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Import Services leads the way in sports 
retail distribution. Please contact: 

Mike Thomas, Client Services Director: 

01489 799500

www.importservices.co.uk

Looking for a logistics specialist to handle high volume order processing, pre-retail, UK 
and European distribution? Here in Southampton close to the container port, PIC & PAC 
are on-hand, night and day to pick what you need, scan it and pack for despatch.  

PIC & PAC are part of Import Services’ reliable team; linked to our state-of-the-art online 
monitoring system. This means you can track your orders to successful delivery 24:7, 
safe in the knowledge PIC & PAC work at an industry leading level of accuracy. 

So if you manufacture or distribute sports products for retail and your customers’ 
order a hundred golf clubs or even a single riding hat, you definitely need PIC & PAC!

NEED SPORTS RETAIL LOGISTICS?
IT’S GAME ON WITH PIC & PAC!



Rucanor NOS Shop-in-shop: 
your solution for ‘lost sales’
Do customers with a strong buying intention leave your shop because 
they can’t fi nd what they need? Research shows that recouping ‘lost sales’ 
could increase your turnover 30% to 40%. With the Rucanor Never Out 
of Stock (NOS) shop-in-shop concept we offer you the solution. Including 
‘automatic sales power’ and effective stock control. More information? 
Call Rucanor Sports 0845-230 0147 or mail uk@rucanor.com
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Innovative and comprehensive range of specialist mini
tennis, badminton, multisport, early years and inclusive
equipment.

The original portable net systems, made in the UK since
1992 . So robust that most are still in active service - with
a repair service to keep them that way. 

And new products. We're constantly designing, 
re-designing, developing and testing. Check out this
season's Sma-a-artlines, our new patented flexible court
marking system. Or Fishing Nets. Or Happy Faces.

To find out more, call or email us. We'd love to hear from
you. Or find us at www.zsig.com.

Zsig is a supplier to the LTA, the Tennis Foundation, the ITF and tenniscoachUK.

creative coaching equipment
t. 0161 484 5000   e. info@zsig.com   www.zsig.com
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ECOMMERCE

It was in 1985 that Mike Tyson made his
professional debut, knocking out Hector
Mercedes in the first round, and the
unseeded Boris Becker won Wimbledon at
the age of 17. 

During the same year, an event that would
change the world went relatively unnoticed -
the very first dotcom internet domain,
symbolic.com, was registered. Today nearly
200million domains are registered across the
globe and 1.6billion people, or 26 per cent of
the world’s population, use the internet for a
variety of activities. 

The NPD Group takes a 
look at online retail trends
in the GB sports market



Access
From being inexistent 25 years ago,
the internet is now a component of
many people’s everyday life and,
according to Eurostat, the statistical
office of the European Union, 77
per cent of households in the UK
had internet access in 2009. As a
result, an online presence for every
business seems virtually
unavoidable to advertise and/or
directly sell products.

UK consumers bought more on
the internet than anywhere else in
Europe in 2009, according to the
Centre for Retail Research. £38billion
was spent online in the UK last year,
which represents 9.5 per cent of UK
retail trade and growth of 12 per cent
compared to 2008.  

Are consumers showing the
same enthusiasm for buying sports
footwear and apparel online in the
GB market?

Purchases online represented 14

per cent of total sales in the sports
market in GB in 2009, compared to
11 per cent in 2008, according to
NPD’s online consumer panel. How
can this success be explained? No
travelling to the store, no queuing
and no restrictive opening hours to
worry about are some of the reasons
that come to mind. Buying online
means avoiding busy town centres
and crowded shopping centres,
while a few clicks of the mouse
confirms your order, and the goods
are shipped to your home or work
address in a matter of days.  

People are changing their
purchasing habits in favour of
shopping online because it’s
convenient, and the sports industry,
like many other industries, has taken
advantage of this. The UK population
is one of the most web active
populations in Europe - over 60 per
cent of the adult population purchased
goods or services over the internet in
2009, according to Eurostat. 

Within the sports market, the
success of online retailing seems to
explain falling mail order sales,
which declined by 19 per cent in
2009. The internet has transformed
businesses - Littlewoods is a perfect
illustration of this - with mail order
companies looking to the internet
for growth. 

Littlewoods has moved a
substantial part of it business online,
and this transition shows convincing
results for the company in the sports
market. It was a market leader in
2009 among both mail order
companies and online retailers. 

Cost consideration
Part of the success of internet
retailing is attributed to the recession,
and to the fact that it is cheaper for
consumers to buy online. Is buying
sports footwear and apparel online
cost-effective? Consumers seem to
think so. When asked: “Why have
you chosen this retailer?”, “price”
was the answer that came first
among online buyers, while “store
location” was the most popular
answer among offline buyers. 

Interestingly, when we look at
the average selling price of sports
footwear and apparel items,
in many instances buying
online is more expensive
than in a bricks-and-
mortar retail store.
Furthermore, the

proportion of items on promotion
online is the same as within retail
stores. So buying online because it is
cheaper seems to be more of a
perception than a reality.  

The internet enables consumers
to have access to a vast array of
websites and comparable products.
With the presence of Ebay, Amazon
and Littlewoods, the competition is
particularly fierce for the likes of JD,
JJB and Sports Direct. Whereas they
account for more than 50 per cent of
market share offline, JD, JJB and
Sports Direct reached only 17 per
cent of online market share in 2009. 

An online presence for traditional
retailers is essential since consumers
are changing their purchasing habits,
but this presence is also important for
their bricks-and-mortar stores, since
many shoppers research product
information online before buying on
the high street.

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

si

BELOW: In many
instances, buying online
is more expensive than
in a bricks-and-mortar
retail store
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WHAT’S NEWS Send your news stories to the Sports Insight news desk at
siedit@partridgeltd.co.uk or call 01273 748675

ALL THE VERY LATEST IN THE SPORTS INDUSTRY...
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FIRST THE GOOD NEWS…
In encouraging news for the UK sports & leisurewear industry,
161 of the top 626 companies in the market are growing at
more than 10 per cent per annum and making healthy profits. 

However, according to industry analyst Plimsoll, while many
of these companies are leading a sustainable recovery, there are
other businesses whose headline grabbing sales growth masks
falling profits.

David Pattison, senior analyst and author of the new
Plimsoll Analysis, explains: “Firstly, it makes a nice change to
have some positive news to report. 161 growing, increasingly
profitable companies have either tapped into new, fast growing
revenue streams or are just the best performers in the old ones.
Anyone struggling to make the most of the recovery should
look at these companies and ask themselves: ‘What do these
guys sell, make or do differently to me?’.”

However, Pattison says there are 72 companies achieving
eye-catching sales growth, but their profitability tells a different
story. “Essentially there are two types of growth in the market -
good vs bad,” he explains. “72 companies have achieved over
10 per cent sales growth, but in doing so have seen their profit
margin collapse. They are simply overtrading. 

“The accolades of growth are all well and good, but the
bills need paying too. More worrying, seven of these companies
have been loss making for two years - even with double digit
sales growth, I doubt they will make it to a third.”

On the subject of companies getting it wrong at both ends
of the scale, Pattison offers this warning: “While the market
continues to recover and the 161 top performers show the way,
there are 146 companies facing a very bleak future indeed.
Losing sales, profits and probably most of their remaining
options, these companies have been rated as ‘Danger’ in our
report. Time is running out and only a takeover or a rapid
turnaround is likely to redeem their situation.”

Readers are entitled to £50 off the new Plimsoll Industry
Analysis - Sports & Leisure Wear report. Call 01642 626400 for
further details and quote reference PR/CT70. 

Sports Direct has withdrawn its offer to buy Blacks because of
indications that some key brands would not supply the outdoor
retailer if the Mike Ashley-owned chain’s bid for the company was
successful.

A statement from Sports Direct issued on March 31 said that: ‘In
view of the importance of this matter and in order for Sports Direct
to determine the level of any increased offer, Sports Direct
requested confirmation of, and the details underlying, any supplier
indications to Blacks.’

The statement went on to say that the Blacks board has neither
provided this information nor denied its existence, and without
clarification in relation to this issue Sports Direct has been unable to
finalise its views on the value of any potential offer.

Blacks described Sports Direct’s interest in the company as “An
unwelcome distraction” and said the board was pleased “this
period of uncertainty has come to an end”.

Blacks now plans the implementation of a fundraising, which it
considers: “To be in the best interest of all shareholders.”

SPORTS DIRECT
WITHDRAWS BLACKS BID

SIGNIFICANT SALES GROWTH
FOR SWEATBAND.COM
Sweatband.com has reported a 60 per cent increase in sales for
February 2010.

The multi-channel retailer’s recession busting growth on
February 2009 has meant the company has had to move to
significantly larger warehouse premises. 

The new facility in Lancing, West Sussex is 300 per cent bigger
in terms of square footage than Sweatband.com’s previous
premises. Sweatband.com is also outsourcing its ecommerce
management to sister
company, Neutron Logistics.  

“This is an exciting and
crucial move,” says 
Maz Darvish, CEO of
Sweatband.com. “By taking
on larger premises and
improving business efficiency,
we’re building a solid
foundation from which we
can manage the accelerated
growth that’s forecast. 

“And by continuing 
to employ our own staff 
on site, we will ensure
we’re able to continue to
honour our ‘low price, high
quality service’ promise.”

Maz Darvish: “This is an
exciting and crucial move

for Sweatband.com”



09www.sports-insight.co.uk

“Their style of football...I think Barcelona are thinking of copying the style.”
Rafa Benitez mocks Blackburn Rovers

…Puma and Genesis Sports will remain Coventry City FC’s official supplier and
licensee of replica merchandise for the next five years…Puma and Genesis Sports
have also agreed a three-year deal with Preston North End FC to become its
official licensee of replica merchandise…Dunlop has confirmed a new partnership
with Nikolay Davydenko for racquets, clothing and accessories. The partnership will also see Davydenko
endorse Dunlop’s D-Squad junior talent identification programme…The Football League has agreed a new
three-year title sponsorship with energy provider npower. From the beginning of the 2010/11 season, The
League’s flagship competition will be called the npower Football League, with its three divisions being called
the npower Championship, npower League 1 and npower League 2. As part of the new agreement, each of
The League’s 72 clubs will receive a grant from the npower Charity Fund for a bespoke community initiative
in their local area. Fans will also be rewarded for switching their gas and/or electricity supply to
npower…Molten has been appointed official ball supplier to British Colleges Sport, the national
organisation for further education sport in the UK, representing 270 colleges nationwide. Under the terms of
the three-year deal, Molten will supply BCS with a range of balls for its basketball, football, netball and
volleyball programmes…adidas and the National Basketball Association have announced an extension of
their global partnership, giving adidas exclusive rights to all apparel in Europe beginning with the 2010-11
NBA season. The products will be available from October 1…Francesca Halsall, the 100m freestyle world
silver medallist and 4x100m medley relay European champion, has signed a sponsorship agreement with
Arena through to the 2012 Olympic Games. She will be involved in advertising campaigns and
communication activities in the lead-up to London 2012..Fernando Verdasco has joined Dunlop as a brand
ambassador. The 26-year-old Spaniard has signed an international contract for racquets, strings and
accessories, while also agreeing to play a key role endorsing D-Squad, Dunlop’s junior talent identification
programme…Stuart Broad has become an adidas ambassador. Broad will use the new adidas cricket
hardware range, including the Libro cricket bat. He will also wear the Twenty2 Yards Mid bowling boot that
he has worked with adidas to develop…

AQUA SPHERE TO DISTRIBUTE
AQUA LUNG IN UK AND IRELAND
Aqua Lung International, the largest scuba diving company in the world, has reorganised the
distribution of its Aqua Lung products in the UK and Ireland by handing full responsibility for the
portfolio to Aqua Sphere UK.  

According to Aqua Sphere, this decision recognises the significant year-on-year sales increases
achieved by the UK team and pays testimony to its customer handling efficiency within the swim,
scuba and snorkelling markets.      

Aqua Sphere says it’s delighted with the reorganisation and its immediate focus is to showcase
the high quality range of Aqua Lung Sport masks, fins and snorkels, available to pre-order now for
June delivery.  

Sponsorship
News

Sportswear
International Ltd, a
school uniform and
sportswear
manufacturer, has
announced a
£750,000
investment in the
company, including
a move to new
premises. 

The new
combined offices
and warehouse are

located in a 38,000sq ft distribution centre at
Preston Brook in Cheshire.

“With rumours in the industry regarding
trading problems for our competitors, we are

bucking the trend and concentrating on our
continued growth by creating new jobs and
moving into this purpose-built centre,” says SWI
managing director, Kirk Robertson.

“It’s a team effort and we attribute steady
company expansion over the past 10 years to the
fact that we design and deliver quality garments
to budget, and on time, to over 1,000 schools and
colleges nationwide.

“These new premises mean we now have all
of our facilities under one roof, having previously
had three separate warehouse locations. The
investment of over three quarters of a million
pounds in our new offices, IT systems and
warehouse layout means our handling and
distribution of stock will be greatly improved. All
this is aimed at making our already industry
leading supply levels even better.”

