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• New STAG Summer Buying Shows for 2013

• Every STAG member is invited

• The Irish Show is open to non-members who pre-register

• STAG members overnight costs paid by STAG

• All exhibitors offer special deals for orders placed at the show

To find out more on STAG visit    www.stagbuyinggroup.com
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+ New uhlsport design in special 22 panel 
 construction
+ Thermobonding technology allows perfect 
 roundness and extremly low water uptake

Use of a special rubber mix shows the 
following characteristics: 
+ Bounce behaviour is comparable
 to latex bladders
+ Loss of air pressure is 2.5 times better than 
 in latex bladders
+ HAR bladder provides perfect roundness
 of the ball

+ Newly developed bladder with 
 excellent air-retention

TPU-Foile

foam rolling

foam frame

Butyle bladder

Textile

PANEL SURFACES: Balanced panel 
surfaces (ratio 1:1.005) provide:
+ perfect roundness
+ optimum ball stability
+ improved fl ight and 
 bounce characteristics
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Contact your local sales representatives for more info about the 2013 Uhlsport football offers.
All Ireland: Brian Hutchinson - 07595543835 • Scotland: Eric Muir - 07940598779 

London & South East: Bob Ludlam - 07973394004 • South West & Wales: Michael Morgan - 07973802980
Midlands & North: Daniel Hume - 07960013475

For general inquiries please contact us on 08448 849861 or email sales@uhlsportuk.com

M-Konzept Revolution
RRP £89.99

M-Konzept Turnier
RRP £49.99

M-Konzept Supreme
RRP £34.99

M-Konzept Resistent
RRP £34.99

M-Konzept Motion
RRP £24.99

M-Konzept Team
RRP £14.99

white/navy/red
size 5

fl uo orange/silver/black
size 5

white/petrol/silver
size 4

fluo yellow/cyan/black
size 4

white/silver/black
size 3

fl uo green/silver/black
size 3

www.facebook.com/Uhlsport.UK @UhlsportUK



ABC Certification
Sports Insight has a current ABC certified circulation of 5,422 (audit period
July 1, 2011-June 30, 2012). The Audit Bureau of Circulations (ABC) is an
independent audit watchdog that verifies magazines’ circulation figures,
providing accurate and comparable data for advertisers.

ABC Certification demonstrates a media owner’s integrity, in their willingness to be
audited and to conform to industry standards.

COVER STORIES
26 Craig Phillipson

Attract customers 
with a stronger store layout

36The Future High
Streets Forum
Can it convert tumbleweed
into trading enthusiasm?

40Creating An 
In-Shop Event
Top tips from industry
experts

REGULARS
10News

Latest headlines, key dates 
and events

14Kit Stop
Essential stock for your shop

20On The Podium
Kay-Metzeler’s Jason 
Critchley talks us through the
company’s product range 

22Front Runners
Alex Tibbits, commercial
accountant at York Fitness

weekly 
e-newsletter
Are you missing out on
the latest industry news?
Then subscribe to the
only FREE weekly 
e-newsletter for the
sports trade and keep
your finger on the pulse. 

online
competitions
Go to www.sports-
insight.co.uk and
check out the online
competitions for
your chance to win.

To subscribe simply go to www.sports-insight.co.uk

Contents  4.13
e-catalogues
To view, download
or print the latest
trade e-catalogues
visit www.sports-
insight.co.uk. Easy to
use, viewable on any
device and saving
the environment.

IN THIS ISSUE

twitter
Follow us
@SportsInsightUK
to keep up to date
with breaking news
and special Sports
Insight offers. 

Editor: 
Jeff James
Tel: 01273 748675
Email: siedit@partridgeltd.co.uk

Assistant Editors:
Catherine Eade and Louise Ramsay

Advertising Manager: 
 Keith Marshall 
Tel: 01206 505947 
Email: keith@sports-insight.co.uk 
Fax: 01206 500243.

Advertising Sales
21-23 Phoenix Court, Hawkins Rd, 
Colchester, Essex CO2 8JY

Group Advertising Manager: Sam Reubin

Group Editor: Ted Rowe

Publisher: Matthew Tudor

Creative Director: 
Jim Philp
Tel: 01206 508601 
Email: jim@aceville.co.uk 

Art Director: Chris Ashworth

Designer: James Tuthill

Advertisement Art Director: Clare Brasier

Reproduction:
Ace Pre-Press. Tel: 01206 797541

Photography:
CliQQ Photography
www.cliqq.co.uk 
Twitter: @CliQQphoto

Accounts:
Sue Carr
Tel: 01206 505903

Published by Maze Media (2000) Limited, 
21-23 Phoenix Court, Hawkins Rd, Colchester,
Essex CO2 8JY

All contents © Maze Media (2000) Limited.
The views expressed in this magazine are not
necessarily those of the publisher. Every effort
is made to ensure the veracity and integrity of
the companies, persons, products and services
mentioned in this publication and details given
are believed to be accurate at the time of
going to press. However, no responsibility or
liability whatsoever can be accepted for any
consequence or repercussion of responding to
any information or advice given or inferred. No
part of this publication may be copied,
broadcast, interpreted, or stored, in any form,
for any purpose, without the written
permission of the publisher.

ABC certified circulation: 5,422 
(audit period July 1, 2011 to June 30, 2012)

UK/ROW subscription:
£25/£42.50 for one year (10 issues)

working with

25The Insider
Beverley Brewins set up B & P
Sports in Selby, North Yorkshire
three years ago

66Under The Counter
A sideways look at the world
of independent retailing

IN SEASON
46Rugby

52Running

FEATURES
28The Other Ashes Battle

Cricket Australia is toying 
with using Dukes balls in 
the domestic game

30My Sporting Life
Mark Ilott talks about his 
first class cricket career 

34Net Value
Is demand for goalposts 
as great as ever?

42Green For Growth
Greening your business is about
something more bankable than
a warm feeling in the gut

06 Follow us @SportsInsightUK





t a time of economic uncertainty,
online sales seem to be recession
proof in the UK sports market and
have carried on growing apace over
the past few years.

When in 2008 the UK entered into recession,
sports footwear and apparel sales - excluding
online - declined by seven per cent. In contrast,
during the same year internet sales grew 25 per
cent, according to NPD’s Online Consumer Panel.
Interestingly, although consumers’ main
preoccupation during this period was to buy
cheap items, an increasing number of them chose
to purchase online, which on average costs more
than buying at a bricks and mortar store. 

POPULAR
Internet shopping has become increasingly
popular over the years due to its convenience and,
according to the Office for
National Statistics, 67 per cent of
adults bought goods or services
online in 2012, up from 53 per
cent in 2008.

Internet shopping represented
18 per cent of total sports market
revenues in 2012, compared to 11
per cent in 2008. Each share
point gained over the past five
years represents an additional
£45 million of online spending on
sports items, according to NPD’s
Online Consumer Panel.

Who have been the main
beneficiaries of the growth in
internet shopping? Over the past
five years the online retail
landscape has changed
considerably. Today brands such
as Nike and adidas are not just
relying on their retail partners to sell their
products online, instead they’ve embarked 
on campaigns to drive more sales through 
their own websites. 

High street retailers have diversified into online
shopping, which has been their market growth
engine, allowing them to either compensate for low
sales in-store or reinforce strong results on the high
street with significant online sales. Bricks and mortar
retailers that have also developed successful online
operations have increased pressure on internet only
stores and mail order companies, which have lost
market share year on year since 2008.  

The NPD Group charts the rise of ecommerce in the
sports market and highlights some of the main
beneficiaries of the trend for internet shopping

A
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DIVERSIFICATION
One of the best examples of this type of
diversification has been Sports Direct. The
Sportsdirect.com domain name was acquired in
April 2006 and since 2007 the stores that traded
under the Sports World and Sports Soccer fascias
have been renamed Sportsdirect.com. With 350
stores branded in this way, the website has
benefited from an increasing recognition of the
online brand. 

The website’s homepage priority is unsurprisingly
focused on discounted products displayed via
rotating images. Furthermore, a sense of urgency is
created through time sensitive offers such as daily or
weekly deals and by the presence of countdown
clocks that show the time remaining before a
particular sale ends. This strategy has proven to be a
very successful customer call to action.

Sports Direct’s online revenues increased 
by 82 per cent to £174 million
during its financial year ended 
April 29, 2012. It will be
interesting to see if this income
stream has continued to grow
since the demise of JJB.

BEHAVIOUR
The vast majority of sports
items are still purchased in-
store, but for many consumers
the buying process starts hours
or days before their store visit.
For the majority, the purchasing
behaviour process has become
more complex and involves
both online and bricks and
mortar stores. 

Prior to an in-store purchase,
many people go online looking

for recommendations or reviews about products,
brands or retailers and determine what they are
prepared to buy. They already have a good
knowledge of the characteristics of the products on
the shelves in-store and some consumers visit bricks
and mortar retailers just to make their purchases. 

