consistent design with the 1/4 zip top and
tracksuit. Uhlsport’s female cut allows women to play with more
comfort. Sizes available: XS-XXL.

For more information call 08448 849861, email
sales@uhlsportuk.com or visit www.uhlsport.com/en

Alternatively, contact your local sales representatives:
Bob Ludlam: London and south east. Tel: 07973 394004.
Daniel Hume: north and Midlands. Tel: 07960 013475.  
Michael Morgan: Wales and south west. Tel: 07973 802986.
Eric Muir: Scotland. Tel: 07940 598779.
Brian Hutchinson: all Ireland. Tel: 07959 543835.

REUSCH
THE WORLD CUP IN BRAZIL IS JUST AROUND THE 
CORNER AND WITH HOME NATION GOALKEEPER 
JULIO CESAR WEARING AN EXCLUSIVE DESIGN REUSCH
GLOVE, THE WAORANI PRO G2 LTD, IT’S SURE TO 
RECEIVE A LOT OF EXPOSURE. 

In a specially designed colourway associated with Brazil 
and named after a tribe from the Amazon rainforest, the 
gloves worn by several goalkeepers at the tournament 
include some new features. 

The main one is Catch Control 2.0. Based on the lines of 
a natural fingerprint, the fingertips of the gloves feature a
special silicone pattern to provide extra grip.

For more details call Bob Fidler on 0161 439 4383 or email
reuschuk@btinternet.com
Twitter: @ReuschUK. Facebook: Reusch UK.
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Harrows 2014 collection features

a stunning line up of technically innovative

concepts, including I.C.E 90% tungstens.

CHECK OUT OUR

GREAT SUMMER

PROMOTION!
CALL:

01992 300300
EMAIL:

SALES@HARROWSDARTS.COM
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ne in three of all UK online
sales are now made via
mobile devices, while last
year saw a 138 per cent
increase in sales via

smartphones and tablets. These are the
startling revelations from the IMRG
Capgemini Quarterly Benchmarking
survey. The report also concluded that
sales via mobile devices are particularly
strong in the apparel sector.

“With an estimated 12 million tablet
devices sold in the UK alone last year and
70 per cent of UK consumers now owning
a smartphone, it is not surprising the
penetration of mobile commerce has
reached a third of the UK online retail
market,” Tina Spooner, IMRG’s chief
information officer, says. “With mobile and
tablets now accounting for almost four in
10 visits to e-retail websites and 27 per cent
of the UK online retail market, we expect
growth to continue throughout 2014.”

PERFECT STORM
A perfect storm has taken place where
smartphone and tablet ownership has
continued on its upward trajectory in
tandem with payment providers delivering
a number of new options, including in-app
purchasing, which has
become popular across
the retail sector.
Retailers are leveraging
the power mobile
platforms now offer
to connect with their
customers, no matter
their location.

“The consumer is
using smart
technology in the
form of smartphones
and tablet
computers in their
everyday lives and this
mobile boom has offered opportunities
and challenges to retailers,” Craig
McQueen, corporate account manager 
at NEC Display Solutions, says. 

“Mobile technology is paramount in the
future development of retail technology
and retailers must take steps to embrace
this trend. The opportunities lie in the
ability to offer a brand in a more accessible

O
way to a wider audience. It also allows the
full catalogue to be offered, rather than
relying on stock held in a variety of sizes.”

Simply having a mobile enabled
ecommerce presence is now not enough
to maintain market share and buoyant
sales, as today social media is a vital facet
of m-commerce.

According to Retail TouchPoints, an
online publishing network for retail
executives, social commerce is here to stay
in some form or another. While Facebook is
still a force, Twitter is gaining ground. Other
platforms - including Pinterest, Instagram
and Google+ - are also standouts. 

Retail TouchPoints says 66 per cent of
retailers now have a social commerce
strategy in place, up from 60 per cent in
2013 and 48.5 per cent in 2012. Additionally,
the percentage of retailers with no plans to
invest in a social commerce strategy halved
at just 11 per cent in 2014, down from 22 per
cent last year.

Many retailers are leveraging social
media across their businesses. What began
as a channel for engagement has become a
retail space too. Facebook may have over a
billion users, but no one is saying they are all
active buyers. The social channel is, though,
fundamental to the buying decision. The

recommendation economy
is alive and well. Retailers
and the brands they
support that maintain a
presence on the leading
social media networks will
gain high levels of brand
advocacy that is
communicated increasingly
via mobile device. It’s then
a fast and convenient step
to make a purchase.

What is important for
retailers to appreciate is
that mobile isn’t yet
another channel they must

support, but is the glue that binds their
ecommerce channel to their physical store.
The use of technologies such as Apple’s
iBeacons, for instance, is bringing these
spaces even closer together. Mobile then, is
a facilitator and not an end in itself.