SCHOOL SPORTSWEAR FIRM MAKES
£750K INVESTMENT IN FUTURE
Kirk Robertson:
“We are bucking
the trend”
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WHAT’S NEWS Send your news stories to the Sports Insight news desk at
siedit@partridgeltd.co.uk or call 01273 748675

ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

...Mizuno has appointed sports agency Fast
Track as its new UK and European press office
partner…The Competition Commission has
cleared Sports Direct’s acquisition of 31 stores

from JJB Sports. In its final report, the CC has ruled that it does not
expect the acquisitions to lead to a substantial lessening of
competition, nor any adverse effects for customers… 

Sports 
Shorts

HIGH STREET
DECLINE CONTINUES
One in five shops stand empty across town centres in Kent, the
Midlands and the north east, according to the latest Local Data
Company report. 

Vacancies have continued to increase over the past six
months. According to data collected between July and December
2009, 12.4 per cent of shops stand empty across Great Britain, an
increase of 25 per cent over the previous figure of 10 per cent of
vacancies from June 2009. The first half of 2009 saw vacancies
increase by 100 per cent.

Of the country’s large retail centres, Wolverhampton has
been hit the worst. Enoch Powell’s former constituency, where
Bank of England chief Mervyn King studied at grammar school,
has 23.9 per cent of its shops standing empty. 

Bradford, Middlesbrough and Sheffield follow closely
behind, while Margate tops the table of medium-sized centres,
with 27.2 per cent of shops empty.

Central London has held up well, staying around the national
average, while centres on the outskirts of the capital - around
Uxbridge and Essex - have dipped below 10 per cent. 

According to LDC’s survey of over 700 town centres, overall
shop vacancy has nearly doubled in England and Wales since the
end of 2008. 

FESI IN LEGAL CHALLENGE
OF EU’S EXTENSION OF
FOOTWEAR DUTIES
The Federation of The European Sporting Goods Industry has
launched a legal action at the European General Court to challenge
the extension of the anti-dumping duties on imports of leather
footwear made in Vietnam and China.

FESI believes the EU’s decision to extend the duties for a
further 15 months in December 2009 was based on an
inappropriate investigation and a flawed analysis of the facts, 
and says the measures only succeed in hurting European businesses
and consumers.

“The decision to go ahead with this action has only been taken
after long and careful consideration, it is not something we do
lightly,” says Horst Widmann, president of FESI. “However, we feel
passionately that these measures hurt our European businesses and
end up taking money out of consumers’ pockets.

“We have taken this case to court not only because we firmly
believe these duties are unjustified, but also because it is clear to us
that the European Commission is ignoring the basic economic
realities of the footwear business.”

Since the anti-dumping duties on leather footwear imports
were introduced in 2006, FESI estimates they’ve cost European
footwear businesses one billion euros in duties.

ISRA held one of its ‘mid-term’ meetings on April 14. The
meetings prove very popular with this compact group and give
retailers the opportunity to discuss issues in the trade, identify
trends and work on group projects. 

One of these projects is the work of streamlining ISRA’s
group purchasing, reducing the number of suppliers to each
product category and working with a smaller number of
suppliers to achieve better results for both supplier and retailer.

"ISRA has the ability to go factory direct with a lot of
products,” says Tom Foley of ISRA. “We have done this in the
past and continue to do so whenever necessary, but we prefer to
work with our existing supplier partners.

“This way we can achieve the results we are looking for, but
at the same time offer the supplier a higher level of turnover
with group members. Suppliers who have embraced this idea do
well with the group. It is something we will be working further
on over the coming months."

The ISRA show takes place on July 12-13 at The Heritage
Hotel and Golf resort. The show is expected to be oversubscribed
again, with suppliers finding the format of the show and the
work ethic of members during the show hugely productive.

The show begins the day after the World Cup final, and 
ISRA plans to hold a special evening on Sunday the 11th to 
mark the occasion.

ISRA is also working on a new central billing system to
handle the increasing number of suppliers coming online. The
new system will create a paperless office, offering time savings
to all involved. ISRA hopes to have the new system live well in
advance of the July show.

www.isra.ie

Independant Sports 
Retailers Alliance
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“His movement for his goal was unbelievable, he was at the right place at the right
time. I think he will play until he is 51. That is in two years.”

Avram Grant on Kanu, Portsmouth’s 33-year-old striker

…Greg Clarke, the former chief executive of
Cable & Wireless Communications, has been
appointed by the board of The Football
League to succeed Lord Mawhinney as its

chairman… Charles Willis has joined Hi-Tec as outdoor creative
director. Willis was previously group vice president - creative director at
Merrell…Colin Tranter has retired as a director of JJB Sports and has
left the company with immediate effect. Keith Jones, the company’s
CEO, has taken personal responsibility for retail and product in the
short term…STAG has appointed Sara Coyle as marketing executive.
Coyle joins STAG from Hi-Tec, where she worked in the own label
division as national account manager…

Transfer 
Market

ROCKPORT BECOMES 
STAG SUPPLIER

Small business bosses have pumped in
up to £16billion of their own personal
savings to get their companies through
the past year, according to new research.

The second DNA of an Entrepreneur
study, from specialist insurer Hiscox,
provides a detailed account of the
personal toll that the economic
downturn has taken on the country’s
small business owners.

One in five small and medium-sized enterprise (SME) bosses took
the decision to invest, on average, £17,030 of their own savings,
while one in three slashed their own salary to increase cash flow.

At the start of the recession 76 per cent of SME bosses believed
they would survive unscathed. The reality, according to the Hiscox
research, is they have faced more than financial turmoil:
� 33 per cent increased their working hours by, on average, 12.5

hours a week.
� 10 per cent worked over 50 hours a week to keep their

businesses afloat.
� 38 per cent have suffered from stress and 24 per cent have

been unable to sleep due to worrying about their businesses.
� 13 per cent have seen their marriages suffer. 
SME owners made sacrifices to protect their staff as well as their
businesses - while 34 per cent cut their own salary, just 10 per
cent cut the salaries of their senior staff. 

“SME bosses have been the unsung heroes of the recession,”
says Alan Thomas, small business expert at Hiscox. “They have
made enormous sacrifices and taken significant personal and
financial risks to pull their businesses through the last two years. 

“Their positive outlook for the year ahead is testament to
the resilience of UK entrepreneurs, and with 25 per cent
planning to expand in 2010 they are doing their bit to help lead
the UK’s recovery.”

RECESSION TAKES PERSONAL TOLL 

Alan Thomas: “SME bosses
have been the unsung heroes
of the recession”

Rockport has joined STAG as a supplier.
The company was the first to use advanced materials and

technologies in casual and dress shoes. In 2006 Rockport was acquired
by adidas, which further enhanced the brand by providing access to
more technologies and driving its commitment to innovation and style.

Phil Chester of Rockport says: “We are looking forward to
developing a strong and rewarding partnership with the STAG buying
group and its members.”

Ricky Chandler, managing director of STAG, says: “To add a
leading footwear brand such as Rockport to our portfolio of suppliers
is phenomenal. Rockport has agreed to preferential terms for all of
our STAG members.”
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The Swimsafe Floatsuit is the only floatsuit in the world with a unique foam ring
around the neck that prevents children tipping over while swimming. Removable
flexible floats at the front and back enable children to swim and play
comfortably, both in and out of the water. 

It is dangerous when children get out of the
water and take off whatever aid they are

wearing, and then accidentally fall back
in. The reinforced back zipper means

children
cannot
take the

Swimsafe Floatsuit off
without help, and are happy 

to play in it all day.
The uv50+ clothing is made from

the highest quality nyon/lycra, which is
colourfast to chlorinated water and block
out 97.5 per cent of the sun’s rays.

The pool toy range consists of
unique styled dive games, ride-ons 
and even underwater skateboards -
must haves for those fun-filled, 

family holidays.
All for immediate delivery 

in great colours, great prices and
no minimums.
Visit www.jakabel.com or 

call Josu on 07957 541406
or 020 8715 2385 for 
more details.

Jakabel floatsuits, sunsuits, wetsuits and pool toys
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Caribee - a breath of fresh air
Spring is finally here, and Caribee is delighted to introduce two new
products to its range.

The Halo Cycle backpack is ideal for people on the move. It has a
pocket to carry your bike helmet. It is also hydration compatible with a
two-litre capacity. SSP: £45.

The Caribee Aqua Pack 2 Litre Hydration Pack includes a two-litre
TPU hydration bladder with screw cap filling port, a unique rear zip
insulated hydration sleeve, twin shoulder duct hydration exit holes and
audio pocket with cord port. Great value retailing at £29.99.
For more information on becoming a Caribee stockist call Jacquie
Sandison on 0131 554 5555 or email jacquie@brandagility.co.uk.

KIT stop
Essential stock for your shop
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GFORCE performance apparel
GFORCE performance apparel is a cutting-edge brand developed by
Gymphlex Ltd, a company that has over 70 years of experience in
producing high quality, industry leading sportswear for the school,
university and club markets.

GFORCE has recognised the demand for high performance technical
fabrics, combined with modern designs and pioneering flexibility in
customer service, and now boasts one of the widest collections of
multisport apparel in the market, catering for all the major UK sports. 

GFORCE offers the opportunity to create a truly professional look by
making available all its classic designs across the whole of its teamwear
range. By stocking one of the largest colour libraries in the industry, with
minimums as low as 15 and lead times of six-eight weeks, GFORCE’s aim
is to provide customers with technical, high performance custom
teamwear that makes them stand out above the rest.
For more information on the GFORCE range call the sales team on
01507 523243 or visit www.gforcesportswear.co.uk.
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Natural runners tend to forefoot strike
Research shows 88 per cent of habitually unshod Kenyans 
run with a forefoot strike (FFS); 75 per cent of habitually 
unshod Americans do the same.

Shod runners heel strike
The same research shows 100 per cent of shod Americans heel strike
(HS); 29 per cent of recently shod Kenyans do the same.

Impact loads increase when heel striking
The rate of loading of the majority of barefoot FFS 
runners was approximately half those of shod HS runners.

Important information:
The average rate of loading in barefoot FFS runners is seven 
times lower than in habitually shod runners who HS when barefoot.

This highlights a learning effect and indicates the requirement 
for a sensible transition period if accustomed to running in shoes.
For more information visit 
www.primallifestyle.com/barefoot-conditioning.

Fivefingers physiological facts
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PRODUCT PROFILEPRODUCT FOCUS

Martin Newton, sales and marketing
manager at Aqua Sphere UK, talks us
through the offering.

Can you give us some
background on the brand? 
Aqua Sphere was launched in the mid-1990s
as a division of the diving industry leader,
Aqua Lung. Since inception, Aqua Sphere
has been committed to designing the most
innovative and high quality eye protection
possible for all swimmers, enabling them to
feel safe and comfortable in the water.

Groundbreaking innovations include
the Seal, the first swim mask to feature
180-degree vision, and the Kaiman, the
first panoramic goggle. Our focus on
innovation has proved very successful
and over the years we have systematically
expanded our portfolio to include
performance swimwear, Ironman triathlon
wetsuits and the whole gamut of swim
accessories, including aqua aerobics kit.  

Today Aqua Sphere is the fastest
growing brand in UK swimming and this
year we are set to increase our UK
turnover by more than 30 per cent as we
take over full responsibility for the Aqua
Lung range. This means that now there is
one single easy-access resource for one
of the world’s leading swim brands and
the world’s premium snorkel brand. The
UK team is delighted with this accolade
and our first priority is to showcase Aqua
Lung Sport masks, fins and snorkels,
which are a superb addition to the stable.

Aqua Sphere 

partnership with Great Swim and our product
association with TV shows. 

Our UK and ROI salesforce is excellent 
and they really understand what it takes to make
swimming simple for retailers. To keep things
fresh, we regularly devise interesting new
marketing initiatives, and our latest interactive
Swim Challenge (www.swimchallenge.org) is
designed to encourage more people into the
pool to raise money for cancer charities. This
is being promoted via a range of social
marketing activities as well as on posters in
pools, so we understand the importance of 
using all the marketing tools possible to 
convey our brand values.  

What is the most effective way 
a retailer can market the range?
Our sales team is always keen to inform
retailers and frequently conduct staff training
on the innovation that underpins our
portfolio. Once a retailer understands our
features and benefits they find it easy to
convey these to customers, which is of course
the best form of marketing.  

Our product range caters for a wide
variety of swimmers, so it’s vital we make
sure retailers understand all of our
technologies so that they can confidently
assist customers in making an informed
choice. Point of sale and product stickers
have also been invaluable in conveying our
‘Which? Best Buy’ status and celebrating our
product placement on ITV’s I’m A Celebrity
Get Me Out of Here!, so retailers are
encouraged to ensure these are clearly visible.  

For more information call 01254 692200 
or visit www.aquasphereswim.co.uk. 

si

Key features and benefits 
As stated, we offer everything for pool and
open water swimming, and our products
feature the latest innovations and top
quality materials. Our mantra is ‘Long
Lasting Comfort’ and all our aquatic
eyewear, swimwear, tri wetsuits and
accessories are designed to allow the
swimmer, whatever his or her capability or
personal goal, to enjoy the water for longer.

The fact that we can now offer a single
resource for quality swimming kit and
snorkelling products is bound to be of
further benefit for retailers and save them
valuable time when ordering. We
understand the water and can offer retailers
exceptional advice and support regarding
product selection to maximise sales,
whatever their size of space.