Conversely, online shopping is sometimes
preceded by an in-store visit, allowing consumers
to see and try out items before they buy. This
trend of testing products in-store to buy later
online, sometimes from another retailer, will
probably increase in the future. High street retailers
will operate more as showrooms and will need to
adapt as ecommerce sales continue to rise.

FROMBRICKS
TO CLICKS

“INTERNET
SHOPPING
REPRESENTED
18 PER CENT
OF TOTAL
SPORTS
MARKET
REVENUES 
IN 2012,
COMPARED TO
11 PER CENT
IN 2008”



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

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

ONLINE
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ONLINE VALUE SHARES EVOLUTION 
WITHIN THE GB SPORTS MARKET
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WHAT’S NEWS
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

TWITTERING Sports Insight is now on Twitter. For the latest industry news, new product information and
details of forward features and special advertising opportunities follow us @sportsinsightuk. 
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Group operating profit
decreased three per cent to
€920 million in 2012, while
group sales for the year
reached a record €14.9 billion.

Despite this, Herbert
Hainer, adidas Group CEO,
described 2012 as “another
successful year”, adding: “Our
products and brands were
again at the fore, not only
being the most visible at the
year’s major sports events,
but also enjoying several
important market share
victories along the way.

“We are very well
positioned to again achieve
record sales in 2013. Our
product pipeline is packed
with game changing
innovations, be it in running,
basketball, football, lifestyle,
fitness or golf. As we
continue our Route 2015
journey, our focus remains on
quality growth.”

“MANAGEMENT
BY HAND
GRENADE.”
NICK WATKINS, SWINDON
FC’S FORMER CHIEF
EXECUTIVE, DESCRIBES
PAOLO DI CANIO’S TENURE
AT THE CLUB

FOURTH QUARTER
LOSS FOR ADIDAS
THE BRAND POSTED A LOSS
OF €239 MILLION IN THE
LAST THREE MONTHS OF
2012 FOLLOWING LOWER
THAN EXPECTED SALES OF
ITS REEBOK BRAND IN
NORTH AMERICA, LATIN
AMERICA AND BRAZIL.

Despite disappointing
Reebok sales, Herbert Hainer

described 2012 as another
successful year for adidas



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

INTERSPORT Q1 
2014 SHOW
June 25-26, Solihull

DIARY DATES STAG UK SUMMER
BUYING SHOW 
July 7-8, Four Pillars
Hotel

STAG IRISH SUMMER
BUYING SHOW
July 13-14, Tullamore
Court Hotel

INTERSPORT Q2
2014 SHOW
September 25-26,
Solihull

STAG IRISH WINTER
BUYING SHOW
October 12-13,
Tullamore Court Hotel

The buying group has reported a record
year of sales with supplier HI-TEC.  

Managing director Ricky Chandler says:
“We are certain this success is testament to
the HI-TEC sales force, which works
tirelessly to service our members and the
independent trade. 

“We are also pleased to confirm that HI-
TEC will be exhibiting at all four of our STAG
buying shows this year - our two summer
shows in July and winter shows in October
and November.”

STAG UK WINTER
BUYING SHOW 
November 24-25, 
Four Pillars Hotel

ISPO MUNICH
January 26-29
New Munich Trade Fair

THE FIT SYSTEM, A TWO-TIER COURSE WITH THE
OPTION OF A SHORTER INTRODUCTORY TRAINING
SESSION, IS BEING OVERSEEN BY ANDY BLAIR,
SUPERFEET’S EUROPEAN TRAINING MANAGER AND 
A CERTIFIED PEDORTHIST (PICTURED). 

The training sessions provide retail staff with an improved
understanding of foot biomechanics and the importance of
foot stability, as well as showing them how to achieve the
best footwear fitting.

Level one and two of the programme focus on all areas
of foot comfort and the customer sales process, from
accurate foot measurement and fitting through to product
selection and selling techniques. 

Level one comprises a half day course that can be
completed in store, while level two involves a full day of
hands on training at various locations around the country,
including Bristol, Birmingham, Manchester, Glasgow,
London and Portsmouth.

For retailers who are time restricted, a basic in-store
training session lasting up to two hours is also available.

“The Fit System is designed to provide a win-win
situation for retailers and customers that will ultimately
improve the sales process and customer experience,” says
Blair. “The correct support and footwear fitting is of
paramount importance in any activity, from running
through to hiking and skiing. 

“Following the course, retail staff will be better
equipped to meet customer requirements in all aspects of
footwear related sales, from boots and shoes to socks and
insoles.”

For more information about The Fit System or to book
a place on the course call 0131 344 7980.

SUPERFEET OFFERS FREE
RETAILER TRAINING

11www.sports-insight.co.uk
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STAG SALES SUCCESS

INTERSPORT UK AND
IRELAND IS LAUNCHING THE
NEXT STAGE OF ITS ‘EXPERT
ADVICE’ CONSUMER
MARKETING CAMPAIGN.  

Building on the creative that
has proved successful with both
the trade and consumers, the
new promotion retains the split
image concept, but this time
features a fitness environment. 

The campaign is fronted by
Tom Smart, an INTERSPORT
employee at the company’s
Tunstall store, who participates
in a wide range of sports and
uses his knowledge and
experience to advise customers
on the best kit and equipment
for their sport.

INTERSPORT says the
promotion’s latest focus
supports the range of new
fitness products that will be
launching in outlets this spring.   

“The first ‘Expert Advice’
campaign has been a massive
success with our brand
partners, store members and
consumers,” says Tom Foley,
INTERSPORT UK and Ireland’s
general manager. “The concept
clearly communicates our
brand positioning and the
uptake from our store members
has exceeded our expectations.

“The theme works well

because it offers us longevity
with a concept that provides
continuous brand awareness,
but that can be built on and
adapted for different product
campaigns The way it works
equally well to support our
fitness campaign as it did for
running is testament to that.”

The campaign launched
through a series of adverts that
appeared in national health and
fitness print and digital
channels in March. The creative
will then translate into a PoS
support package that will be
rolled out across
INTERSPORT’s store network.
The advertising will be further
supported by a PR and
promotional campaign
targeting fitness enthusiasts. 

‘Expert Advice’ enters
latest phase



THE 
NEWS

TICKER 1
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1. PRINCE HARRY 
The RFU has announced Prince
Harry as patron of the All Schools
programme and revealed
Canterbury as the inaugural
official partner for its initiative to
get more secondary state schools
playing rugby union.

2. NIKE REVENUES
Nike’s fiscal third quarter
revenues rose nine per cent 
to $6.2 billion as a result of
what CEO Mark Parker
described as “a relentless 
flow of innovation into our 
key categories.”

D30 unveils latest
cutting edge concept

TWO BUSINESS GROUPS
HAVE DESCRIBED THE
CHANCELLOR’S FAILURE TO
FREEZE BUSINESS RATES IN
THE RECENT BUDGET AS
DISAPPOINTING.

The British Retail Consortium
called on George Osborne to
reduce operating costs for
retailers after an independent
study by Oxford Economics
revealed the cost of doing
business has increased 21 per
cent to £20 billion since 2006.
During the same period
retailers’ sales increased by just
12 per cent. Business rates rose
by 2.6 per cent this month.

Says Helen Dickinson,
director general of the British
Retail Consortium: “It’s very
disappointing that the
Chancellor did nothing to halt
April’s business rates increase,
which will add another £175
million to the half a billion
pounds of rates rises that

retailers have had to cope with
over the last two years.

“An opportunity has been
missed to make a difference
to our troubled high streets
and the communities that rely
on them. It’s now even more
important that the
government delivers tangible
action on its existing promise
to review the formula for
setting rates in future.”

Forum of Private Business
spokesman Robert Downes said
many of his organisation’s
members wanted action on
business rates. 

“We said before the Budget
government couldn’t keep
clobbering businesses with hike
after hike and unfortunately we
haven’t seen that sentiment
acknowledged by Mr Osborne,”
says Downes. “This month’s
increase will mean rates have
spiralled by a mammoth 13 per
cent in just three years. There
aren’t many businesses who’ve
seen income increase by
anything close to that figure
with sluggish growth and
recession to contend with in the
same period.”

Downes adds: “Business
rates have risen so much in just
a few years they are the
number one enemy to many
small firms and, we believe, are
a big part of the problem
behind the problems with our
high streets too. It’s
disappointing to see no action -
it was the obvious way to
relieve pressure and is a missed
chance for quick and easy relief
for business.”

£20
BILLION

49 per cent of global shoppers consider the
reliability of the retailer to be paramount 
when making online purchases, according to a
study by Rakuten, the world’s third largest
online marketplace.

Retailer trust was most valued in the east,
where countries such as Indonesia (69 per cent)
and Thailand (65 per cent) ranked reliability as
the number one feature when shopping online.
In Europe reliability came second only to price,
with over two thirds of British shoppers citing
price as their top priority.