In its report on mobile commerce,
market research company RSR stated:
‘Just as they did with early attempts to sell

their products on social media, retailers are
learning that the mobile space is more
about consumers arming themselves with
valuable content that helps them to make
the best choices to suit their lifestyle needs
than it is about transacting, although
consumers may choose to do that too. 

‘For consumers, mobile isn’t a
destination like a store or an ecommerce
site. Instead it’s both a way for them to
express themselves and to become more
independent. The challenge for retailers is
in how to participate in such a world in a
way that helps build loyalty to the brand
without being intrusive.’

The smartphone can be an effective
way to make a connection with a consumer,
hold their attention and make a sale. 

Paul Crutchley, strategic engagement
director at mobile operator network
GSMA, says: “Think about it, when were
you last without your smartphone or
tablet? These devices have become
integral to how we live our lives - they
store our contacts, pictures and emails,
allow us to pay for items and keep us
connected with the world around us. 

“Retailers need to think ahead and
look at how mobile devices will be used in
the next year and then the next five to 10
years to ensure they remain tuned into
customer expectations in an ever
changing digital world.”   

With smartphone and tablet ownership
continuing to grow, sports retailers that
want to remain vital in their marketplaces
must embrace m-commerce. Where
multiple consumer touchpoints are
possible, increasingly your customers will
choose to buy via their mobile devices.

INCREASING OPTIMISM
“With an increasing number of consumers
now using their mobile devices to browse
and compare products while in-store, it is
no surprise that mobile has become an
integral part of retailers’ multichannel
strategies,” Tina Spooner says.  

“Our latest survey results reveal an
increasing optimism among retailers
around their expectations of online sales
growth during 2014. While almost all
merchants surveyed said they expect to
see positive year on year sales growth, 42
per cent forecast sales growth to reach in
excess of 20 per cent.”

Omnichannel retailing is now the norm.
Increasingly though, m-commerce will
dominate or, at the very least, mobile
devices will continue to influence sales.
With 1.75 billion smartphones now in the
hands of consumers, are you ready?

As the love affair with digital mobile devices shows no 
sign of abating, how is the smartphone and tablet transforming

retail habits? Dave Howell reports

PALM COM

“It is not
surprising that
the penetration

of mobile
commerce has

reached a third
of the UK online
retail market”
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ACCOUNT
TABLETS NOW
MOBILE AND

FOR ALMOST

IN 10
FOUR

VISITS TO 
E-RETAIL
WEBSITES

BY THE
NUMBERS

■ 15-18 per cent of store 
sales will potentially be 

mobile influenced by 2016.
■ UK smartphone ownership 

will reach 80 per cent by 2016.
■ 66 per cent of retailers 

have a social commerce strategy.
■ 13 per cent of UK consumers 
currently own a tablet and that 

number is forecast to triple by 2016.
■ 60 per cent of smartphone users 

research product selection before purchasing.
■ 29 per cent of shoppers use their 

smartphones to compare prices.
■ 32 per cent of UK online sales were via mobile 

devices in Q4 2013, up from 27 per cent in the previous quarter.

Sources: Planet Retail, Deloitte Digital, Retail TouchPoints, 
Retail Systems Research, Omnico Research and IMRG.
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NOT JUST ANOTHER HOCKEY BRAND
REECEAUSTRALIA

Launched in Europe in 2007 Reece Australia has become synonymous with  high
quality and  distinctive styling.The Reece collection of playing kits,off field apparel and

sticks has been inspirationally designed ,and the origination of these designs  are a
reflection of  the rough and natural environment of the Australian outback.
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Much of the textile collection is ideal
for teams,featuring a wide range of
colours and  co ordinating ,eye catching
products,in sizes ranging from small
children to adults.Equally the product is
suitable as an individual purchase for
the player who just wants to look and
feel special.

A large range of hockey accessories
are also available, Gloves, shinguards,
sweatbands, hockey balls, plus many
more all available from stock. Hockey
Clubs who may be  looking for their own
specially designed kit need look no
further,as Reece Australia offers a
bespoke design service .Shirts are made
in high quality fabrics and can also
incorporate  club logos,sponsors logos
etc  into the shirt design as part of the
finished article. Reece, relatively
unknown in the UK ,is now developing
rapidly in Europe.2013 saw the brand

ADVERTORIAL

ll products are of a very
high technically quality and
are developed to perform to
the highest standards.All
products are tried and

tested by a number of Reece Australia’s
contracted players in Europe.The
uniqueness of the designs create a
“stand out from the crowd” feel about
the brand and a complete freshness and
originality which the field hockey
market hasn’t seen before.

Many products are “stock
lines”,especially the large Team wear
collection of kits, training and off field
wear.Also  many of  the vast array of
hockey sticks ,aimed at all levels and
abilities,are also held in stock.This offers
retailers the opportunity and advantage
of buying as and when  they need
product,and as little or as much as 
they require.