Why has the brand sold so well?
Our products are of the highest quality and
represent superb value for money. We
communicate our brand values effectively,
and once people try our products they are
quick to recommend us. Our customer
service team is approachable, friendly and,
above all, knowledgeable. We can turn
deliveries around in 24 hours and work
very hard at keeping things as simple as
possible for the retailer.  

Who is Aqua Sphere aimed at? 
Fitness swimming is our focus, but Aqua
Sphere is for everyone - from kids and
recreational swimmers through to top
triathletes. We are continually expanding
our range with strategic new developments
to enhance our portfolio. 

For example, this year sees the
introduction of the new Vista Junior goggle
for kids and the Vista Lady for women,
which builds on the phenomenal success of
the Vista goggle. We were quick to see a
gap in the market for women specific
aquatic eyewear, which takes into account
the specific contours of the female face, and
we expect to do well with this and the new
Kayenne Lady goggle in 2010. We are
always looking ahead and our aim is to
improve everyone’s experience in the water. 

How is the brand marketed? 
We have a very strong integrated PR
presence. We invest in strategic
advertising across triathlon and
fitness/lifestyle media and also benefit
from TV exposure in conjunction with our
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PEOPLE

However, given this was a relatively
untried route to market there was very
little experience and knowledge amongst
the corporate world about what it took to
create such an impactful campaign. This is
where Beyond Sport comes in. By
marrying the corporate world with the best
practitioners from across the globe who
are actually on the ground delivering these
projects, we could create a mutually
beneficial relationship.

What are its primary aims?
The primary aim of Beyond Sport is to
act as an umbrella organisation that
supports, develops and funds sport’s role
in driving forward social change. We
want to elevate the debate around the
subject matter and engage the media to
shine more of a spotlight on what can be
achieved, get more companies engaged
in using sport to affect the communities
around them and raise the standard on
the level of best practice in this usage. 

How does it attempt 
to achieve these aims?
The network that we have created since we
began in 2008 is central to delivering on
these aims. By colliding those who use
sport as a vehicle to create social impact
with influencers from the world of
business, government and federations
whose attitudes and decisions can have
substantial impact, we can meet our goals. 

The Beyond Sport Awards programme
and the interaction that is achieved at the
Beyond Sport Summit are the platforms
through which this network can engage
and grow. Last year Beyond Sport, through
its grant-giving partner the Global Sport
Foundation, distributed $1million in funds
and consulting to six award-winning
projects from across the world. Everything
we do is built around the awards, as they

are the best tangible examples of
sport’s influence and impact. Each

year we fly representatives from
all the nominated projects on

the awards shortlist to the
summit so that we can bring
together all the best
practitioners from sport-
based development
projects in one room at
the same time to learn
from each other and
evolve their work. Last
year’s event in London
was attended by over 500

high-level representatives

from across this space and in 2010 we are
taking the event to Chicago between
September 29-30, where we will continue
to grow the network and engage with more
people and more organisations.

Success stories so far?
All of our award winners are success
stories as they represent the best practice
case studies of the tangible effect that
sport can have on communities and the
social issues they are dealing with.
However, Beyond Sport is about much
more than just funding and supporting
these winners. One of the things we are
most proud of is when two organisations
meet and begin a mutually beneficial
partnership through Beyond Sport. There
were numerous examples of this
happening at the Beyond Sport Summit
and we are proud to have been able to
make that kind of impact. 

Can you tell us about some of the
ambassadors and partners
involved with Beyond Sport?
We have had fantastic support from a
number of high profile ambassadors from
across the world who have aligned
themselves to our work. They are there to
spread the message. High-profile political
figures, sporting heroes and social
entrepreneurs, they are united by their
commitment to the Beyond Sport mission.
Outside of this, we have also secured
Barclays Spaces for Sports, United
Airlines and TIME International as our
partners - very real proof that the
commercial world recognises sport’s value
as a tool for social change.

How do people or organisations
get involved in Beyond Sport?
By either entering their work in the
Beyond Sport Awards or attending the
Beyond Sport Summit in Chicago to
broaden their knowledge of how sport
can be used to effect change. Or even
simply by logging onto our website and
engaging with the hundreds of projects
and organisations from across the world
who are already living and breathing this
work day in and day out.

For more information visit
www.beyondsport.org.

si

Movers & Shakers
Nick Keller, founder of Beyond Sport

Can you tell us about 
the Beyond Sport initiative?
Beyond Sport is a global organisation that
promotes, develops and funds the use of
sport to create positive social change
across the world. We do this primarily in
three ways. Firstly, through the Beyond
Sport Awards, which provide support
worth $1million annually to projects that
use sport to address issues within their
communities, and, secondly, via the
Beyond Sport Summit,  an annual event
that brings together the best sport-led
social innovators with business, sporting
and political leaders of substantial
influence. Third and finally, we have set
up Beyond Sport World, an online
networking platform that allows any
organisation across the globe involved in
sport and development to promote their
activities and connect with each other.

What inspired you to set it up?
The idea began from a realisation that the
way businesses were approaching their
investment in sport was changing. No
longer were marketing budgets being
assigned to sport from the sole basis of
providing a fiscal return on investment. It
had become more about portraying the
social values of the brand concerned.
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As a successful swimwear and

accessory manufacturer for many years,

Fashy decided to design and market a

compact range dedicated to both

training and competitive swimming.

The experience and success of Nicole

Hetzer, an Olympic medallist, was

instrumental in achieving a successful

launch of the Aquafeel range in both

Germany and Austria in 2009.

All the swimwear has been

manufactured according to Oeko-Tex

Standard 100. The textiles used are

water repellent and chlorine resistant.

Various styles and designs have been

made  to suit every individuals needs.

The goggle range has been designed 

for both comfort and fit for sustained

training sessions and performance

during competition.

Swimming caps have satisfied the

criteria of both an Hydrodynamic design

to reduce drag and lining to prevent

‘crawl-up’. All are made of silicone and

have proved to be comfortable and

longlasting.

Pool side shoes were a must-have.

The Aquafeel sandals are anatomically

designed for comfort, have a 

slip-resistant sole ( certified by TUV) 

and are sanitised to protect from fungal

infections. Using an ultralight material

they will even float.

All other accessories have been selected

to be the best.

We are able to deliver small orders

direct from our warehouse in Germany.

Aquafeel
192 Alma Road,
Bournemouth
Dorset, BH9 1AJ

Tel……..01202 515251
Fax…….01202 531409
Email….sales@fashy.co.uk
Web…...www.aqua-feel.de



BUYER
What was your first job in retail?
This one. I was a teacher and athlete
mentor with the Youth Sport Trust
before, so with no experience decided to
get involved in my own business. You
have got to start somewhere, so why not
with your own shop? Luckily my
partner has lots of experience, so we
were not total novices.

How long have you been a buyer?
A little over one year, so I continue to
learn. That said, I have been a consumer
for many years, so buying on a personal
level for my own sport. This in itself has
proved to be invaluable experience. 

Describe the shop you work for
Accelerate is an independent running
store in Sheffield with 2,000sq ft of
selling space. We are in an old bank,
which creates a fantastic shopping and
work environment. We pride ourselves
on customer service and offer a unique
gait analysis, looking at all phases of the
individual’s running style. 

We have been open just over a year
now and all is going well, with a high
percentage of returning customers and

recommendations. As well as

the bricks and
mortar, we have a big orange marquee
we take to events - anything from
Adventure Races and fell races to local
10K and half marathons. We also have a
growing online business. So from a
buying point of view I am very much
kept on my toes balancing the differing
sales channels that we have.

We have been described as a unique
specialist retailer in the way we have
combined the differing elements of
running, but then we’re based in
Sheffield and on the edge of the Peak
District National Park.

What is your role in the business? 
I am one of the directors, and being
involved in a small, growing business
means I get to do everything.
Commercially, my main role is as the
clothes and equipment buyer. I also look
after the needs of teams, schools and clubs
- this can be quite a challenge as there
have been a number of unusual requests.

I also work the shop floor looking
after customers. This can be a great insight
into what people buy or, in fact, need.

What criteria do you use when
making buying decisions?

I have to believe in any product
we sell and be 100 per cent
certain it will function in the
environment the customer is
going to use it in. I am still a keen
fell runner and adventure racer,
which helps immensely in
selecting both kit and gear.
Equipment has to be functional and
work for the person it was designed

for, both small and large.  
Fortunately I am also

involved in a number of brand
‘product groups’, which means I
have input in what products are
needed for the marketplace, and
I get to test many items before
they come to market.

Developing good

Meet the
PEOPLE
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Debbie Smith of Accelerate,
an independent running
store based in Sheffield 

relationships with our suppliers is a must,
as is keeping abreast of the latest ideas and
those that are currently being considered
by the brands. Most of them have got to
know the specialist nature of our business
and only show us the products they know
will work for the business. 

How do you find out 
about new products?
Through product development, new
ranges presented by suppliers, trade press
and articles. Sometimes just keeping my
ear to the ground can be a great
advantage, as can listening to customers
and my fellow competitors. Getting out
and about, visiting trade fairs or even
trips to places like the London Marathon
Exhibition can be very helpful.

What has been your 
best and worst buy?
I think my best decision was to source a
wide range of lightweight backpacks
specially designed for adventure racers
and mountain runners - it was quite a risk
as a lot of display space is needed. As for
my worst, the jury is still out on that one.

Best piece of buying 
advice received? 
For clothing, buy small, tight ranges and
when it has sold through that’s it. Go for
consistent fresh changes that keep
customers coming back into the store to
see something different. Also, be wary
of the fit.

What is the secret of 
a successful buyer? 
Ask me in a year’s time. The biggest
things I have realised is that you have to
take some risks. Enjoyment is key, as is
a passion for what you will be buying.
It is not always about price and looking
for a product that is not mainstream,
and perhaps a little quirky or very
specialist, that can set you apart from
the competition.   si



24 SPORTS INSIGHT

RETAIL INTERVIEW

How and why did you decide
to get into sports retailing?
Hamish Wolfenden, Profeet’s managing
director, started the business in 2001,
towards the end of his master’s degree in
biomechanics. Both he and I had worked
for years at Snow+Rock as boot fitters
and recognised the value of taking the
time to fit footwear properly for each
customer’s unique requirements. 

Profeet was born out of a desire 
to develop these principles and, 
initially, to apply them to running. 
Back then we often recommended
custom insoles for skiers, but there
didn’t seem to be the same approach
taken by retailers in the running market.
Also, Hamish runs like an ox, and 
needs really strong shoes and insoles,
and he couldn’t get them anywhere else.

How long has the business
been up and running?
Our first outlet was a small running shop
at 194 New Kings Road. It was too small

to do ski boots, so we opened a boot lab
across the road. In 2004 we moved into a
new, larger lab in Fulham Road and
opened a second running/ski shop in
Clapham. Then last summer, after an
extensive review of the business and
some structural changes, we consolidated
all three labs into a much larger concept
store at 867 Fulham Road with 20 staff.

Tell us a bit about the store
We custom-fit running, skiing, trek, trail,
cycling and everyday footwear. In order
to offer a personalised, custom-crafted fit,
and to guarantee the comfort of every one
of our customers, we choose our products
for their function and fit. We run an
appointment-based, one-on-one service
that seems to get results quickly - a
modern requirement in this day and age.

We have a ‘fit matrix’ that guides
our buying and we test and buy a select
range of the very best products we can
find. This summer we are launching our
new bike fitting service - to correctly set

Garth Dawson, operations director at Profeet in Fulham, London
you up on your bike - which obviously
includes, as the foundation, a good set
of shoes with custom insoles. 

What do you stock?
We stock most of the major brands of
running shoes, including adidas,
Asics, Brooks, Mizuno, Newton,
Nike, Salomon, Saucony and Somnio.
With ski boots and trekking and trail
shoes, again we have a pretty big line
up of top brands. We are also building
a select line of clothing and
accessories that complement the needs
of our customers, choosing the very
best products we can find.

What is the strongest 
sector of the market?
It’s been a pretty good winter for ski
boots. If you’re going to spend time
and money on a ski holiday, you don’t
want it ruined by having ill-fitting
boots. Running is still pretty strong
too - I think people are choosing to

TALKING shop



give up their gym memberships and buy
a pair of shoes. So, because of our
service, we have a somewhat unique
business model - people always get hurt,
or wish to avoid injury.

How has trade been 
in the past 12 months? 
It’s been a challenge, but we think that
the business restructure will put us into
a stronger position in the long term. The
shop development has created a bit of
disruption, but the new location has
exceeded our expectations. We don’t
have small labs any more - we have a
lovely, big, comfortable space with all
our services under one roof. We have a
better atmosphere and vibe, better retail
space, can offer a more integrated
service and we have more opportunities
to develop into the future.

Current best sellers?
Ski boots are still strong. Running is
building up to the London Marathon.
The initial reaction to our bike fit
programme has been really encouraging.
As normal, we’re doing it a bit
differently to our competitors - we don’t
sell bikes and we have no agenda when
doing a bike fit other than making you
comfortable. We’ve invested in a bunch
of hardware and software tools that will
help us do the best bike fits anywhere.