RETAILER RELIABILITY
IMPORTANT ONLINE

BRITISH IMPACT PROTECTION SPECIALIST D30 SAYS ITS
LATEST INNOVATION OFFERS WEARERS A LIGHTWEIGHT,
LOW PROFILE PROTECTIVE LAYER THAT CAN BE
DIRECTLY APPLIED TO CLOTHING.

Called Smart Skin, the process removes the need to stitch and sew
protective padding into garments or use pockets. An ultra-thin
adhesive film is applied to the D30 protector during the moulding
process, which is then heat bonded directly to the garment. Each
D30 component is encapsulated using a thin protective skin.

In standard conditions the material’s molecules flow freely,
allowing it to be soft and flexible, but on impact they lock together
to dissipate the impact energy and reduce the transmitted force.

Starting at just 3mm thick, Smart Skin can be used to protect
the coccyx, thigh, hips, knees shoulders and elbows.

D3O developed Smart Skin from concept to
production in less than 12 months. The idea evolved
during a project for a customer in the oil and gas
industry, where D30 was asked to develop an impact
protection solution for oil rig workers exposed to
harsh weather conditions.

“Smart Skin takes the best high performance
materials available and makes them invisible next to
your body,” says Eric DeGolier, D30’s product design
and development manager. “It offers an unbeatable
combination of protection and performance.

“The holy grail of protection is lighter, thinner and
higher performance. D30 has pushed the limits of this
since we first introduced our light, flexible protection.
Smart Skin has raised the bar again.”

D30 currently licenses its technology to brands such
as Burton, Scott Sports, Demon, Nfinity and HEAD.
Proposed applications for Smart Skin include US team
sports and compression baselayers. D30 also plans to
roll the product out to the military later this year.

Helen Dickinson, 
director general of the
British Retail Consortium



THE MOVE, SAYS NIKE, IS
DESIGNED TO SPEED UP
THE SUPPLY OF
SUSTAINABLE MATERIALS
FOR USE IN ITS PRODUCTS.

Bluesign Technologies, an
environmental health and
safety management
specialist, will give Nike’s

supply chain, which
spans close to 50
countries and over
800 factories, access
to its bluefinder and
blueguide tools.

Using bluefinder,
suppliers can access
pre-screened and
more sustainable dye
systems, detergents

and other chemicals used in
the manufacturing process,
enabling them to manage
restricted substances, and
provides the opportunity to
increase water and energy
efficiency.

The blueguide gives Nike
access to over 30,000
materials produced using

chemicals from the
bluefinder at facilities that
have undergone rigorous
assessment.

Hannah Jones, Nike’s VP
of sustainable business and
innovation, has called the
partnership a significant step
in the company’s sustainable
materials strategy.

“With the rollout of a
positive list of textile
chemicals for its supplier
base, Nike can support its
supply chain to improve
chemical sourcing and
deliver positive
environmental and consumer
safety benefits,” says Peter
Waeber, Bluesign
Technologies’ CEO.

3
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Danny Graham signs boot deal with Warrior 

3. ARENA RECRUIT
Gregorio Paltrinieri, one of the
youngest swimmers to make
his Olympic debut in London,
has joined Arena’s Elite Team
ranks. The Italian will swim
under the Arena banner for
the next four years.

4. CHARITY EVENT 
A pamper evening organised
and hosted on March 13 by
Podplus, the independent
sports shop and injury clinic
at The Julie Rose Stadium in
Kent, raised £475 for the
Kent Air Ambulance.

5. CARIBEE DEAL
The Australian travel and
outdoor brand is to sponsor big
wave surfer and professional
athlete Jeff Rowley, who was
also a finalist in the 2013
Australian Surfing Awards for
Waterman of the Year. 

“DAVID
CAMERON
WANTING
PRAISE FOR
PUTTING
MONEY BACK
INTO SCHOOL
SPORT IS LIKE
A BURGLAR
RETURNING
STOLEN
GOODS AND
EXPECTING TO
BE HAILED AS
A PUBLIC
HERO.”
SHADOW SPORTS MINISTER
CLIVE EFFORD, AFTER IT
WAS ANNOUNCED SCHOOL
SPORT IS TO BE GIVEN A
£150 MILLION GOVERNMENT
FUNDING BOOST

NIKE PARTNERS WITH BLUESIGN TECHNOLOGIES

THE PARTNERSHIP MEANS THE SUNDERLAND
STRIKER WILL WEAR BOOTS FROM THE
BRAND’S SKREAMER RANGE.

“As a footballer, Danny has gone down the ladder in
order to come back up and it’s that sort of fighting
spirit we look for in a Warrior player,” says Ben
Haworth, global sports marketing manager for
Warrior Football. 

“His talent, commitment and tenacity will
strengthen our presence on the field.”  

Graham adds: “To be positioned, alongside
players like Fellaini and Kompany - some of the
game’s giants - is very exciting. Warrior is a brand
that is clearly going places in football and I look
forward to working with the team moving forward.”

MANTIS IS TO CONTINUE ITS SPONSORSHIP
OF THE ALLAM BRITISH OPEN SQUASH
TOURNAMENT. 
The brand will be the official racquet partner of
the 2013 event, which takes place at the KC
Stadium in Hull on May 20-26.

“MANTIS are delighted to continue to be
the official racquet to the Allam British Open
and look forward to a great event in Hull,” says
Martin Aldridge, the company’s founder and

managing director. 
“As a British company with a commitment

to expand the brand in the coming years, we
are immensely proud to be associated with The
British open, which is arguably one of the most
prestigious championships in all racquet sports.”

MANTIS will be unveiling two new racquets
at the tournament, as well as offering a special
deal on its newly launched premier squash
string, The Tour Response.

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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KITSTOP
ESSENTIAL STOCK FOR YOUR SHOP
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TEAMWEAR IN SYNERGY
SPALDING’S NO NONSENSE ONE TEAM RANGE IS IDEAL
FOR ALL SPORTS WHERE FIRST IMPRESSIONS COUNT AND
KITS NEED TO LOOK GOOD SEASON AFTER SEASON.

The company’s newest addition to the range is the women’s
Synergy Polo, a super stylish and lightweight performance 
polo engineered from premium moisture wicking fabric 
to help the wearer stay cooler for longer. Ergonomically 
cut seams ensure an easy and comfortable fit that follows 
the body’s natural lines, helping minimise friction and skin
irritation during movement.

Available in five core team colours (black, white, navy, royal and
red), sizes XS-XL. Co-coordinating Synergy Polo available for
men, sizes S-XXL. For the full game plan visit 
www.spaldingeurope.com
For more information call UK customer services on 
01952 682 900 or email info.spalding@fotlinc.com

www.sportindustry.biz

Sponsored by

TRIGGER POINT
PERFORMANCE THERAPY -
THE GRID MINI 
AT 5" TALL AND 5.5" IN DIAMETER, THE GRID MINI 
IS THE MOST TRAVEL FRIENDLY FOAM ROLLER ON
THE MARKET. 

Featuring Matrix Technology and Distrodensity Zones, 
it provides a unique targeted massage to increase
circulation and help maintain flexibility. This compact
tool is perfect for travelling. It attaches to any gym bag,
backpack, or can easily fit inside your suitcase.

The GRID Mini complements the GRID foam roller 
and the GRID 2.0, which are also available from Live 
On The Edge

For more information call Live On The Edge on 
0333 400 8181 or email info@live-on-the-edge.com



PRODUCT ROUND-UP
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TROLLEY DASH

2

SHOCK DOCTOR GEL MAX MOUTHGUARD 
SINCE BEING AWARDED ITS FIRST MOUTHGUARD PATENT IN
1992, SHOCK DOCTOR HAS NEVER STOPPED INNOVATING
THE SCIENCE OF MOUTHGUARD TECHNOLOGY. 

The always reliable, never fail Gel Max mouthguard strives to
deliver all the essentials - from protection to comfort. This multi-
material mouthguard is easy to use and a universal fit for all ages.

You can also personalise your Gel Max by choosing from one of
a number of colours to make this mouthguard your very own.

The Gel Max mouthguard features a Gel-Fit Liner for a tight,
comfortable fit; an integrated lip guard, which protects both
upper and lower lips; an exoskeletal shock frame, which provides
impact protection for the teeth, jaw and brain; and a triple layer
design for maximum protection, fit and comfort.

It’s also convertible for use with or without a strap.
For more information on Shock Doctor’s full range email
ying@hy-pro.co.uk
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PRICE 
OF BATH
DESIGNING, PRODUCING
AND DEVELOPING BALLS
FOR TENNIS, MINI TENNIS,
SQUASH, RACKETBALL 
AND MINI SQUASH, AS 
WELL AS MANUFACTURING
PROMOTIONAL BALLS 
AND RUBBER PRODUCTS 
OF ALL KINDS SINCE THE
1930S, PRICE OF BATH 
HAS A WEALTH OF
KNOWLEDGE TO SOLVE
YOUR SUPPLY NEEDS.