A
agree to supply the Czech Hockey
Federation.April 2014 also saw Reece
become the exclusive clothing partner to
The Royal Belgian Hockey

League(RBHL),and hot off the press
the National teams of Germany will be
kitted out in Reece products for the next
two Olympics,and Reece will replace
Adidas as the new partner and premium
supplier to the DHB,German Hockey
League in 2015.This is fantastic news for
Reece and will enable the brand to
develop and expand its business in
Europe and here in the UK.

Reece Australia is a subsidiary of the
Dutch Deventrade Group.Deventrade
own the successful Teamwear brand
Stanno and now with Reece can offer a
wide range of functional,specialist
Sportswear at excellent prices and
quality,to the Retail Trade.
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To contact us call 01332 378966 or email support.uk@stanno.com
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Under the

A sideways look at the world of independent retailing

According to my assistant Norman,
someone with my outmoded attitude 
to proactive retail strategy doesn’t
deserve to be in business and if things
are bad - which they are - I have only
myself to blame. 

Of course, he didn’t tell me this, but
blabbed it out to his wife Enid, who then
told my wife Doreen, who chose to
break the news just as I was about to
press the red button on that Spot The
Fake contest on the Antiques Road
Show and get a smile from Fiona Bruce.
Doreen has always known how to upset
a chap on his day off.

HORRIBLE
Anyway, Doreen said that Norman had
told Enid how he was always coming up
with ideas about how to modernise the
shop to meet the challenge of the
corporate merchandising interface and
how I either didn’t listen or could be really
horrible, particularly on Friday afternoons. 

“Enid says he woke her up only last
night with his sobbing,” Doreen said. “I
don’t know why you have to be so nasty.
Surely agreeing to just one of his ideas
can’t do any harm?”

Which, to cut short a long and
tedious story, is how we ended up going
on eBay. To be honest, I’d always
thought eBay was for sad anoraks trying
to sell their old Hornby trains and stamp
collections, but Norman said that since
this bloke in California started the whole
thing in 1995 in order to auction a
broken laser pen, there are now four
million new listings every day and the
business is worth £50 billion a year.

“People will buy
anything at crazy
prices,” Norman said.
“Did you know
someone paid
£200,000 for one of
Mrs Thatcher’s
handbags and a £5
note was bought by
an American for
£6.99? If we say all
that stuff we’ve got
in the basement is
retro or vintage, it
will be snapped up
in no time.”

He said a 10-year-old girl had even
put her granny on e-Bay, describing her
as someone who was annoying and
moaned a lot. Bidding reached £20,000
before the auction was closed for
breaking eBay’s sales policy.

Next thing I knew he’d brought in his
mates Dave and Wayne and they were
humping stuff up from the basement,
some of which hadn’t seen the
light of day since 1966. “Be
careful with those Jimmy
Greaves World Cup
shirts,” I said. “My 
dad bought half a
hundredweight on credit
and the swine didn’t
even play in the final.
We never supported
Tottenham again.”

Next to
emerge was a
box of leather
footballs. I
remembered
that when they
got wet it
was like
heading a
sandbag
and if the
lace caught
you in the
wrong
place you
knew
about it.
But they
were what 
you could call
footballs, not those
white plastic things with patterns on.

When Dave brought up some
wooden Christine Truman tennis racquets
and Johnny Leach table tennis bats, I
actually felt myself welling up a bit.

Those were the days, eh?
“We’ve got some
sporting history there,” I
said. “We’ve got rats,
too,” Norman replied.
“You should see what
they’ve done to those
green and silver shell
suits you said would
come back into fashion.”

Wayne said he’d had
an eBay account for
ages and that he’d just
sold a lawnmower: “It’ll
be the last time my
neighbour wakes me up

on a Sunday morning,” he explained.
Dave said they had only that morning
cleared out his granny’s flat, sorted out
all the good stuff and put it on eBay. “I
reckon she’ll be pretty fed up when she
gets back from bingo,” he added.

“A 10-year-old
girl put her

granny on e-Bay,
describing her as
someone who was

annoying and
moaned a lot”

CHLOROFORM
“Did I tell you my mother-in-law came
round the other day?” Wayne asked. “It’s
the last time I’ll buy cheap chloroform on
eBay. Only joking.” When we took a break
from sorting the stuff to have a brew and a
jammy dodger, Dave said his uncle had
been a very keen eBay trader until he
recently died: “The truth was he had a
pretty boring life until the last minute. That
was really exciting, with plenty of watchers.

“He did some pretty good deals.
Probably the best was selling the same
homing pigeon to 24 different people.”

We were just about to go through all
the eBay rigmarole when Norman
remembered he had a mate who would
probably take our stuff for a tenner and
clean out the basement for nothing. And
so he did. How was I to know he sold
retro sports gear to America and that
Norman would make enough from his 
50 per cent cut to take Enid to
CenterParcs for the weekend?

But at least I’ve learned something
from the experience. I’m advertising in 
the local paper for a racing pigeon.

Counter
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