What’s your area 
like for sports retail? 
How do you compete? 
Fulham is a great neighbourhood,
especially for a business like ours, but it’s
not a retail destination, although High
Street Kensington is not far away. We
have two ski competitors within a few
minutes, one that offers a similar service
to ours. For bike and run, there’s not much
around given the specialist nature of our
offering. We tend to attract our customers
from further afield than our postcode. We
have customers coming to us from all
over the world, which is nice, but hard to
develop a marketing campaign for.

Are there any current or
future marketing strategies
you can talk about?
On a general level, we prefer PR to
advertising - we need to tell our story. An
advert doesn’t really do our service justice.
The vast majority of our business comes
from referrals, which is great - previous
customers, personal trainers, consultants,
practitioners, our ambassadors, etc. Word
of mouth is key for us, because, much like
in the early days at Snow+Rock,
education is really important.

And we try to give back as much as
we can - we work with a select number
of charities. We also sponsor a bunch of
amazing athletes, explorers, adventurers,
runners, riders and triathletes who give
us a bit of exposure and help us develop
better products.

How do you find out about
new products? Are you a
member of any buying groups?
Good relationships are key. We have a
programme of continuous personal
development and education, which our
staff are right into. They are always
trawling the internet and passing around
information, innovations and ideas to
improve things around here.

We have a close relationship with
our suppliers and have helped some of
them with product development and
innovation. They are always keen to
show us new products, as they know
we’re geeky about that stuff and can
give them good feedback.

We know some of the small number of
other specialist fitters around the world and
we share a bit of information with them.
We really are focused on innovation and
the evolution of what we do. We’re always
looking for new ideas and products that
can make our service and products better.

How do you keep 
customers coming back?
Outstanding service and focus on our
customers. We offer a personal service -
each customer has an appointment with

one technician. This creates a
relationship and involves the customer in
their fitting. We guarantee the comfort of
everything we fit and encourage our
customers to give us feedback and to
return for a free check-up.

We have a loyalty programme of
sorts. Once you’ve had a full analysis
and fitting you’re a Profeet customer
for life and we offer discounts on
future purchases. The new store has
definitely helped with awareness of
our services. Most of our customers
participate in more than one of the
activities we sell products for.

What percentage of your
sales are internet based?
Our website acts mainly as an
information portal. We don’t do
internet sales because ours is a hand-
crafted service, but we are developing
a new website and online booking
will be important for us.

What do you like most and
least about the business?
I love sports, so I’m in my element.
And I love the fact we don’t just sell
products - we help people enjoy the
things they love. What do I enjoy
least? No weekends off. No time to
stop and think.

What have been your
biggest challenges?
From the very beginning, educating
people about insoles/orthotics and their
benefits. We’re getting there with skiing.
I think people see the value in investing
in a good boot fit. But on the running
side of things, where the impact of bad
shoes, poor muscle conditioning and
unhelpful biomechanics is so much
greater, we still have a lot of work to do
in promoting the benefits of our service.

Would you like your shop 
featured in Talking Shop? 
Email catherine@partridgeltd.co.uk
or call 01273 748675.

si
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Primal Lifestyle Ltd are the sole distributors of Vibram’s Fivefingers to the UK & Ireland.
www.primallifestyle.com - +44 1372 200640 - info@primallifestyle.com

Fivefingers
Physiological Facts

10 of the 
Benefits of
“Barefoot” - Fivefingers-style
Fivefingers Footwear - Rubberised Protection - Maximum Sensation

For more information see www.primallifestyle.com/barefoot-conditioning

Natural runners tend to
forefoot strike
Research shows 88 per cent of habitually
unshod Kenyans run with a forefoot strike
(FFS); 75 per cent of habitually unshod
Americans do the same.

Shod runners heel strike
The same research shows 100 per cent
of shod Americans heel strike (HS); 29
per cent of recently shod Kenyans do
the same.

Impact loads increase
when heel striking
The rate of loading of the majority of
barefoot FFS runners was approximately
half those of shod HS runners.

Important information:
The average rate of loading in barefoot 
FFS runners is seven times lower than in
habitually shod runners who HS when
barefoot. This highlights a learning effect 
and indicates the requirement for a
sensible transition period if accustomed
to running in shoes.
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FSPA focus
The latest news from the Federation of Sports and Play Associations

FSPA THINK TANK EVENT
The FSPA has confirmed that Barry Hearn of Matchroom Sport (pictured) will
be the guest speaker for its forthcoming member Think Tank dinner in London
on May 10. 

Over the years Hearn’s Matchroom organisation has grown into one of the
world’s most prolific independent sports promotion and television companies,
producing over 1,100 hours of original material each year.  

The FSPA Think Tank dinners, held twice a year, enable members 
across the FSPA’s sports and golf associations to attend, network and 
discuss a number of topical issues affecting their industry, while enabling 
the FSPA to provide an update on the various initiatives it is providing
support to members on.  

FSPA managing director, Jane Montgomery, presented to
over 100 CSP chairs and directors at the first-ever CSPN
Network Convention, which took place at Nottingham
Convention Centre on March 30. The Federation was one
of four main partners of the event, alongside the County
Sports Partnership Network, the Department of Health
and Sport England.    

Speaking about the new partnership, which will enable
FSPA members to work closely with CSPs, both regionally
and nationally, on mutually beneficial events, programmes
and sports participation initiatives, CSPN chair, Richard
Saunders, stated: “There are huge opportunities for FSPA
members and CSPs to benefit from utilising their collective
skills and resources to work together.  

“By linking the industry to grass roots deliverers on
projects of equal benefit, both parties’ ultimate goals can be
achieved - attracting more people into and regularly
participating in sport and physical activity, resulting in
increased sales of sports products.”  

He went on to say: “We are very appreciative to the
FSPA for attending and supporting our first national CSP
event and hope this organisational partnership can be the
start of a wealth of long-term beneficial links between FSPA
members and CSPs.” 

Speaking about the free Forum facility that the FSPA has
set up to aid communication and ensure a structured
approach to any new partnerships between FSPA members
and CSP’s, Jane Montgomery announced: “The FSPA’s
Partnership Zone facility will really be a catalyst for the

ongoing long-term partnership between FSPA member
companies and CSP representatives nationwide.

“CSPs will be able to visit one location to post any new
tender/project opportunities along with any proposed
events/programmes they require equipment, apparel and
support for, while FSPA members can respond to the most
attractive business development proposal, to forge links,
meet and take the idea forward, along with the ability to post
any new product trialling requests and submit their own
ideas for working together.”

Attendees at the presentation completed short
questionnaires detailing the various projects, sports, and
physical activity programmes and initiatives their
partnerships are looking to undertake in 2010/2011. The
FSPA will now match up its member companies located in
the same region with relevant CSPs on what will be the start
of a new ‘Sporting Links’ Programme providing
introductions to new local working relationships.

A collection of FSPA members profiled their products in
the FSPA’s Super Sports Challenge at the event, which saw
over 250 convention delegates compete in a range of skilled
sports activities during their lunch hour.

For background information on the CSP Network, and
how this partnership will benefit FSPA members, visit
www.sportsandplay.com.

Federation hosts Youth Sport Trust 
Steve Grainger, head of the Youth Sport Trust (YST), made a
presentation to members at the recent SAFEA meeting on
April 14. 

SAFEA represents the leading sports equipment
manufacturers and suppliers in the UK and is looking to
build partnerships with proactive delivery organisations in
the sector. The YST and the structure it has in place with
school sports is a key audience for SAFEA members, and
ensuring its product range and service is aligned with the
strategy of the YST and the school sports competition
structure is vital. 

For further information about membership of 
SAFEA contact Kate Costin on 02476 414999 (x205) 
or kate@sportsandplay.com.

www.sportsandplay.com.

si



28 SPORTS INSIGHT

FITNESS MARKET

Never could the phrase 
‘Putting your best foot forward’
have been more resoundingly
appropriate than when applied to
the latest evolutionary stage of the
fitness market. For many out there
it has become something of an
area best avoided, and quite a few
say that over recent years they
have really felt the burn - and not
in a healthy way.  

Remember the good old 
days of Jane Fonda and endless 
step routines, Butlins-based
Fitcamps and the overriding 
desire to wear a tracksuit and 
join a gym? That particular fitness
market ran out of energy, perhaps
due to the economics of 
membership fees, or because 
people were told they should love
their ‘real’ bodies instead. So
increasingly they focussed on

‘wellness’ rather than weights and
fitness classes where the mass
market really felt uncomfortable
about sharing its mass.

In and out of favour
The diehards kept on running, or
following outdoor pursuits, and other
activities have come in and out of
favour. And we are not ‘strictly’
talking about sports pursuits here -
ballroom dancing and even ice skating
have seen peaks in interest as a result
of media coverage. It cannot be
ignored that the days of seeing your
favourite celebrity or a certain princess
coming out of the gym have now been
overtaken by a desire to read about
their divorce and drinking activities.

But over the last couple of years
the ‘F’ word has been creeping back
into favour - fitness has grown into its
new body and those who have an

equally real approach to things have
seen where the market has been
heading. According to the FIA’s State
of the UK Fitness Industry Audit, at
the beginning of 2009 the market was
worth around £3.77billion - a three
per cent increase on the previous year
- with some 119,000 new members
recruited at new fitness sites.

The decision to capitalise on this
trend and rethink the fitness and
sports retailing combination is
something that the highly astute
David Whelan has done to great effect
since he bought back the portfolio of
fitness centres from JJB in March
2009. DW Sports now has over 50 of
these outlets across the UK, with retail
stores attached, and they are attracting
a whole new breed of gym goer that
identifies a value-for-money
membership fee that sends them in
store to add to their kit bag via special
offers. The fitness centres focus on all
the trends and turn-offs that had
previously hampered gyms, reassuring
people that the facilities are all geared,

Lauren Fox looks at some of the reasons why, in more ways
than one, the sports fitness market is looking healthier 

of the
Survival



right down to the lighting, to making
them look and feel great. 

And that is the critical thing - the
emotional connection. If someone is
uncomfortable they simply won’t go;
if they can’t identify with the product
they don’t want to know. 

On March 27, Reebok’s six-week
Reetone TV campaign hit the small
screen with over 450 TVRs
providing 84 per cent of the brand’s
target audience (women in their 20s
and 30s) with seven opportunities to
see the advert on ITV1 and Sky 1.   

The first pure sports brand to enter
this market, by all accounts Reebok is
going to see a very healthy return on
its substantial marketing investment.
Aware of its audience and what
inspires them, Reebok produced an
online marketing plan, including a
brand advocacy programme,
combined with Facebook, Twitter and
YouTube activity, that created a
dialogue with approximately 26million
women. There’s been no sweating,
running or lifting - it’s all about having
that out-of-gym workout experience,
feeling toned and therefore great while
going about normal lives.

Being online always means
having a head start and being able to
monitor trends constantly. “The
fitness footwear niche is going to be
big,” said Luke Barlow, managing
director of Fitness Footwear, when
setting up this dynamic online
retailer in 2004. After seeing the gap
that was opening up for footwear that
catered for a range of activities, the
company is going from strength to
strength, being described by one
leading outdoor footwear supplier as
a “Nippy speedboat”.  

“They felt our online skill meant
we were seeing the opportunities and
quickly able to head straight for them,
rather than the traditional sports shops
which they described as big old tankers
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unable to turn around or go full steam
ahead,” says Adam Smith, marketing
manager at Fitness Footwear. The team
tries every product and so can offer
excellent online advice on comfort and
sizing issues and a support service to
match, with free deliveries and no-
hassle returns.  

Fitness Footwear recently
attended The Vitality
Show, where the
trend for
fitness
footwear was
gathering
momentum.
Skechers did
particularly
well at the
event, with
customers wanting something to
wear as more of a fashion statement
or with jeans. 

New opportunities
The new footwear opportunities are
what have had the pages of women’s
magazines buzzing for some time.
Unfortunately, not all sports retailers
saw this was the shape of fitness
things to come. Tom Foley of ISRA
believes that retailers need to keep
more of an open mind about new
products if they are not going to miss
out, particularly when it comes to
fitness, which has seen the slowest
uptake of all sectors.  

“Some retailers who were given
early opportunities with Fit Flop, for
example, just couldn’t see the potential
or understand the benefits,” says Foley.
“Girls loved them and fortunately one
of our female members was able to
explain why to other ISRA retailers,
who then got behind the product.”  

Foley has strongly encouraged
ISRA members to learn about the
Reebok offering. “Whereas perhaps
some similar products weren’t so

well understood, or perhaps didn’t
quite match their technology with
aesthetics, EasyTone footwear has
brand credibility for a sports retailer
from the start and the power of
Reebok’s marketing expertise behind
it to sell the story,” he explains.

It’s a common scenario,
particularly in many male dominated
sports independents, that they don’t
realise the value of all these ‘funny
looking’ footwear products and what
they mean in terms of a vast
consumer audience, but it’s not just
about failing to get in touch with
their feminine side.  

Fitness is looking pretty healthy
and trend spotting and understanding
the modern consumer is also vital for
talking to customers who regularly run
and train at a high level. It’s taken as
read to discuss the latest running shoe
and how it fared during the marathon,
but does the dialogue run out when it
comes to things like smart phones and
training? Being able to embrace new
ideas (such as www.gymtechnik.com)
is the only way to move forward. si
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RETAIL REGULATIONS

Have you wondered why there never
seems to be enough time in the day
to run your business in the way
you’d like? Are there always jobs left
to do at the end of the day, however
carefully you plan your routine?