Since 1936 Price of Bath has
been the only ball maker in
the UK and Europe. All other
balls are imported and made
down to a price point. Price of
Bath specialises in quality,
specials, top end products
and personalised balls for all.
Contact the company to order
the ESRA official match ball
for racketball.
Tel: 01225 742141. 
Email: derek@jpricebath.co.uk
www.jppricebath.co.uk

1.  AW13 BOOTS. CANTERBURY. SALES@CANTERBURY.COM 
2. TRIBAL RUGBY BOOTS. OPTIMUM. ENQUIRIES@OPTIMUMSPORT.COM
3. CRICKET PROTECTION. STRETTON FOX. SALES@STRETTONFOX.COM 
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KITSTOP
ESSENTIAL STOCK FOR YOUR SHOP

ARENA SWIM
SNORKEL - 

NEW FOR
AUTUMN/WINTER

13 SEASON
AN ESSENTIAL PIECE OF 

TRAINING EQUIPMENT, THE ARENA
SNORKEL ALLOWS SWIMMERS TO

FOCUS ON BODY ADJUSTMENT
AND STROKE TECHNIQUE. 

It can be worn with a mask or
swimming goggles and benefits
from a silicone mouthpiece and
strap. Combined with a padded

swivelling head support, the Arena
snorkel is durable, safe and
comfortable for the wearer.

It’s available in the UK 
from September in three funky

colours - acid lime/black, 
pink/black and black/yellow.  

For more information 
call Solosports Brands 

on 01539 622322. 
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Sponsored by

SUN
PROTECTION
AND FUN FOR
ALL AT JAKABEL
JAKABEL SPECIALISES IN
UV50+ WEAR, WETSUITS,
FLOATSUITS AND POOL
TOYS/ACCESSORIES.

The company has ranges from
baby sizes all the way through
to adult sizes. In high quality
nylon/Lycra, its unique blend
of vibrant colours means that
Jakabel kit stands out in the
crowd and parents can see
their kids across the 
pool or beach.
Delivery is 2-3 days all year
round with no minimums.
For more information 
call 020 8715 2385, 

email info@jakabel.com or
visit www.jakabel.com

16 www.sports-insight.co.uk
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ZINC RED-I CAMERA
ZINC HAS UNVEILED ITS MICRO FORMAT RED-I VIDEO
CAMERA. THE GUYS FROM ZINC ARE EXPANDING THEIR
PORTFOLIO OF SCOOTER AND BIKE ACCESSORIES, WITH
RED-I BEING THE LATEST ADDITION TO THE RANGE,
ALLOWING THE USER TO CAPTURE AND DOWNLOAD LIVE
VIDEO IN A COMPACT, GO ANYWHERE FORMAT. 

The guys from Zinc are expanding their portfolio of scooter 
and bike accessories, with RED-i being the latest addition to the
range, allowing the user to capture and download live video in a
compact, go anywhere format. 

The RED-i is an easy to use, pocket size video recorder with 
one touch recording. Its unique design allows the user to attach
the camera to just about anything - a helmet, scooter, bicycle or
even clothing. 

The camera is compatible with both Mac and PC and with
superfast download speeds makes videos quick and easy to 
share. The RED-i’s silicon skin not only allows users to customise
the colour of their camera, but also acts as rugged protection -
perfect for capturing your greatest adventures on the go. 
For more information on the Zinc range email ying@hy-pro.co.uk

TROLLEY DASH
1.  SPORTS SUPPLEMENTS. USN. WWW.USN.CO.UK
2. TECNIFIBRE. SMASH SPORTS. WWW.TECNIFIBRE.COM
3. CLEAN BOTTLE. LIVE ON THE EDGE. INFO@LIVE-ON-THE-EDGE.COM

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

PRODUCT ROUND-UP

AS BESPOKE MANUFACTURERS OF SPORTSWEAR
AND CORPORATE CLOTHING, CUSTOM IS WHAT

TEAM COLOURS DOES BEST.

The company’s website caters for all levels of
creativity and offers a state of the art custom ties

designer tool. Here you can choose from a selection
of tie templates to fill with your preferred colours

and logos or you can submit a design of your own.

Ties can be made from either silk or polyester and
personalisation can be printed, woven or

embroidered, depending on personal
requirements. Perfect for sports

clubs, tours and events.

For more information
on this or any customer

enquiries call 44 (0)
1920 876 240,

email trade@team-
colours.co.uk or visit

www.team-
colour.co.uk

TEAM COLOURS CUSTOM TIES

17www.sports-insight.co.uk

MADE FROM EITHER SILK
OR POLYESTER AND

PERSONALISATION CAN BE
PRINTED, WOVEN OR

EMBROIDERED

1

2

3
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KITSTOP
ESSENTIAL STOCK FOR YOUR SHOP

PRODUCT ROUND-UP

www.sportindustry.biz

Sponsored by

YORK ACTIVE 120 
CROSS TRAINER
WITH 16 LEVELS OF MAGNETIC RESISTANCE, A THREE
PIECE CRANK SYSTEM AND A 7KG FLYWHEEL, THE YORK
ACTIVE 120 CROSS TRAINER CAN ACCOMMODATE USERS
WEIGHING UP TO 110KG.

Other features include wheels for easy transportation, ergonomic
designed arms and both fixed and moving handlebars.

The York Active 120 Cross Trainer has 18 programmes (12 pre-
set, 4 HRC, 1 user, 1 manual) and a 12" stride length. The
interface has hand pulse sensors and a 5.75" LCD display.
For more information call 01327 701 800, email
sales@yorkfitness.co.uk or visit www.yorkfitness.com 

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

IRON GYM
IRON GYM PRODUCTS ARE MULTIFUNCTIONAL, EASY TO
USE AND AFFORDABLE IMPULSE PURCHASES, WITH AN
AVERAGE CONSUMER PRICE OF £29.90. 

The attractive packaging and point of sale, coupled with the
range’s concept, have proven to catch consumers’ attention
and immediately start making money for your business. 

Iron Gym has a flexible approach to doing business and can
offer customised collections to best fit your requirements.
For more information call 075 0644 3652, 
email sales@irongym-europe.com or visit 
www.irongym-europe.com

lllll||||||||||||||||||||l||||||||||||||||||||||||||||||||||||||||||||||||||||||||| 

16 LEVELS
OF MAGNETIC
RESISTANCE,

A THREE
PIECE CRANK
SYSTEM AND

A 7KG
FLYWHEEL





available to cover all
customer safety
requirements. These
include the Deluxe Mat, our
most popular mat that has the
EN12503 European Safety
Standard Certificate; Link A Lay
Mats, which are lightweight mats
for primary school usage; through
to agility and multi-purpose mats for
gymnastics clubs and schools. 

The main technical features of our
sports mats include a heavy duty,
shock absorbent reconstituted foam
core; a flame retardant, durable PVC
cover in a choice of colours; tough, long-
life, heat welded corners; and a
reinforced non-slip latex base or optional
extra-grip cellular rubber base. All Kay-
Metzeler Mats are produced to British
Standard BS1892-3:2003 for flammability.

Judo Mats are specially designed for
use in judo and other martial arts. They are
constructed using extra-firm, high density
reconstituted foam to prevent joint injuries.
Each mat is produced individually at every
stage to give the squarest corners possible
and minimise gaps when building up
grappling areas. Every mat is covered in a
traditional, Japanese-style Tatami PVC.

They’re available as a Club
Judo Mat with a

standard latex
non-slip base, or
a Contest Judo
Mat with a
cellular rubber
base that

provides extra
grip in

tournament
situations.

Our Safety
Mattresses,

sometimes known as
crash mats, offer

fantastic protection
when landing and

tumbling. The inner is
constructed using a flame

retardant, polyurethane
foam to give lower

resistance and extra
cushioning when landing. The

resilient PVC covers are also
fire retardant and have a non-

slip base, toggles for linking

On the

mattresses
together, carry

handles and
breathable mesh vents to

expend air when landing. The
covers are removable and are closed

using a heavy duty zip, rather than Velcro,
to prevent them bursting open during use.
Both the PVC covers and the foam inners
can be purchased separately if damaged
or worn out. 

Our Landing Modules are an
innovative solution for schools or sports
clubs that have a requirement for safety
mattresses and a high jump landing area. 

HOW ARE YOUR 
PRODUCTS MARKETED?
We sell through a number of distributors
throughout the UK and Ireland - we do not
sell directly to the end user. We work
closely with our distributors, providing them
with up to date imagery and technical
information. Our distributors use this
information to advertise through their own
websites and produce their own brochures. 

We also use the Kay-Metzeler
website and social media platforms as
promotional tools. We have a specific
section for distributors on our website
designed to generate sales traffic to their
websites. Regular publication advertising
throughout the year is also in place to add
additional support for our distributors. 

WHY DO YOU THINK 
THEY SELL SO WELL?
Our customer service, expertise, product
range and resources are second to none.
This has established market confidence
in the brand. What we say is what we do.
Quality, safety and functionality are
carefully priced to deliver the optimum
balance. This combination delivers what
the market wants.

For more information visit 
www.kay-metzeler.co.uk 

CAN YOU GIVE US SOME
BACKGROUND ON THE BRAND? 
Kay-Metzeler is the number one name
when it comes to the manufacture and
supply of sports safety products.

The company has been a leading name
in the supply of sports safety products for
over 20 years and are at the forefront, along
with the leisure industry and governing
bodies, of championing the current British
Standards for quality and flammability, by
which all sports mats should be made. Our
unique position, as a division of one of the
UK’s largest producers of polyurethane and
reconstituted foams, means we have much
greater control over our raw materials and
have also been able to develop foams
specifically for use in sports safety products.

WHO ARE YOUR 
PRODUCTS AIMED AT?
We produce a diverse range of products,
providing solutions from early
learning to senior school ages, clubs,
competitive martial arts and amateur
and IAAF competition athletics. Our
products are also used by the military,
medical services and law enforcement.

KEY FEATURES AND BENEFITS
Kay-Metzeler Mats are our standard
weight mat, which are made with a
variety of reconstituted or polyethylene
foam core to absorb
impact. We have a
variety of sports
safety mat
styles

Podium
PRODUCT
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Jason Critchley, business development
manager at Kay-Metzeler, talks us
through the company’s product range



SUPPORTS LEAN MUSCLE GROWTH
WHY USN’s Whey Protein Premium provides the highest quality protein per serving 
for rapid uptake and conversion into amino acids and muscle mass by your body. 
Now with Tolerase™ L to assist with the digestion of lactose in intolerant individuals.
FLAVOURS Chocolate, Strawberry, Banana and Vanilla.

COMPLETE WHEY BLEND

View the USN Diet Plan online at www.usn.co.uk  |   @USN_UK  |   USN UK

Available at                     and     stores.

Product helps support muscle building when used in conjunction with an appropriate diet and weight training programme.

DOMINATE THE GAME WITH

PROTEIN
DEVELOP YOUR BODY & PERFORM AT YOUR 
BEST WITH THE ULTRA PREMIUM PROTEIN.

Offi cial 
Nutritional 
Partner



WHEN DID YOU GET INTO THE
SPORTS TRADE AND WHY?
I came into the industry 12 months ago
after many years of plying my trade in
the financial sector and food industry.
When the opportunity came to work for a
brand I had been using since I was 14, I
jumped at the chance. Like many young
men, my first piece of workout equipment
was a set of York vinyl weights - which I
still use daily. I believe that if you have an
affinity with the brand you will do more
than just go to work, but live and breathe
what you do. I try and foster that
mentality in all I do.

WHAT OTHER BRANDS DO 
YOU ADMIRE AND WHY?
As an avid cricketer, before injuries put
paid to my playing days, I have always
favoured a Gunn & Moore bat and pads.
And as a regularly injured sportsman, I

can often be seen sporting a McDavid
brace of some kind. Away from the
sporting arena, I admire any brand that is
instantly recognisable. A great case in
point would be Apple, as they can now
sell product at a premium based on name
alone with a rabid fan base rather than
just a regular customer set.

WHO’S BEEN THE BIGGEST
INFLUENCE ON YOUR CAREER?
I am a firm believer that the only
influence on your career is yourself. I do
get my work ethic from my dad, who
always instilled a ‘get it done’ attitude in
everything he did. I have worked for
some fantastic entrepreneurial directors
in the past who have shown, with a bit 
of hard work, you can achieve anything
you want to.

WHAT’S BEEN YOUR CAREER
HIGHLIGHT TO DATE?
I think having the opportunity to work 
for a strong brand such as York and 
help shape its future has been a real
highlight for me. In terms of employment
passed, I did take a cracking catch in the
inter-company rounders tournament a
few years ago.

HOW’S BUSINESS 
BEEN DURING THE 

PAST 12 MONTHS?
I was bought into the

business to help rebuild
the financial package,
but this has grown to
helping shape York
to be fit for market
over the next five to
10 years. I see

potential to move
into new markets with

an amazingly strong
brand name and a great

team in place. With the right
product and service levels to

back this up, I think we can bring a
fantastic package and support the
independent retailer with what
they actually need. The industry

needs to realise that service level is
as important, if not more so, as

product offering and brand.

WHAT PART OF THE 
BUSINESS HAS SEEN THE
BIGGEST GROWTH?
We see our biggest turnover with
the large retailers, but over the last

RunnersFront

Alex Tibbits, commercial accountant at York Fitness

12 months we have seen our largest
percentage growth across the
independent retail sector. This is why we
are actively focusing on how we can
serve this market and what the needs of
the retailer actually are. Too often
product is delivered to the market
without taking into account if anybody
actually wants it. This is why we have
taken time to identify what is in the
market and what actually works.

CAN YOU TELL US ABOUT YOUR
NEXT PRODUCT LAUNCH?
2013 is going to be a great year for York
Fitness. We have over 120 products
launching before the end of the year.
Again, this is in line with our focus of
offering the market what it wants, rather
than what we think it needs.

For more information call 01327 701 825,
email sales@yorkfitness.co.uk or visit
www.yorkfitness.com 

PEOPLE

“WHEN THE
OPPORTUNITY
CAME TO
WORK FOR A
BRAND I HAD
BEEN USING
SINCE I WAS
14, I JUMPED
AT THE
CHANCE”
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Chris Sutherland, known by many, as the “hockey guru”
and up until recently “Mr Dita” has now launched the
new hockey brand ARATAC.

Even before Chris entered the sports trade he was
busy reinforcing hockey sticks in the late 70’s. When
he went to Holland in 1980, to play hockey
professionally, he met the owners of Dita Pakistan and
with them and the Dutch Dita, he started his career in
the hockey industry. Since then Chris, with his
enthusiasm along with his hockey expertise, has helped
to develop numerous successful hockey products.

Chris is now completely free to develop further ideas
with his new brand.

ARATAC will shortly have high quality products from
International level down to the “back to school” hockey
products that he helped to develop for the UK.

It will not take ARATAC long to get a market share as
brand awareness will move rather quickly with so many
top players waiting now for the new sticks to arrive.
Chris developed a famous stick which was known by
many as “the best dribbling stick in the World” and his
new and improved version of this is due in the country
in April.

Product ranges available for delivery from June
onwards are:-

Sticks: All price points
Grips/Tape: Chamois & stick tape
Protection: Shinguards & Gloves
Textiles: Shorts, Skorts
Bags: Stickbags of all price points, Goalie bags and
sports bags
Hockey balls: All types and colours

ARATAC - EH19 3HY - Tel: 0131 660 1222 - email: info@cshockey.co.uk - Contact: Chris Sutherland





HOW AND WHY DID YOU GET INTO
SPORTS RETAILING?
I set up the business in 2010 with my
husband Paul, working at first from home
with a mobile showroom. We would visit
our customers at their training grounds
or matches and even tournaments. We
still do this, but not as often, because
now we have the shop. I love sport and I
used to enjoy playing football and
hockey before becoming an umpire and
coach. I’ve always wanted to run my own
business and as I already had lots of
contacts sport seemed like a good place
to start.

WHAT EQUIPMENT DO YOU STOCK?
We have a whole range of brands and
stock of sportswear and equipment for
practically every indoor and outdoor
sport you can imagine. We also provide a
printing and embroidery service on kits,
teamwear, hen and stag T-shirts and
work wear.

HOW HAS TRADE BEEN SINCE 
YOU LAUNCHED?
Trade has grown year on year since we
started and we’re hoping to expand in
the near future with a bigger store, so we

can run the sports business under the
same roof as the printing side of things -
at the moment we use different
locations. I think the sports and leisure
industry will always be a big part of the
community and I can’t see that changing
in the near future. I realise that people
have less disposable income nowadays,
but they work hard and need to relax in
their spare time, so they always find
money one way or the other.
.

WHAT ARE YOUR 
BESTSELLING BRANDS?
Last year our Joma range of football 
kits and teamwear went through the 
roof and continues to take the lead over
other products and brands. As the
season is drawing to a close, our focus
will now be on summer sports such as
cricket and tennis

DO YOU HAVE AN ONLINE ELEMENT
TO YOUR BUSINESS?
We think it’s essential to compete in
physical and online markets. Our online
store gives us a global market and the
high street shop is great for face to face
customer contact - and not just with
mums and dads. Coaches, clubs and
teams find it a great place to discuss
their individual needs.

WHO ARE YOUR COMPETITORS?
We have no local competitors, but online
we have to compete with the best -
which can be difficult. We have to be an
all rounder in the market and not just rely
on the footfall through the shop. We
keep a close eye on what our
competitors are selling and their pricing
and constantly try to keep our website
up to date with trends and pricing.

ARE THERE ANY CURRENT OR
FUTURE MARKETING STRATEGIES
YOU CAN TALK ABOUT? 
Like most marketing strategies, we want
to increase sales, attract new customers,
retain existing customers, and introduce
new products and additional services.