It’s hardly surprising, really.
After all, the average small retailer is
now spending an average of a week
in every month working for the
government. The truth is that red tape
is costing UK small businesses at
least £20billion a year, according to
the Institute of Economic Affairs - a
sum that is increasing by 10 per cent
every 12 months.

New rules
According to research by the British
Chambers of Commerce, over 3,000
new government regulations have been
imposed on the retail industry in the
past year, and the number is growing
by at least 10 new rules a day.

There are even ‘Red Tape Days’ -
when an even larger than usual
dollop of bureaucracy falls on
hapless businesses. These are what
are known as the two Common
Commencement Days, usually in
spring and autumn. This year a total
of around 80 new rules are expected
to be introduced on each day - a 15
per cent increase on last year.

Experts say that never have
independent retailers been so
festooned in red tape, to the point
where an increasing number are
wondering how much longer they will
be able to cope with running both
their business and the government’s.

“Already this year I have had to
deal with seven small businesses that

just can’t cope with red tape and are
giving up in despair,” says
Birmingham management consultant,
Glenn Foster. “Small retailers seem to
have most problems as they deal with
the public and so have to cope with a
massive raft of regulations. They say
that it’s almost impossible to hack
their way through the red tape jungle
without expensive legal advice - and
they couldn’t afford that.”  

No wonder the Forum of Private
Business is warning that the
stranglehold of bureaucracy is now
one of the biggest barriers to small
retail business growth. Says the
FPB’s Matt Goodman: “Our research
shows that complying with red tape
is now one of the major cost burdens
facing small retailers.” 

Indeed, the tidal wave of
paperwork - including VAT, PAYE,
National Insurance, health and safety,
stakeholder pensions, income and
corporation tax, employment law,
and business rates - is now so high
that small and medium-sized
enterprises (SMEs) are being forced
to take on staff who do nothing but
deal with red tape. 

For instance, Alan Patterson didn’t
need any more staff for the sports
goods wholesaling business he runs
near Warwick, but he’s had no option
but to take on an accountant/clerical
assistant. The 26-year-old former bank
worker is hardworking, efficient - 
and totally non-productive. But 
before taking her on, Patterson was
spending an estimated 38 hours a
month dealing with red tape, including
things like working families tax credit,
which he feels should be handled by
the civil service.    

“The work caused by red tape
has doubled in the past five years and
the vast majority of it is completely
unproductive,” Patterson says. “One
friend has actually closed his
business down, saying he couldn’t
work for the government and for
himself at the same time.”

He has a point. Rules now
govern every aspect of running a
business, from health and safety to
pollution and from minimum wages
to minimum holiday time. And every
new piece of legislation adds to the
mountain of paperwork, which costs
time and money to implement.

Studies have shown that start-up
businesses are most at risk - around 15
per cent are strangled by red tape in
the first year. “The problem is that
when you start a business you aren’t
dealing with a single government
agency,” says consultant Glen Foster.
“So while there are resources like
Business Link to help out, there’s still
a lot of work you have to do yourself.”   

The Forum of Private Business
says: “Businesses often have no idea
whether they are complying with
regulations or not. They just can’t
spend time wading through huge
documents, and often there’s no one
able to give them an answer.”

Disincentive
The British Chambers of Commerce
believes the problem is now moving
beyond endless form filling. The BCC
claims red tape is now often a
disincentive to take on new staff, and
singles out tax changes as being the
most costly to small companies. It
says: “Rather than reduce the rate of
tax, everything is now done through
credits and incentives. Capital gains
tax, for example, is now so
complicated that many accountants are

Never have independent retailers been so
burdened by bureaucracy. Tony James investigates

Red tape

rampage



advising their clients that they can’t be
sure they are calculating it correctly.”

Pressure is now mounting for
more power to be given to the Better
Regulation Executive - a government
body set up to check the impact of
each new piece of business legislation
and reduce red tape wherever possible.  

The BRE has already found that
government education departments
and the Home Office produce the
most red tape, and the Treasury the
least. It also estimates it has saved
UK firms at least £800million by
identifying and cutting back on
outdated or unnecessary legislation.

The BRE is now working on ways
of exempting the smallest businesses
from some regulations, which could
cut red tape by at least 10 per cent. But
it’s unlikely to happen this year.  

Battling bureaucracy
So until this happens, what can
independent retailers do to help keep
red tape under control? For instance,
manage red tape more efficiently by
dividing the rules you need to know
about into what are called the three
Ps. They are:

� Place - that’s the location in which
you work. It will almost certainly
involve health and safety regulations,
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tape. Specialists often give advice
online to small businesses to comply
with health and safety, legal and
human resources regulations. Joining
the Federation of Small Businesses
will give free access to 24-hour legal
and health and safety helplines.

The good news is that the raft of
new regulations has resulted in a
range of new 24-hour advice services
geared to helping with legal,
regulatory, tax and safety problems.
Certainly, it’s sensible to seek advice
if you need it - experts warn the
problems of bureaucracy are, in some
cases, having a disastrous effect on
many small businesses.

“It’s got to the stage where 
any new project often requires as
much time looking at regulations 
as producing and marketing the
product or service,” says Alan
Patterson. “Sometimes I tend to
forget that I actually come to work 
to sell sports products.”

The only slight consolation small
businesses have is that the biggest
victim of officialdom is the
government itself. By going on a red
tape rampage it’s currently losing
£12billion a year in corporation tax
because businessmen are too busy
filling in forms to have the time to
make a decent profit.

even if you work at home.
� People - the staff you employ will
be subject to a range of regulations.
If your workforce numbers more
than five, even more human
resources and pension rules come
into effect and you would be
sensible to seek expert advice.
� Products or services involve
masses of red tape. Ask yourself: are
your work operations safe and are
you fully insured against every kind
of mishap? Another red tape
minefield relating to products is
intellectual property. Could you be
inadvertently infringing a rival’s
rights, patents or trademarks?

Look for a helping hand. “Join a
trade association and pick the
members’ brains,” advises William
Sargent, chairman of the Better
Regulation Executive. “Find a
mentor or a friend who is in business.
Business people are remarkably
generous in sharing their time.

“Government departments are
getting more helpful, too. For
instance, the Health and Safety
Executive is producing good, simple
guides covering each business sector
and telling you what you need to
know and do.”

Call in the experts to cut down
the time you need to spend on red si
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CRICKET

Last year Mongoose unveiled a bat
designed specifically for the hugely
successful Twenty20 form of the
game, claiming that it was: “The
single most radical change to
cricket equipment since 1771.” 

The blade was saddled with
statistics - the potential for 20 per
cent more power and 15 per
cent more bat speed
than a conventional
willow, thanks to
the combination
of a shorter
hitting zone
and longer
handle. It
looked
different,
too, with 
the shoulders
appearing to
have been shorn
off. The MCC gave
it a quizzical eye, but
passed it for use.

Excitement
“The excitement of
Twenty20 has brought
new crowds and
revenues

flooding into cricket. The Mongoose
will add boundary clearing excitement
to both players and spectators,”
claimed the bat’s inventor, Marcus
Codrington Fernandez.

Time will tell whether the
Mongoose will set in train an
increase in scoring rates, imitating

the success of graphite
tennis racquets and

titanium-headed
golf clubs in

bringing
more
power and
(some
would

say)

less finesse into sport. Experts warn,
though, that it’s not an easy sell.

“Twenty20 has made cricket
more accessible to a massive array
of players, and has made bat
manufacturers increase the
performance level of their products,”
says Simon Rider, head of
purchasing at retailer, Serious
Cricket. “There has been massive
interest in the Mongoose. It has
brought a change to how a cricket
bat works as a concept. However,
from a retailing point of view, to an
average club cricketer bats are not
cheap. Spending £160-£260 is a big
outlay for a Twenty20 specific

product. I believe the
Mongoose 

needs to be
marketed

better,

As the English cricket season clicks into
gear, Adrian Hill assesses the state of an

equipment market where innovation
and tradition must live hand in handBATS

to
thefuture



with more effective targeting.”
The new kid on the block has

certainly given the market something
to think about, but one of the more
established manufacturers believes its
experience tells it that format-based
equipment is not the way forward. 

“Twenty20 is nothing new - most
club cricketers have played this format
at some time in their career,” says
Stuart Waterton, brand manager at
Kookaburra. “In the current economic
circumstances, recreational cricketers
want to buy one bat which will cater
for all their cricketing needs, whatever
style of game they are taking part in.

“The impact of Twenty20 cricket
at a professional level is that it has
made club players aware of the
increased range of shots that are
possible in a shortened game format. 

“Kookaburra produces bats in
different styles that allow people to
play all sorts of shots, rather than a
specific one for specific
circumstances. Players become used
to the feel that their favourite bat has
in terms of weight and shape and
want to use that throughout all their
innings, rather than changing bats as
the circumstances dictate.”

Another significant development
last year was adidas barging its way
into the bat market with a deal for one
of the English game’s highest profile
personalities - Kevin Pietersen.

The retail leviathan has an
avowed aim to challenge the
specialist brands that have dominated
cricket for generations. Already the
England team’s clothing provider,
adidas has tried to woo batsmen by
marketing their bats at particular
styles. ‘Libro’ is said to be aimed at
more cautious, back-foot players,
while Pietersen’s ‘Pellara’ blade is
for the more forceful willow wielder
- much like its advocate - and is an
obvious ploy to lure the youth. 

“It’s really good for the sport to
have a whole new company involved
and we’ve seen that youngsters are
being influenced - they love the
branding,” admits Rider. “However,
cricket will always have its traditional
bat makers, as there is a huge demand
from adult players. Once someone
goes with a brand they generally stick
with it. That’s why I don’t believe the
market will turn around overnight.”

Purchasing decisions
Waterton, a former first-class
cricketer, welcomes the competition
and agrees there are many factors that

33www.sports-insight.co.uk

become increasingly fashionable.
However, despite the remoteness of
this transaction, it is still important
for the e-tailer to offer service and
knowledge. Essentially cricket
consists of ‘feel and touch’ products
and hence there will always be a
place for the face-to-face service that
the specialist offers.”

Meanwhile, where there’s a bat
there has to be a ball, and this year
work is being stepped up on the
development of a ‘cherry’ of a
different hue - Pink. The
discolouration of the white balls used
in professional one-day cricket has
caused the cricket authorities to look
at alternatives. Pink is currently being
explored as an alternative, since it is
generally agreed that its visibility is
excellent. Could this be a valuable
marketing gift to cricket retailing?

“What people have to remember
is that a change of colour will not
change performance,” says Rider.
“It’s down to the lacquer and,
particularly in day/night matches, the
level of humidity where the match is
being played. Masses of research has
been undertaken to prove that.

“Undoubtedly a change of colour
would be a great marketing
opportunity. We’ve seen with
footballs that sales increased after
new colours were used.”

The English season curtain-raiser
between MCC and Durham at the
end of March not only saw a change
of venue from Lord’s to Abu Dhabi,
but also the first-ever use in a major
match of pink balls. In another
radical departure from tradition, the
match was played under lights.

The Kookaburra ball was selected
for use in this fixture and Waterton
sees no reason why they may not
eventually be seen on occasions at
your local cricket club: “Red balls will
always be used, but without coloured
clothing white balls are not viable at
club level. Pink is an alternative and
there is a lot of interest in it at the
moment, so it’s a real possibility.”

Cricket is a sport currently in a
state of flux, with conflicting demands
on both players and customers. It’s
clear that manufacturers and retailers
need to embrace innovation and
change, but also be aware that the
human factor is the most important in
any purchasing decision.  

The habits formed over many
summers are about as easily
dismissed as Sachin Tendulkar
batting on a flat pitch in Mumbai.

impact on the purchasing decision a
player makes. Marketing is
undoubtedly one such factor, however
familiarity and confidence in the
product are equally strong elements.

“We produce four ranges to appeal
to different people - that’s a familiar
viewpoint,” says Waterton. “There are
many manufacturers in the marketplace
and the entrance of adidas is an
inevitable consequence of the increased
profile of the game internationally. 

“Ultimately, though, the cricket
market is complicated. It has always
been the case that people have an
affinity for certain brands. Retailers
look to concentrate on the winners,
the must-have brands. Kookaburra is
now seen as such a brand, but while
our manufacturing process is
certainly traditional, we see ourselves,
in our styling and graphics, as being
at the cutting edge of both design and
product specification.

“From a retailer’s perspective, the
proof of the pudding will always be
the performance of the brand in terms
of sell through. The retailer’s prime
motivation for stocking a brand is the
fact that the products are saleable and
profitable. It is important that retailers
know their market and know the
brands their customers want to buy.”

Cricket is now big business, and
nowhere is it bigger than in India - the
financial power base of the sport. The
vast majority of cricket equipment is
produced on the sub-continent,
including all the soft leather goods
such as gloves and padding. Bats,
however, are also still made in the
UK, where the craftsmen’s skill in
fashioning a raw piece of willow into
a high-tech blade is much sought after.

Creatures of habit
Cricketers are creatures of habit, with
their individual quirks and foibles. A
one-size-fits-all approach is not what’s
required in the bat market, where
customers want to grow to love a
product by experiencing it, rather than
just by reading statistics on a computer
screen. Business opportunities are
plentiful for outlets with the right
approach, according to Waterton.