HOW DO YOU FIND OUT ABOUT NEW
PRODUCTS? ARE YOU A MEMBER OF
A BUYING GROUP?
We keep our eye out all the time for
what’s going on in the market, but with
our existing brands we are kept up to
date by some very proactive sales
representatives. We’re not part of a
buying group, preferring instead to
contact suppliers direct and build
working relationships with them to
establish accounts and discounts.

WHAT DO YOU LIKE MOST AND
LEAST ABOUT YOUR BUSINESS?
What I like most about the business is
the customer interaction and seeing my
customers happy with their purchases
and service they receive. The thing I least
like about the business are the long hours
we have to do sometimes.

WHAT HAS BEEN YOUR BIGGEST
CHALLENGE SO FAR?
Keeping up with the big boys, who can
buy large quantities of stock, which
allows them to drive their prices down.

The
RETAIL 

Insider
Beverley Brewins set up B & P Sports in
Selby, North Yorkshire three years ago -
and hasn’t looked back since
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“TRADE HAS
GROWN YEAR ON
YEAR SINCE WE
STARTED AND
WE’RE HOPING
TO EXPAND IN
THE NEAR
FUTURE WITH A
BIGGER STORE”



With the rise of ‘showrooming’, it’s
critical that independents play to their
strengths. To make sure customers
understand your niche, you need to give
them a positive, memorable shopping
experience that builds trust in your
brand. Store layout is critical to the
shopper journey and it starts sooner than
most people realise.

GO THE DISTANCE
From up to 100 metres away, there’s
potential for making a bold statement. So
head down the street or walkway and
look at your store from a distance. As a
customer, would you like what you see?

Strong use of colour, design and large
format graphics can help people
immediately recognise your brand. These
help confirm your location for planned
customer visits and can also prompt
impulse approaches from shoppers
intrigued by your work. Primary colours
are popular with many sports retailers, as
they make a clear impact.

POSITIVE APPROACH
The closer customers get to your store
front, the more they’ll be able to take in
the details. From 20 metres to the
approach, window displays become more
important and overhead signage
disappears from view. So review your
store threshold carefully, as eye level cues

are critical to retail success at this stage
of the journey.

Storefront width, strong signage and
clutter free windows are vital factors. A
storefront less than five metres wide is
unlikely to be particularly effective, as it’s
easy to walk past. If that describes your
business, you’ll need to make your
window display or interior design
absolutely compelling to compensate. A
well lit, beautifully laid out store will
accentuate the positives.

Then again, a clear view inside is
sometimes the only prompt you need to
drive traffic from the pavement to your
store. Make sure that long queues are
not visible from the threshold though, as
that’s a primary walkout trigger for
many people. 

DISPLAY STRENGTH
It’s easy to underestimate the leverage of
an effective window display. Yet
combining posters and product can
increase looks by up to 50 per cent and
stops by up to eight per cent. In some
cases, a strong display can convert stops
to entry by 60 per cent. 

The premium brands
you stock, quality of in
store ranges and consistent
use of brand colour will all
attract attention. That helps
build trust and creates a
positive destination for
shoppers. Having a visible
mass of core products on
the threshold will help pull
people into the store.

You can also increase
display effectiveness by
telling the customer a
compelling story. Combine core products
with the right words, logos, materials and
graphics. Whether it’s seasonal, price
based or promoting a new collection, look
for ways to inspire and engage.
Ultimately, if shoppers grasp your
meaning and feel included they’re more
likely to answer your call to action and
cross the threshold.

INSIDE STORY
In store it’s time to relax, inspire and
educate the customer. Use key wall

26 Follow us @SportsInsightUK

RETAIL

By putting thought and energy into store layouts, independent sports retailers can
hold their own in the market. Retail expert Craig Phillipson of Shopworks reports

colours and signage to define categories
and create personal settings. Getting the
right mix of categories and adjacencies is
key here; make sure you’ve assigned
space in line with the relative importance
of different product categories.

If you’re known for a particular niche,
such as specialist equipment or
accessories, then play to your strengths.
You may be slightly more expensive than
the multiples, but do you offer other
benefits that they don’t - such as play
zones, test areas, home delivery or
restring services? Understanding and
reinforcing those points of difference will
remind people of your special qualities.

Of course, getting the staff and
service right is the most important factor
of all. If this is one of your strengths,
extend the experience through
engagement and technology. 

For example, independents using
social media for business can be flexible
in ways that often multiples can’t. So why
not use hashtags to tell people that their
favourite products are in (or out) of stock,
engage local clubs and societies by

sharing match
content or news
or upload video
content and
product reviews
with a personal
touch? You could
even designate a
wall or area for
social interaction,
if it suits your
business.

That way,
when people
come into your

store you’ll already be a familiar and
helpful face to do business with. And by
creating those emotional connections
away from your usual environment,
you’re helping to prolong your brand in
people’s hearts and minds.

Shopworks is an international retail
consultancy providing design, floor
planning, consumer research and
category management services to
retailers across the world.
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STRONGER
STORE LAYOUTS

“YOU CAN
INCREASE
DISPLAY
EFFECTIVENESS
BY TELLING THE
CUSTOMER A
COMPELLING
STORY”



 brooksrunning.co.uk 

with less
feel more

pureFLOW

www.brooksrunning.co.uk 
      @brooksrunninguk       www.facebook.com/brooksrunning
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THE
OTHER
ASHES
BATTLE

Cricket Australia is toying with
using Dukes balls in domestic
cricket. Is this a sign of growth
for the English manufacturer

after decades of playing second
fiddle to Aussie rival

Kookaburra? Adrian Hill reports

he Ashes is the most
famous contest in cricket,
but the Anglo-Australian
battle is not confined to
the players. In the market

for balls there is a commercial struggle
between the pre-eminent manufacturers
in the respective countries - Dukes and
Kookaburra.

In terms of global market share, this
contest has been as one-sided as it was
on the pitch a decade ago when the likes
of Shane Warne, Glenn McGrath, Steve
Waugh and Adam Gilchrist were
regularly humiliating the opposition.
While Dukes has traditionally been the
ball of choice for the vast majority of
cricketers in England - selected for use in
test, first class and most of the county
premier leagues at club level -
Kookaburra has effectively sewn up the
market in most of the rest of the world. 

TURNAROUND
But now, mirroring the turnaround shown
by three English victories in the last four
series, Dukes is fighting back having -
after decades of trying - persuaded
Cricket Australia to have a close look at
using its product Down Under.

Last year Cricket Australia paid a visit

T



CRICKET
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to Dukes’ headquarters and set up a
dialogue, which included former players,
and ended in the Dukes being trialled this
winter in under age championships and
second XI games during the 2012/13
Australian season. So what feedback has
there been?

“Very good, we have proved
conclusively, thanks to having been given
a proper trial, that our ball can be used in
Australia,” says Dukes managing director
Dilip Jajodia. “The balls have been
marked, monitored and sent back and
when I was in Melbourne in early
February I was staggered to see how
well the balls looked. Given all the data,
Cricket Australia is now convinced there
is an alternative.”

To the uninitiated a ball would appear
to be a ball, but to cricketers that has
never been the case. Climatic and pitch
conditions affect how a ball
behaves and it has been
accepted for many years
that the Dukes offering is
more susceptible to move
in the air after being
delivered by a pace bowler,
deviate off the pitch due to
a more pronounced, hand
sewn seam and retain its
shine for longer than the
Kookaburra alternative.

England’s recent
successes with the ball in
the lusher English conditions
have led to Australians
wondering whether their
bowlers’ inexperience with
the Dukes needs to be addressed and has
led to pressure for it to be used in their
domestic cricket. At present this is
effectively a closed shop for Kookaburra.
Myriad clubs and associations across the
vast country are tied into contracts with a
manufacturer that is seen as being as
much a part of the cricket scene there as
the famous baggy green cap worn by the
Australian team.

Jajodia, however, argues that there is
a more basic reason why the Aussies are
casting eyes in the direction of his
company: “Prices have become
unsustainable. Cricket Australia held
clinics across the country and the two
issues that came up were the cost of
pitches and the price of balls. The ‘bush
telegraph’ is a wonderful thing. Our balls
are now being spoken about, written
about and even mentioned in
commentary.”

Melbourne based Kookaburra, which
has been in existence since 1890, has
been successful in signing up the cricket
fraternity in Australia on ‘cash back’
schemes in return for agreement to make
a long term contractual commitment. It’s
a proposition Jajodia challenges.

“I am the only person in the market
taking a stand against cash back,” he
says. “I am not in that game, we offer the
same price to everyone. In New Zealand
they tell me that they like this simple
business model. Auckland Cricket has

given our ball its approval, which
is half the market there. My belief
is that New Zealand should be
using our ball.”

ABRASIVE
Dukes has adapted the make up
of its ball to cope with the more
abrasive surfaces in Australia by
using machine stitched versions, but
New Zealand’s similar climate to England
feeds Jajodia’s belief that the Kiwis could
join the West Indies as accepting Dukes
as their preferred supplier. SG is the
official ball in India - in all the other major
cricketing countries it is Kookaburra.