“Retailers need to provide a
range of products,” he explains. “The
key factors are range - a cricketer
will want to select his bat from a
collection of models of similar
weight - hence it is important to have
significant stocks from which he can
choose, expertise and service.

“Purchasing via the internet has si
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HIGH STREET RETAIL

As you read this, the strain that last
winter placed on the high street
should be a distant memory.
However, the question still remains
whether the high street, as a
preferred destination for consumers,
has lost its lustre in the face of online
competition and the continued rise
of large shopping malls. 

Commenting on the retail sales
figures for February, Stephen
Robertson, director general of the
British Retail Consortium, said:
“Consumer confidence is certainly up
on this time last year but, with
unemployment rising again, spending
plans are falling. When the weather
related distortions are stripped away,
it’s clear customers are still cautious.”

Holding its own
This caution is evident in the falling
footfall that many high street retailers
are continuing to experience, none
more so than in specialised retail
sectors such as sport. However, if sales
statistics are looked at objectively and
the adverse weather conditions we
suffered at the beginning of 2010 are
taken into consideration, as well as the
general feeling amongst business
leaders, the high street as a retail
destination is not only holding its own,
but will see growth throughout the rest
of this year. 

“Most of the retailers I speak to
are feeling much more confident and
optimistic about the future of their
businesses than they were a year or

so ago,” says Michelle Lowe, lead
innovation fellow at the University
of Leeds Retail Research Group.

The British Chambers of
Commerce predicts that the economy
will grow by one per cent this year,
and by just over two per cent in 2011.
BCC director general, David Frost,
says: “The recession may have
technically ended, but there is no room
for complacency. For the recovery to
be sustained, it is crucial that all the
political parties recognise the vital role
of wealth creating businesses in driving
economic growth and job creation.”

There is no denying that the past
12 months have been tough for the
retail sector. High profile closures
such as Borders only served to
illustrate the impact that falling
footfall can have on even the largest
businesses. However, high street
retailers are not being complacent.
The traditional inflexibility of
commercial landlords has softened
with the use of company voluntary

With footfall down on the high street, Dave Howell asks what
the future holds for retailers, and how they can evolve their
stores to become new destinations for consumers

FALLING footfall



arrangements, which has enabled
companies like Blacks and JJB
Sports to close unprofitable stores
without the financial penalties this
would normally incur. 

The internet is often blamed for the
erosion that is taking place on the high
street. However, when you analyse the
facts, the rapid expansion and growth
of online retailing overshadows the fact
that this sector is still only a small
percentage of overall sales. 

Richard Dodd, speaking for the
British Retail Consortium, explains:
“There is actually next to no link
between the growth of online retailing
and the overall state of retailing in the
high street. Yes, online retailing is
growing, but as a proportion of overall
retail spending online activity is, at the
moment, around five per cent of the
overall retail spend, according to our
retail sales monitor. 

“Retailing in physical shops still
makes up the vast majority of sales
in this sector, just as it always has.
So the idea that the rapid growth of
online retailing is responsible for the
fate of traditional bricks and mortar
retailing is erroneous. It’s a
widespread misunderstanding that
comes from people seeing the rapid
growth of online retailing and the
decline in the high street and making
a link between the two.”

Holistic approach
To increase the footfall needed to
sustain commercial viability over the
medium and long term requires a
more holistic approach, says Dodd:
“Yes, footfall is important, but it isn’t
as important as how much money
people are actually spending. If you
look at the bad weather that we had,
this not only stopped people going to
the shops, it also curtailed the
amount of money those that did
venture out actually spent. 

“Other factors can also have an
impact on people’s ability to shop. A
good example is when the congestion
charge in London was introduced.
This had a negative impact on high
street retailers. However, there is
evidence to suggest that people will
go shopping less often, but when they
do they will spend more money per
visit than they would normally do.

“The solution to these problems
is primarily about ensuring that a
town centre is invested in and
actively managed. There are also
other factors such as business rates
and commercial rents that need to be

more flexible to give retailers the help
they need to maintain their stores. 

“There are also other factors that
have to be considered, such as
parking and access. In addition, the
crime rate of the area can also have
an impact on how safe people feel
when visiting the shopping area. All
these components have to come
together to provide an environment
that is conducive for growth.” 

Sports retailers may have a
specialised market to sell to, but their
stores and footfall levels generally
have a symbiotic relationship with the
wider economy and other retail outlets
in their area. Increasing footfall is
about marketing your store’s strengths,
but it’s also about how local council
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Q&A
David Wiley, UK sales director, Helly Hansen

With the continued rise of online business,
can the high street survive?
Helly Hansen is finding its technical business is growing faster with the
high street than it is with the home shopping and internet partners we
trade with. A purchase decision can be based on the touch, fit and advice
from knowledgeable staff - it is difficult to get that level of interaction
online, despite great improvements in the way products are displayed.

What steps can a retailer take to improve footfall?
Simplify the message, refresh the look often, clearly define categories, create an environment that
allows deliberate movement through the store in directions that catch the consumer’s attention with
interest, ensure staff are well educated on the technologies, and be polite and approachable. At every
step of the retail journey, the consumer needs to enjoy the experience and feel confident they made
the right choice in choosing that store to make a purchase.

The sports retail sector is a hybrid in that it has sports and fashion components.
Looking at the short to medium term, how do you think this sector is going to
evolve on the high street?
Changes are taking place already, but it is the consumer that benefits with more choice. A technical
purchase needs to satisfy many activities - its primary function is to provide protection, whether
commuting to work, walking the dog or out on the mountain. Most consumers spend their cash
wisely and choose one jacket that looks great in all of these environments. The technical doors have
always seen the advantages in offering product that is good for several activities; the high street
lifestyle accounts are now making the consumer aware they can buy great looking protection
products in their doors too.

Does location play a part in improving footfall?
Location is important, and specialist independents need to be destination stores and make sure their
offer covers a mixture of mainstream products and ‘not available everywhere’ items. Having
something different can drive more traffic, as consumers like to have choice and express their
individuality. Brands try and protect all distribution channels by segmenting lines that can, in turn,
support specific retailer’s needs and make sure they have a good cross-section of product that differs
from location to location and fascia to fascia.

The internet is perceived as cheaper than the high street. Will this ever change, and
how can a retailer combat this view?
The UK marketplace is geared to offering great choice and value to the consumer, and there are high
street retailers and e-tailers that promote ‘best value available’ as the primary reason for shopping
with them. Both channels purchase their brands from the same wholesale price lists and both
channels have to be creative in their response to market conditions. It is a perception that the internet
is cheaper, but is often only time restraints that will stop a consumer finding a good deal on the high
street. Good deals are to be found in all channels if the consumer looks for them.

si

and development agencies support the
retail businesses in their region.
Getting involved with local politics,
your chamber of commerce and any
business development agencies that
exist in your area is now a prerequisite
for a sustainable business. 

Talk to your landlord about the
terms of your lease, make contact
with other local businesses and
present a united front. No business in
the high street can survive in
isolation. Today, retailers that survive
are not necessarily the largest with
the deepest pockets, but those
enterprises with owner/managers that
are enlightened to how retailing and
the consumers their businesses serve
have changed in the 21st century.
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(or in the case depicted above, a Latin American Jesus Lizard).

Would you like to know more about Brooks dna? 
Visit www.Brooksrunning.co.uk/dna
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Brooks Adrenaline GTS 10
The Brooks Adrenaline GTS 10 marks its 10th anniversary with customary
sleekness. This stability shoe is a world best-seller in running stores -
renowned for its comfort and fit allied to a stability that is every mild-to-
moderate pronators dream. Brooks’ masterpiece now comes with a Bio-
Mogo midsole that decomposes in just 20 years, instead of the 1,000 years
for normal trainers.

Brooks Glycerin 8 
The new Glycerin 8 neutral running shoe features Brooks revolutionary
DNA compound for cushioning that adapts to the force put into the shoe.
So whether the wearer is 16 stone or eight stone, the DNA compound will
adapt to the wearer’s need. Truly a shoe for every individual.
For more information about Brooks products and 
sales call customer service on 01903 817009.
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IN SEASON INJURY PREVENTION

doctor’s advice to exercise, they may
be healthier and happier, but they are
more likely to get hurt. It’s hardly
surprising, therefore, that around 30
per cent of people in the UK sustain
some sort of sport-related injury.
Research has revealed that the most
active section of the population picks
up 22million sporting injuries every
year. And there’s the financial cost
too: sports injuries, including pulled
muscles and joint problems, cost
British employers an estimated
£9billion a year.

According to research by
Barclays Spaces for Sports, an
individual regularly participating in
sport will pick up an average of 1.65
injuries every year and take up to
five days off work or college due to
incapacity and/or treatment. The
major causes of injuries are
overexertion, lack of preparation and
general clumsiness, with third party
involvement and slippery surfaces
also blamed.

Injury research findings
Other findings include:
� 25 per cent of people injured have
been forced to quit sport for good.
� 26 per cent of respondents did not
treat their injury at all.
� Only 43 per cent of those injured
asked a GP or physiotherapist for
advice or treatment.

Football is the number one injury
causing sport (32 per cent), with
rugby second (13 per cent). People in
eastern England spend the most on

treatments (£165 per person), while
people in the north east and London
are most likely to take a sick day as a
result of an injury (14 days taken off
work each year per person).

The number one sporting injury
is a sprain or muscle pull (80 per
cent) and men are over twice as
likely to blame third party
involvement for their injury in
comparison to women.

The changing demographic in the
UK has influenced sales of sports
supports and other injury prevention
or treatment products, with a rise in
the number of older people - who are
more prone to pulling or tearing
something - wanting to stay fit
longer. Increases in the incidence of
rheumatism and arthritis are also
keeping the supports market busy. At
the other end of the scale are the
injuries incurred by an increasing
number of young people.

Although paediatricians stress
that injury prevention should never
mean avoiding sports and
recreational activities, there has also
been a noticeable rise in the number
of sports injuries amongst children
and teenagers over the past decade or
so. Physiotherapists and doctors say
this is because some children are
involved with sports at a much
younger age than in the past. 

Also, an earlier focus on one
sport, rather than on multiple sports
throughout childhood and
adolescence, is occurring more often.
Increasing opportunities for sports

Sporting injury is uppermost in
many people’s minds at the
moment, following the news that
David Beckham’s mishap on the
pitch last month cost him the
chance to play in the World Cup
this summer. 

A third of the UK population -
around 20million people - currently
participate in some sport or activity.
The boom in cheaper skiing and
snowboarding holidays over the past
decade has also introduced exciting
but dangerous snow sports to
millions - leading to a surge in
injuries as a result. 

And as more people follow their

Research has revealed the most
active section of the population
picks up around 22million sporting
injuries every year, but help is at
hand, says Catherine Eade

MBT Athletic range

THE

HURT
LOCKER

Do MBTs tone muscles your trainers never knew you had? “The last thing any athlete wants is to be injured
and have to stop taking part in their sport, so anything you can do to prevent injury is important,” says
chartered physiotherapist and sports injury expert, Joshua Wies.

“That includes keeping fit and strong and using the right kit. Footwear is arguably the most important
piece of equipment, as the mechanics of the feet affect the whole body.”

MBT recently launched a new ‘Athletic’ range of its ‘anti-shoe’ designed specifically to help wearers avoid
injury. The new Athletic collection is 20 per cent lighter than original MBTs, slimmer and designed to
strengthen the often neglected muscles that protect the joints and back; areas that suffer from repeated shock
and compression during sporting activities.

Keeping these small but important muscles in top condition has a positive effect on the entire body, as well
as on athletic performance, says Wies. Specifically designed to be worn before and after athletic competitions,
the MBT Athletic range is designed to help prevent injury, as well as speed recovery and regeneration.

In independent research, MBTs have been shown to reduce shock and joint loading, improve muscle
function, balance and joint-protecting proprioception (position sense).

“Wearing MBTs before sport will keep you strong and help prevent sprains and strains through their
constant training effect, and after sport help you recover more quickly by aiding muscle stretch and clearance
of lactic acid,” says Wies.

He adds: “I not only recommend MBTs to athletes looking to prevent injuries, I use them myself in my
training as a runner. Athletes with ankle and knee problems, as well as those with low back pain, will benefit
from using MBTs to train the small core muscles that support the joints and to improve balance and agility. The
great thing about MBTs is that, as long as you’re standing, they train you whenever you are wearing them.”
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scholarships and added pressure from parents and coaches to
achieve excellence in youth sports have also increased the intensity
level at which young athletes participate. 

Sporting injuries are a fact of life, but these days there are
more and more products designed either to prevent or relieve
injury. The trend over recent years has been for people to be more
aware of their own bodies, and for an increasing number of people
to self-diagnose injuries and treat themselves. Websites selling all
types of injury equipment therefore proliferate on the internet.

Potential
The sports injury prevention/treatment market is currently worth
around £20million per year and rising. McDavid country
manager, Paul Sherratt, has huge belief in the continuing
strength of the market. “Without doubt, the sector still
has enormous potential,” he says. “McDavid has seen
massive growth in the US market since 2000, and for
the last few years in the UK the momentum has been
building as athletes begin to recognise the benefits of
wearing such products.”