Kookaburra’s white ball is also the
implement used in all official one day
internationals and Twenty20
internationals across the world. For the
past 18 months two such balls have been

used in ODIs - one
from each end -
after complaints
they became soft
and lost their
shape in the
closing stages of
50 over innings.

Dukes is
frustrated that it
doesn’t get a look
in to the ODI
market, claiming
its product would
not deteriorate so
readily and would
therefore negate
the expense of

using two balls. Jajodia is delighted the
Dukes white ball has also been tried in
Australian conditions, which are among
the harshest in the cricketing world for
balls, with the prevalence of rock hard
pitches and sun baked outfields.

Crowds for test matches are huge in
England, where the cricket is seen as
being among the most entertaining in the
world due to bowlers receiving more
assistance from the combination of juicier
pitches and the Dukes ball than the ‘roads’
found elsewhere, where the Kookaburra
tends to be pounded into submission.

“Our ball is hand made with six rows of

stitches,
which
means it
holds its
shape more
than other balls,”
claims Jajodia. “If a ball is
to last 80 overs [in a test match] it has got
to hold its tension and if it can do this it will
create a better balance between bat and
ball. Players complain about balls going soft,
but with ours bowlers can be given some
assistance. However, it’s also important that
the ball stays hard, so batsmen can play
their shots and get full value. People say it
swings more, but that is because of its
shape and the good quality leather.”

PATRIOTIC
A cricket ball used in top class matches
weighs just 156 grams, but there is far
more to it than that. The vagaries of
swing and seam, cloud cover and
moisture have fascinated cricket players
and fans for generations, with arguments
raging about what is the best brand of
ball coming down to seemingly patriotic
lines among fierce rivals. Time will tell
whether the English Dukes can strike a
blow for the old country against its
Australian rival Kookaburra.

Kookaburra has gone public with its
fear that if Dukes made significant in
roads into the home market ball
manufacturing in Australia would
disappear. Dukes claims that many
Australian cricketers are willing to put
value for money before heritage.

Intriguingly, the battle for the hearts
and minds of followers of this most
traditional of games could all come down
to the heady mix of nationalistic fervour
and the brass tacks of economics.

MOVING WITH THE TIMES

“TO THE
UNINITIATED A
BALL WOULD
APPEAR TO BE
A BALL, BUT TO
CRICKETERS
THAT HAS
NEVER BEEN
THE CASE”

Dukes first made cricket
balls in 1760 and likes to
market itself as a
traditional company
upholding age hold
values. But everything has
to move with the times
and Dukes is a growing
force in the progression
towards fluorescent
coloured spheres for use
in day/night matches.

Commercial pressures
and dwindling crowds

around the world have
forced the International
Cricket Council to actively
investigate floodlit test
match action. The search
for the optimum colour to
be used by white clad
players under lights has
led to unsuccessful trials
with pink coloured balls.
Dukes has developed a
fluorescent orange
product for Twenty20
matches, which it sees as

a better option.
The growing market for

children’s coaching balls is
also a potential money
spinner. Development
work is ongoing creating
more attractive, hard
wearing products that are
tough, but not overly so as
to harm the integrity of the
bat. There are a few things
more unpopular with
batsmen than a ‘bat
breaker’ ball.



e was an England
international, one of the
country’s most feared left
arm medium fast seam
bowlers with over 500 first

class wickets and still holds the record
for an astonishing bowling feat.

“Yes, I like to think I had a pretty good
career,” says Mark Ilott, adding with
cheerful resignation: “But I know you’re
going to ask me about that match.
Everyone always does.”

SHOVING MATCH
That match was Essex’s 1997 NatWest
Trophy semi-final against Glamorgan,
which included the celebrated televised
shoving match between Ilott and
Glamorgan’s Robert Croft after a
disagreement over whether bad light
should stop play.

“We were young and competitive and
both desperately wanted to win,”
remembers 42-year-old Ilott, now brand
manager of OPRO360, the sports goods
and equipment division of mouthguard
specialist OPRO. “It was a bit of banter
that got slightly out of hand, but we were
good mates and still are.”

So what was it all about? Although he
would rather talk about OPRO360 and
his “really great job”, Ilott patiently
explains once more that with 46 balls
remaining and the light fading fast Essex
needed six runs for victory with two
wickets left. They had been offered the
light earlier and rejected it, but this time
Ilott took it.

“Robert came over and said: ‘You
didn’t take the light half an hour ago when
you were winning,’ and I said: ‘Well, we’re
not winning now’. Things escalated and
there was a bit of shouting and shoving,
but if it hadn’t been on TV probably it
would have soon been forgotten.”

hazy atmosphere to get movement in the
air, rather than waiting for the pitch to
turn length balls into hand grenades.

“The game was over by lunchtime on
the second day,” Ilott remembers. “The
atmosphere certainly does have an effect
on the movement of the ball and it swings
on some grounds more than others - it
always swings at Lord’s, but not so often
at Old Trafford. Just why is still pretty
much a mystery.”

It was surely no coincidence that Ilott
was recalled to the England team soon
after his world record - he had played in
three Ashes tests in 1993. This time on a
South Africa tour, he took 3-48 in the
third test, but sadly a serious thigh injury
limited his bowling in the rest of the
series, which South Africa won.

Ilott played five times for his country
and his wily bowling made him a handful
for batsmen. Many of his wickets came
from nicks to the keeper or slips and his
ability to bring the ball in to right handers
brought many LBW victims.

DOGGED COMPETITOR
He was always a dogged competitor. In
his second Ashes test at Headingley he
bowled an amazing 51 overs as Australia
pitilessly marched to 653 declared and
although usually a tail-ender, as a left

handed batsman he
was a tough nut to
crack at the crease.

“It was nice that
my prediction on the
swings at Watford
finally came true,” Ilott
says. “But as a boy I
never had any doubts
it would.”

Ilott finally left
Essex in 2002 after a
series of injuries
caused his premature
retirement at 32. “That
was hardly the age to
retire,” he says. “But I
couldn’t expect the
club to keep paying

my wages when I wasn’t able to play
regularly. If I had been fit I could probably
have gone on for a few more years, but I
had only played 12 games in two years
due to injuries and so there was no
alternative. Then I had to decide what to
do next. I’d never done anything as an

Both players made it up on the pitch
and Ilott was reported as saying: “Will
someone please tell my mum that it was
nothing more than handbags at 20 yards.
She thinks I’ve committed a crime against
the state.” Essex won the match the next
day by one wicket and went on to win
the final against Warwickshire. The
authorities took a more serious view that
the game had been ‘tarnished’ and both
players were fined £1,000.

Ilott was nine when he publicly
announced his ultimate ambition: “I was
playing in the park with a friend when he
said he wanted to be an engine driver. I
said I wanted to be an England cricketer.”

In fact, his bowling career started a
couple of years later when he was playing
cricket with his family on Blackpool
beach. “I was bowling
right arm to my brother
and it was rubbish,”
says Ilott. “My
grandfather said why
didn’t I try bowling with
my other arm? I did
and the rest, as they
say, is history.”

After he had played
for Hertfordshire
Schools and then minor
league, Essex came
calling for the 16-year-
old and Ilott rose
through the youth
ranks to become a first
team mainstay for 15
years. He took over
500 first class wickets for Essex, the most
astonishing feat being nine wickets for 19
runs, including a hat-trick of LBWs,
against Northants in 1995 - still a world
record and likely to remain so.

Experts discussing the amazing feat
concluded that Ilott used the muggy,

H

“I WAS
BASICALLY
HIRED BY A
BOSS WHO
LOVED
CRICKET, SO
THAT HE
COULD ORDER
AN ENGLAND
PLAYER
AROUND”

BREAKTHROUGH PRODUCT
A breakthrough product offered by OPRO360 is 
the RespiBelt, developed by Progressive Sports
Technologies, which is based at the Sports Technology
Institute at Loughborough University.

Designed to help athletes improve endurance and
performance, the RespiBelt is a compression belt that loads
and develops the breathing muscles around the ribcage and

is worn during exercise. It’s claimed that with modern
training techniques the RespiBelt should help make athletes
faster and more efficient than their competitors.

“We’re targeting serious runners, cyclists, swimmers 
and particularly triathletes,” Mark Ilott says. “It’s part of 
our plan to offer new and innovative products that help
improve sports performance.”
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MY SPORTING LIFE

MarkIlott
The brand manager of OPRO360 tells Tony
James about his first class cricket career
and the ‘handbags’ that cost him £1,000



adult but play cricket and do a 
bit of coaching.”

A spell in a London finance
house was not a success. Ilott
explains: “I was basically hired 
by a boss who loved cricket, 
so that he could order an England
player around.” 