Mueller manufactures an extensive range of
products, from joint braces and supports through
to heat therapy treatments and trainer kits.
Mueller brand manager, Greg Soffe, of
distributor 1000 Mile Sportswear, says
Mueller has witnessed in the region of 40 per
cent growth per annum, although he adds
this is not necessarily reflective of the
industry as a whole.

Meanwhile Scandinavian supports
manufacturer Rehband Sports, the market
leader in Scandinavia, has achieved
growth of between 10-15 per cent per
annum over the past five years, says
managing director Anders Bergquist.
He believes around 25 per cent of
athletes now wear supports.

The most common sports-
related injuries are overuse and
strain injuries. An overuse injury
results from excessive wear and
tear on the body, particularly
on areas and muscles
subjected to repeated
activity, such as ankle,
knee, shoulder and
elbow joints.

The most
common high impact
sport that leads to injury is
running. Sports medicine experts
report seeing more runners than any other
recreational athletes in their clinics, followed by
those who participate in skate and snowboarding,
mountain biking, dance (including high impact aerobics), tennis,
skiing, basketball, gymnastics, football and figure skating.

Certain types of injuries plague sports participants. Most of
them, however, are minor. Knowing the early signs, symptoms and
what to do can help prevent them from becoming chronic problems.

The need for surgery may decline with technical advances and
new imaging methods to diagnose and treat injuries, and improved
rehabilitation techniques will in future lead to a more natural
progression to recovery for musculoskeletal injuries. But today the
most popular choices for athletes and others with busy, active lives
are sports supports and injury prevention products. si
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New performance MBT
MBT has launched its revamped athletic 
range, which has been built around an
innovative sole that has been optimised 
for athletic activities.

The new styles boast 20 per cent lighter,
breathable materials in the upper and a new
heel shape designed to ensure a perfect fit.
While these new models offer a fresh and

sporty look, the real innovation still lies in the
updated sole, so wearers can enjoy all the
MBT benefits while wearing lighter shoes.

Using MBTs for training helps improve
joint stability, strengthen core muscles and
enhance coordination, while also helping
prevent injury and aiding muscle regeneration.
For more information call 0207 684 4664
or visit www.uk.mbt.com.

Injury prevention







Over 100 years in the making with 
unrivalled innovation, durability and 
excellence make Canterbury’s Uglies 
collection a true vision of beauty

www.canterbury.comUglies Collection - Worn by Bryan Habana

rugby is 
UGLY
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Optimum Sports
As we have come to expect from Optimum, the Blitz range of rugby
protective wear is, yet again, at the forefront of rugby protection. The Blitz
rugby top and Extreme Blitz headguard offers high impact resistance
protection at all points of major contact during match play, incorporates a
full-length body and comes emblazoned in the new Blitz colourway design.
Sizes: mini, SB, LB, S, M, L, XL, XXL. RRP: £34.99.

Bokka Eclipse
The Optimum Eclipse rugby boot
has proved such a success that
Optimum Sports has increased
its colour range options to
include black/pink,
black/yellow and the exciting
Bokka colourway, providing
you, the retailer, with a full
and extensive range for your
customers to choose from.
Sizes juniors: 1-6. RRP: £24.99.
Sizes seniors: 7-13. RRP: £29.99.
Tel: +44(0)1942 497707. Email:
enquiries@optimumsport.com.

Rugby
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Canterbury
Following the success of the Uglies range across Europe, Canterbury has continued to
expand its product offering for the spring/summer 2010 period.

Canterbury continues to produce innovative rugby attire for many of the great
teams, but has not lost sight of its core
brand values, rich heritage or quality of
the product. The latest Uglies range
combines the long-standing New
Zealand and rugby heritage, dating back
to 1904, and unquestionable quality.

The collaboration of the traditional
stadium pant with an Uglies twist is a
portrayal of the importance of its
heritage, a must-have for all rugby
players and a real top seller for all
retailers. With additional products now
being sold, including an Uglies hoody,
tee and baselayer, ensure you don’t
miss out on this new exciting range.
For more information on all Uglies
products call 0161 947 9933 or
email sales@canterbury.com.



T: 01507 523243      sales@gforcesportswear.co.uk      www.gforcesportswear.co.uk    

Up to 12,000 
Colour 

Combinations

Low

Minimum 

Order

Not just another  
 stock teamwear brand

Short  

Lead  

Time

High Performance Bespoke Sportswear
With a passion for sport, GFORCE prides itself in knowing how important

it is to deliver high quality, affordable, multi-sport apparel with low

order quantities and quick turn–around times.

A BRAND YOU CAN TRUST
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IN SEASON PERFORMANCE APPAREL

Performance apparel, today a
multi-million pound market, is
one of the fastest growing sectors
of the international textile and
clothing industry. 

The market has been boosted by
the emergence of new fibres and
fabrics and innovative technologies, as
well as changes in consumer lifestyles:
people are living longer and spending
more time on leisure activities. 

High-tech fabrics are continually
being developed for a wide range of
active sports such as aerobics,
athletics, cycling, hiking,
mountaineering, parachuting, sailing,
skiing, snowboarding and swimming.
The sector’s prospects are also
helped by the increasing demand for
performance features in mainstream
fashion, with constant innovations in
smart textiles and nanotechnology. 

You don’t have to look far
within the performance apparel
sector to find garments that not only

promise to help you avoid injury, but
make you faster and fitter as well as
able to recover quicker.

History 
Compression has been used in the
medical industry for 150 years, but it
is only in recent times that people have
become aware of the performance
benefits of wearing compression
garments before and after exercise. 

Extensive research proves that
compression garments can increase
performance and body function. The
British Journal of Sports Medicine
cites research proving that the use of
compression garments: ‘…as a
recovery tool, when worn after
exercise, may be beneficial to reduce
post-exercise trauma and perceived
muscle soreness.’

Compression is the buzzword
amongst athletes in the know. And
many believe that one day all race
clothing will be made of compression-

based technological fabrics
specifically to aid performance.

According to apparel and textile
industry online resource Just Style,
the first manifestation of
performance apparel for sport
appeared around the time of the 1984
Los Angeles Olympics. The
invention of synthetic fibres, which
are not highly absorbent, was a great
improvement for competitive
swimmers back in the 1930s, but it
was not until the spin-offs from
technical developments during the
US NASA space programme that the
nature of sports apparel began to
change in a big way. 

In sports such as cycling and
swimming, the aerodynamic nature
of the efficiency of movement was
helped by the use of better garment
shapes and less resistant fabric types.
Improvements have continued to be
launched, culminating in garments
such as the Speedo LZR suit worn by
Michael Phelps at the Beijing
Olympics, which prompted many
rows and recriminations over
performance-enhancing swimwear. 

The global market size of
performance sportswear is currently

Performance apparel is increasingly being used by
sportsmen and women to improve speed and endurance,
as well as shorten recovery time, says Catherine Eade

PerformanceWhat a



estimated at £4.23billion, having
risen 19.4 per cent over the past four
years, and is expected to grow a
further 18.75 per cent to £5.02billion
by 2014, Just Style analysts predict.

Triathlon is leading the way 
in the sector, with triathletes tending
to actively research and seek the
latest products. However,
performance apparel products are
now marketed widely, from the elite
athlete pushing their body to its
limits, to the driven business person
and everyone in between. 

A call to several sports retailers
confirmed that sales for compression
garments are strong and steady, with
a wide range of people from
different sporting sectors purchasing
gear. Chris, the manager of Runners
Need in Camden, London, says: “A
lot of people are now buying
performance clothing as a recovery
aid. They’ve read about the benefits
of compression for muscle repair
and now that such apparel is
available for most sports, sales in
this area have risen. Also, people are
buying it for long haul flights to
lower the risk of DVT, so that’s an
added revenue stream.”

Under Armour
US brand Under Armour was one of
the originators of performance
apparel, which early on was defined
as clothing engineered to keep athletes
cool and dry throughout the course of
a game, practice or workout.

Founded in 1996 by former
University of Maryland football
player Kevin Plank, who developed a
t-shirt that wicked perspiration from
the skin rather than absorbed it, the
company now has offices all over the
world, including in Denver, Toronto,
Hong Kong and London.

Fourth quarter apparel net
revenues for the company in 2009
increased 26 per cent to
$192.1million, driven by growth in
men’s, women’s and youth apparel.
Plank, now chairman and CEO of
Under Armour, believes the figures
provide evidence that new consumers
are still attracted to the brand. 

One of the new areas the brand
has moved into with considerable
success is golf. The Under Armour
brand has become the mark of
success on the USA PGA this season
and the European Tour is fast
catching up. Household golf names
such as Hunter Mahan and Ross
Fisher are aligned with the brand.

Linebreak 
Linebreak is an Australian company
that has enjoyed significant success
both globally and in the UK since its
launch five years ago as a
manufacturer of compression
garments that enable athletes to
recover faster, improve performance,
control temperature and reduce risk
of injury. Linebreak’s managing
director in the UK, Mark Gladwin,
agrees that the sector is still booming. 

“Performance apparel helps
everyone achieve their personal goals
without hampering everyday
activities,” he says. “Local club
players can play on a Saturday, wear
their compression tights overnight and
be able to play with the kids or coach
the mini-rugby team on a Sunday
without too much discomfort.”

Skins
In 1996 a skier consulted with
NASA and other experts to help him
achieve his ambition to feel 10 years
younger so he could ski all day, party
all night and be ready the next
morning to do it all over again. 

The result of the collaboration
was Skins, performance apparel for
improving power, speed, stamina and
recovery. Professional athletes were
the first to start wearing them, but
today amateur athletes and other
active bodies seek out the products,
which are now sold in over 30
countries. Skins marketing
coordinator, Karen Potter, says:
“There is certainly heightened
awareness of compression wear and
retailers are having to rationalise their
apparel offering as consumers now
demand apparel to help them perform
better in their respective sports.”

DB Apparel
This company’s Shock Absorber bra
range, and specifically the Shock
Absorber 4490 (Max), continue to
perform well, according to Shock
Absorber senior brand manager
Kirsty Kothakota, who says: “I
believe that brands with a clear
differentiation and performance
benefit are growing well in this
market, and we have seen that Shock
Absorber sales are significantly up
on previous years.” 

The brand’s sports specific
product range, Run, Ball and Racket,
has been proving popular with
consumers. The three different bras
have been designed specifically to

Magic socks 
In 1989 Dr Serge Couzan was supervising Dr Michaël
Prüfer’s thesis on research into blood circulation problems
associated with sportsmen. Prüfer was a multiple record
holder and speed-skiing world champion who won a gold
medal at the Albertville Winter Olympics in 1992.

The two vascular doctors combined their specialist skills
and developed a revolutionary concept designed to improve
muscular performance and speed up recovery: a gradual
support sock that places pressure on the calf area so as to
speed up venous return, unlike standard support garments
that place pressure upon the ankle. The socks allow for
better elimination of lactic acid, as well as improved
oxygenation and muscle performance during exertion.

More than 3,000 top athletes, including 300 world or
Olympic champions, now wear BV Sport’s compression
socks, which have received ecstatic reviews. BV Sport
supplies all the football clubs in the top two divisions in
France, as well as top European clubs such as Chelsea,
Arsenal, Juventus and Real Madrid.

enhance comfort, taking into account
the different motion caused by each
sport. The product range includes
built-in, specifically targeted
support, strap glide technology for
ease of movement and seam-free
elastic to minimise chafing.

Says Kothakota: “The recently
launched Shock Absorber sports
specific bras are revolutionary in the
sports bra category. They are the
result of 18 months of extensive
research and development with the
University of Portsmouth and
provide consumers with the best
support for their sport.”

Even long established brand
Helly Hansen recently moved into
the sector with its own range of
baselayer products. The star that is
performance apparel is still clearly
on the rise. Perhaps the ubiquitous
baggy t-shirt and shorts of old will
soon be a thing of the past. si
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Order a combination of any 3 Sci-MX products online at www.sci-mx.co.uk and SAVE 20%*. FREE next working day 
delivery on all orders – UK mainland only. Also available from quality health outlets, gyms and online retailers nationwide.
*excludes drink shakers and water bottles. Copyright © 2010 Sci-MX Nutrition Ltd.

www.sci-mx.co.uk

LOOK LIKE THIS
IN HALF THE TIME
Spending much of his life in the public-eye, former Steps star

Lee Latchford Evans knows the importance of achieving and 

maintaining the look you want.

Now actively involved with coaching others to achieve their fi tness 

goals, Lee knows that the ‘look you want’ doesn’t come with 

exercise and healthy eating alone; it’s also about using the best 

sports-nutrition science available.

That’s why Lee makes Sci-MX products a key part of his fi tness 

regime. His daily sports-nutrition plan consists of:

■  GRS-5® gradual-release protein for a constant supply of 

muscle-building amino acids

■  Omni-MX™ provides eleven science-proven lean muscle-builders

in one delicious shake

■  17-T Somatocri-MX™ takes care of natural, healthy

testosterone-boosting

Combining Sci-MX products with a regular workout plan and healthy 

diet helped get Lee to get ‘the look’ he wanted a lot quicker than it 

would have taken with exercise alone.

If your working-out isn’t working out fast enough, get the 

look you want in less time, the Latchford way.

Lee Latchford Evans

In association with





Lotto, the Italian sportswear giants are re launching their highly
successful team wear collection in the UK from 2010.
Combining Italian style with Technical, high performance fabrics,
Lotto will target both professional and amateur teams, offering
a range of styles and colours at very competitive prices to ensure
that the market is serviced efficiently, selected styles and colours
will be stocked in the UK, allowing a fast turn a round service.
With the added ability to offer bespoke kits as well, Lotto  are
offering clubs and players the very best products along with 
exceptional service and value for money support.

Please contact Lotto Teamwear on 0845 177 0551 
for more information. 

TEAM BUSINESS COLLECTION 2010
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E-TAILING

Founded in 2007, the growth
Twitter has experienced has been
nothing short of astonishing - even
eclipsing Google. According to
research conducted by Royal
Pingdom, a website monitoring
blog, Twitter reached its one
billionth tweet in December of last
year, which equates to a staggering
40million tweets a day. 

Pingdom says: “Over the past
few months there has been plenty of
speculation around the web that
Twitter’s growth has stalled, but if
we look at activity on Twitter in
terms of the number of tweets, this is
far from the truth."

Today, the question is not
Twitter’s rapid expansion - according
to online competitive intelligence
service Hitwise, Twitter is now the
third most visited social networking
site - but whether, like the other
social networking platforms before it,

the site can monetise the vast number
of people that use its services daily.

Quality over quantity
Headline statistics illustrate that
Twitter is a different social networking
space than any of the current systems.
Research from marketing software
specialist HubSpot reveals that 82 per
cent of Twitter users have less than
100 followers, while 81 per cent of
users follow less than 100 people.
Unlike other social networking sites,
Twitter users, it would seem, favour
the quality of the connections they
make over the quantity. And if you’re
planning a campaign, HubSpot reports
that Thursday and Friday are the
busiest days, with 10-11pm seeing the
most daily tweets.

Twitter requires businesses to
understand its proposition. The
bungled attempts by major brands to
move into social networking spaces

such as MySpace and Facebook
over the past two years has
illustrated the danger that a
misjudged campaign can bring to a
business and its brand integrity.

Like no other system before it,
Twitter enables your business to
closely track the reactions of customers
to any topic. Tweet a question and wait
for the deluge of responses. But you
need to assess how your business could
utilise Twitter effectively. 

Some businesses are using mind
mapping techniques coupled with
URL tracking and Twitter’s delay
service (TweetLater), which allows
you to set up tweets to be posted at
set times in the future. Used as a
market research technique, you can
quickly build a profile of the people
following your company’s tweets.
This insight is invaluable in building
a customer profile, which may be
different to those you have on other

How does Twitter fit into your marketing plans? Dave Howell reports

Tweet for business



social networking sites. Remember,
in the world of the social network
one size does not fit all.

A number of companies are using
Twitter to ‘retro fit’ their customer
service functions. Some customers
are posting their complaints or
criticism on Twitter that a business
would do well to sit up and take
notice of. If you already track the
exposure your business receives
online, the tweets people make about
your business are invaluable market
data. Some businesses have even
acted on tweets and improved or
changed their products to better suit
their customers - a move that was
then praised on Twitter. This kind of
marketing exposure is difficult to
obtain via traditional routes, but by
simply monitoring Twitter your
business can build market profile data
quickly and efficiently.

Businesses are also exploiting the
instant power of Twitter to help them
develop their products. If you are in the
prototype stage for a new product, it
could be expensive to market test even
a small aspect of it, but with Twitter
you can receive instant feedback from
a diverse range of people who can
directly influence the path your product
takes to market. Ask a question, no
matter how technical, and wait for
qualified responses that your business
could pay thousands to obtain.

Not surprisingly, Twitter now has
its own ecosystem of add-ons and
utilities that you may find useful.
There are many Twitter clients, but
the leaders are TweetDeck, Seesmic
and Hootsuite. TwitterFox, as its name
suggests, is a Twitter client for the
Firefox web browser, while Klout
enables you to manage and analyse

your overall
performance
on Twitter -
information
you could find
invaluable.

Money
spinner
Turning
tweets into

cash is, of

course, much easier said than done.
But this is already happening on a far
larger scale than you would expect.
The computer manufacturer Dell,
which is no stranger to using social
networking systems, has shown that
Twitter can be a money spinner.

Dell now has 80 branded Twitter
accounts, ranging from direct
connections with customers using
Twitter’s direct message system, to
service calls and enquiries. But it’s the
use of Twitter’s retweet feature that is
the most fascinating. Using this
function, Dell allows its followers to
pass on coupons that can be redeemed
at its online store - the company claims
to have obtained over $3million in
revenue from these retweeted coupons.
Using tracking URLs, Dell also knows
the path these sales have taken to its
online store, providing even more
valuable market and customer data.

The fact that Twitter restricts its
messages to just 140 characters has
meant businesses have had to
become more creative in order to tap
into this new market of potential
customers. Businesses are, though,
realising that Twitter - at the moment
- is more about building brand
awareness and keeping interactions
light and informal. 

The key to monetising
the Twitter space is
similar to the other
social networking
sites that you
may already
use. As the
new kid on
the block,
the rules of
engagement
are still being
formulated.
However, as
with all social
network
marketing,
transparency, honesty
and the avoidance of hard
marketing messages are all
part of the equation of success with
Twitter. Don’t try and mask blatant
sales drives or your business will be
shot down in flames.

As the Twitter blog recently
stated: ‘When we designed Twitter,
we took a different approach - we
didn’t require a relationship model
like that of a social network.
Keeping things open meant you
could browse our site to read tweets
from friends, celebrities, companies,
media outlets, fictional characters,
and more. You could follow any
account and be followed by any
account. As a result, companies
started interacting with customers,
celebrities connected with fans,
governments became more
transparent and people started
discovering and sharing information
in a new, participatory manner.’

Should your business pay
attention to Twitter? As with all
social networking platforms, your
business’ proposition will determine
whether these environments can add
value. But unlike Facebook or
MySpace, Twitter’s instant access
offers all businesses a new channel
of interactivity that is unprecedented. 

Tread carefully and you will
have a free resource to improve your
customer service, enhance your
brand and, above all, gain insight
into what your customers think of
your products and services. Twitter

looks set to continue its
meteoric rise, so make

sure your business is
ready to take

advantage.
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BELOW: Twitter
enables you to track
the reactions of
customers to any topic



Cheat legal.SKINS is the official compression
performance gear of
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To place an order or request a catalogue: 
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Email sales@bbsports.co.uk
Warehouse: BB SPORTS DISTRIBUTORS, 
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• Best Wholesale Prices – Immediate Delivery    
• Latest Products and Designs

Trade Accounts Available Now Online - www.bbsports.co.uk

UK Table
Tennis Ltd
The Table Tennis
Specialists

Phone: 0845 2600 780 Fax: 0845 2600 790
E: sales@uktabletennis.co.uk W: www.uktabletennis.co.uk

OFFICIAL PREMIERSHIP FOOTBALL SOUVENIRS
Global Football Company offers by far the most comprehensive range of licensed football products available,

which this year includes a number of lines that are totally exclusive to us. From branded footballs &
playing accessories such as sweatbands, water bottles and captain’s armbands to fan products like

hats, scarves, flags, gloves, mugs, keyrings, badges, and executive gifts
such as leather wallets, pewter tankards, hip flasks and zippo lighters.

See the web site at www.globalfootballcompany.com
and contact us for full details: T: 0161 282 0770

F: 0161 282 0733  E: info@globalfootballcompany.com

VIGA
Athletic Clothing Co. Ltd

Tel: 01257 269611
Fax: 01257 241677
www.viga.co.uk

• WATERPROOF JACKETS • 
• GILET TOP •

• LONG-SLEEVE TOPS • 
• LEGGINGS & PANTS •
• CLUB TRACKSUITS • 

• VESTS • 
• SHORTS •

Rugby

Wholesaler

Wholesaler

Table Tennis

Boxing / Martial Arts

Fitness Equipment

Merchandising

Wholesaler

EPOS

Archery

Fitness

The Wholesaler UK the leading online trade 
directory of wholesalers and suppliers to retailers.

www.thewholesaler.co.uk
Tel:  0121 711 3612

email: sales@cimac.net    www.cimac.net
Official distributor for adidas boxing equipment

Boxing

For more information go to   

www.gforcesportswear.co.uk
or give the GFORCE sales team a call on 

01507 523243

Gymphlex Ltd, Boston Road, Horncastle, 

Lincolnshire  LN9 6HU Fax: 01507 524421 

Email: gforce@gymphlex.co.uk

CREATE A WINNING TEAM WITH 

THE ULTIMATE IN TECHNICAL 

BESPOKE SPORTSWEAR

Performance Clothing

Athletic/School Clothing

Team up with FORCE XV today and become
part of our UK network of retailers 

and teamwear specialists!

contact-export@forcexv.com 
www.forcexv.com

Sublimated Jerseys, Protection, Teamwear & Training Equipment
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TAIL-ENDER

I’ve just returned from probably the
worst lunch of my life. The food was
awful, the bill more than the price of
my first car, I’ve got raging
indigestion and now I’m expected to
sit down and write something funny.

It all stemmed from a piece my

assistant Norman had read in one of

the Sunday heavies, which claimed

more business gets done over lunch

than anywhere else apart from the

golf course. In our town it’s probably

in the massage parlour and shoe

repair bar behind the bus station, but

that’s another story. 

Social isolation
Apparently a professor of

organisational psychology was

concerned that owner-managers of

small businesses were not only

missing out on a chance to boost their

sales figures, but were falling victim

of ‘serious social isolation’ by not

getting out at lunchtime and wheeling

and dealing over a plate of congealed

shepherd’s pie.

“There’s that bloke who runs the

fitness club,” Norman said. “I bet you

could sell him a whole load of that

Lycra we got from the flood damage

sale if you bought him a spot of lunch.

Most of it has almost dried out now.” 

My protests that I always have

lunch in the stockroom because I like

being alone, and that you couldn’t

beat a bit of social isolation while

eating a pork pie and listening to The

Archers were in vain, as I knew in my

heart they would be.

“Why don’t you ring him now?”

Norman said. “I’ve looked up the

number.” 

To give him credit, the man from

the fitness club was even less

enthusiastic about the idea than I was.

He put up a plucky fight - he had a

gum boil and hadn’t eaten solid food

for two days. 

Then his wife took the phone and

said he would be there the following

Monday. “He’s cooked himself the

same lunch - corned beef fritters and

a fried egg - virtually every weekday

since 1987,” she said. “Will you make

sure he has something different?”

I didn’t have to. The man had

arrived at the restaurant 20 minutes

early and was halfway through olive

lamb with rosemary and garlic

butterbeans with a side order of

turnips carved in the shape of

chrysanthemums. “Makes a change

from corned beef fritters,” he said.

That was pretty well all he 

said during the 20 minutes it took 

him to finish his main course and

demolish a large helping of bread 

and butter pudding with Creme

Anglaise, while I toyed with a

shrivelled mushroom omelette.

As the bill mounted up before my

eyes, it seemed an appropriate time to

mention the Lycra. “Wouldn’t have it

in the place,” the man said. “Nothing

wrong with a vest and a pair of

shorts. By the way, squire, did you

know your trousers are undone?”

Shameful scene
I called for the bill and surreptitiously

adjusted my clothing, only to find

that I had jammed the corner of the

pink tablecloth into the zip. When a

waiter arrived with a bill for £48 and

saw what had happened, his first

reaction was to bring a screen, which

was placed around our table in an

attempt to hide the shameful scene

from other customers, who merely

moved their chairs in order to get a

better view.

The waiter then summoned the

manager, who was obviously not

convinced by my explanation as to

how his tablecloth had become

wedged in my trousers. “I must ask

you to leave at once,” he said. “This

is a prestigious restaurant. We hope to

be in Egon Ronay next year.” 

I said I was equally anxious to

leave, but as things stood I would be

taking a table-full of crockery and

cutlery with me, not to mention four

square yards of damask tablecloth and

a small bowl of roses.

Eventually, after I had agreed to

pay for the tablecloth, a cook

appeared with a large pair of kitchen

scissors and sliced through the

damask, leaving a six-inch spray of

pink cloth sprouting from my trousers

like something in a medieval fertility

ritual. The walk back to the shop was

not one of my better experiences, I

can tell you.

And where was my lunch guest

during all this? He had long since put

on his raincoat and disappeared. He

hadn’t even mentioned the gum boil. I

was left with a bill for £48 and some

pretty convincing reasons why I

won’t be having any more business

lunches for a while. 

There’s a pork pie in my desk

drawer for tomorrow’s lunch and I can

always catch up with The Archers on

the Sunday omnibus. So all’s well that

ends well - particularly as I’ve just

had a call from the restaurant saying

I’d forgotten to sign the cheque.

A sideways look at the world of independent retailing

si

“A cook
appeared

with a large
pair of
kitchen

scissors and
sliced

through the
damask,

leaving a six-
inch spray of

pink cloth
sprouting
from my
trousers”

Under the counter





Score with
Molten!

Tel: 0800 298 8217
Web: www.moltensports.co.uk

Molten Official
12-Panel Match Ball For

FIBA

British Basketball

Great Britain
Wheelchair Basketball

BasketballWales

Basketball Ireland

British Universities
and Colleges Sport

British Basketball League

British Colleges Sport

English Schools Basketball

Mini-Basketball England