After time at a golf academy
and a sports equipment supplier,
Ilott moved to OPRO in 2011 to
head the company’s new sports
and equipment division, offering a
wide range of products from
hockey and cricket balls to PE and
general training kit. This was a big
move for OPRO. Founded by Dr
Anthony Lovat 15 years earlier, 
the company had become the
world’s leading manufacturer of
sports mouthguards. It also
provided a unique service involving
dentists visiting schools and clubs
to take dental impressions, from
which custom fit mouthguards
were made.

In 2007 OPRO was awarded the
Queen’s Award for Innovation in
recognition of the company’s
groundbreaking work in improving
children’s and sports players’ oral
protection. When it was decided to
diversify into a new more general
supply division, someone like Ilott,
with an elite sports background,
seemed  an ideal leader - and so it
has proved.

As OPRO says: “When we
decided to supply not just
mouthguards, but the full package
of sporting and training equipment,
we needed a new brand and so a
new division was set up from
scratch. OPRO360 caters for the
school and sports club market and
the 360 element indicates the wide
range of sports equipment
especially designed and selected for
the target market.

“Product design has been the
key to brand credibility when up
against high street competition and
we have received very positive
feedback for the new brand image.”

SUNNY DAYS
Looking back on those sunny days
on county and international
grounds, Ilott says: “You can never
beat doing what you love for a
living and I did love playing cricket.
It’s not really until you stop playing
that you begin to appreciate just
what you had.

“On the other hand, I probably
wouldn’t be doing what I’m doing
now if it hadn’t been for my cricket
career, so I’ve got that to thank for
my present job, which keeps me still
involved in sport.”

INTERVIEW

31www.sports-insight.co.uk



College 30

Cisco  

Rhine

impala

w
w

w
.c

ar
ib

ee
.c

o
m

 

Jacquie Sandison, Brand Agility Ltd,  
Unit 20/21, 130 Leith Walk, Edinburgh EH6 5DT 

Ph: 0131 554 5555  Email:  jacquie@brandagility.co.uk



Prestige Leisure 
T: 0800 652 1234

PenCarrie
T: 0800 252 248

Ralawise
T: 0800 212 180

Ralawise Ireland
T: 1 800 599599

 SYNERGY POLO

WWW.SPALDINGEUROPE.COM

Our stylish and lightweight Synergy Polo is now 
available for men and women. Easy fit, with 
ergonomically cut seams to follow the natural lines of 
the body. This means less friction and skin irritation.

No glitz, no hype, just a great addition to our  
top-selling one team range.

MOISTURE  
MANAGEMENT

PERFORMANCE FABRIC FOR  
OPTIMUM WEARER COMFORT

LIGHTWEIGHT  
100% POLYESTER

SOFT AND LIGHTWEIGHT FABRIC FOR 
IMPROVED WEARER COMFORT

BECAUSE 
ONE SIZE 
DOESN’T 
FIT ALL.

®



oalposts are pieces of
football equipment that
most people take for
granted. While boots and
kit are reproduced each

year in different designs and colours,
with heavy marketing spend and
exposure in the media, the reliable
frameworks at either end of the pitch
are, well, accepted as literally part of 
the furniture on playing fields up and
down the country.

Wherever there is a public open
space in the UK there are usually at 
least two pairs of uprights and a couple
of crossbars dotting the landscape. Go 
to hotbeds such as Hackney Marshes in
east London and the scene is awash 
with goalposts. The self styled spiritual
home of Sunday league football has 82
pitches, and where there is a pitch there
will be goalposts.

PRESSURE
However, even these sporting necessities
are not immune to the harsh economic
conditions we currently face. With
government and local authorities cutting
back on all aspects of their spending, there
has been pressure to sell off sports
grounds. A total of 31 applications to
dispense with school playing fields have
been approved in the three years in which
the present coalition has been in power.

Should these developments be of
concern to goalpost manufacturers?
According to football facilities database
PitchFinder, there are still almost 25,000
pitches in England alone - that’s a vast
potential market for their products and it is
in the interest of the footballing

establishment to maintain places to play.
“National governing bodies have

stepped up to bridge the gap,” says Mike
Pells, associate director at Edwards Sports,
a UK manufacturer of goals, posts and nets.
“The FA, Football Foundation and Sport
England open up funding avenues for clubs
through grants and schemes. They
appreciate that participation needs to be
there for the game to grow.” 

Edwards has been part of the industry
for 40 years and currently supplies goals to
Premier League sides Tottenham Hotspur,
Manchester United, Stoke City and Everton.
Spurs invested £100,000 in goals for their
new training ground in Bulls Cross, Enfield.

The announcement in February that
goal-line technology, to judge whether a
ball cleared from beneath the crossbar
crossed the line, will be introduced in the
Premier League next season opens up a
whole new set of possibilities for the
industry. The technology was successfully
trialled at the 2012 FIFA Club World Cup
and the Premier League has stated that all
clubs must have the system in place by
August. FIFA has said it plans to use the
technology at the 2014 World Cup in Brazil.

The debate on whether football should
follow other sports and enshrine referring
to video evidence as part of its modus
operandi at the highest level has been
raging for years. It would appear that the
administrators have been out of step with
the fans judging by a recent survey on the
issue. A Technology in Football report,
published in February by DJS Research,
showed that 85 per cent of fans
interviewed want to see technology used in
the game. Of those fans, 94 per cent said
that goal-line technology should be used.

Follow us @SportsInsightUK
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The implementation of cameras within
the frame of the goal will provide a focus
on the goalposts and seemingly would be
a boost for the profile of the leading
companies in the field.

“It has been talked about for many,
many years, so is nothing new for us,” 
says Pells. “It will be an immediate
requirement once the Premier League 
has decided which [technology] provider
to go with. We will then enter into
consultations with that company and
design the most effective housing to both
protect the camera and allow it to work
most effectively.”

Increasing participation and sales of
goalposts should go hand in hand and this
is where the schools and youth market is
so important. A major development in
recent years has been the growth of mini
soccer for teams of primary school aged
children, where an often small area of 
an open space can be utilised as a
temporary pitch; but you can’t have a
match without goals.

Lancashire based Samba Sports is the
leading uPVC goal manufacturer in the UK
and has been particularly active in this
sector. Explains Samba’s sales manager
Jeff Tipler: “Both teams bring a goal, put it
up and the pitch is marked out with cones.
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VALUE
Is demand for goalposts as great as ever?

What are the challenges posed by 
goal-line technology experiments and

safety considerations? Adrian Hill reports
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FOOTBALL

In some recreation areas a pitch is marked
out. Each club books a time slot for the 20-
minutes-each-way matches. At the end of
the game they take down the goals and
move off, with the next two teams coming
on. The goals are easily transportable - it’s a
great way to get children playing.”

DANGEROUS
The industry is currently wrestling with
safety concerns. The FA said in a report
published in 2010 that goals are at their
most dangerous when moved, either in
the process of transportation or due to
inadequate storage. There have been
tragic accidents where children have
been killed by free-standing goalposts
falling on top of them after the
impetuousness of youth has led to
youngsters climbing on top of crossbars
and untethered uprights. 

John Wilson from ITSA Goal, the
oldest uPVC goalpost manufacturer in
the world, is a passionate advocate of a
move to lighter models that would, he
believes, reduce the impact on a child’s
body if an accident should happen.
Others in the industry, however, see
heavier steel frames that are designed to
less readily topple over as the solution,
with prevention being seen as the cure.

The British Standards Institution (BSI)
has produced three standards to which
goalposts should be manufactured and
suggested that a maximum weight for all
freestanding goals should be introduced.
That weight is 75kg; Wilson believes it
should be 45kg - a significant difference -
arguing that 75kg is an unsurvivable
weight if toppled onto a child.

“In 2002 Sheffield University research
identified that acceleration from the
fulcrum of the crossbar with gravity was
dangerous,” says Wilson. “We want to
make lighter and lighter goalposts and
have tested the impact on melons -
equating to a child’s head - which show
that if such an accident happened it
would not be as dangerous as the heavy
steel version. Instead we are being told
to deliver heavier goalposts - I believe we
are moving in the wrong direction.”

Pells offers the alternative view 
that, at present, is holding sway: “Steel
has passed goalpost safety studies -
that’s not the issue. There have been
various BSI studies - they give the 
issue the utmost importance and long
may they do so. Edwards have always
been part and parcel of that process. 
As a manufacturer you can lay down
recommendations for safe maintenance
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and storage, but it is always down to 
the customer to make sure they are
adhered to.”

SECURED
A difference of opinion, but one thing all
agreed on is the FA’s move to ban the
use of metal cup hooks on goals in 2007.
All nets are now secured using plastic
arrowhead hooks, velcro or plastic clips.

Goalposts are usually left idle in parks
and playing fields when not in use and
this has led to an increased risk of
vandalism. ITSA Goal has moved to
reduce the dangers associated with
misuse. Wilson says: “We have created
anti vandal goals with laser cut uprights
that twist and lock into place. They have
to be dismantled to be moved.”

Safety, durability and ease of
movement appear to be the key issues
for the industry, but as long as football 
is played there will be a vast market 
for goalposts.

Harrod UK declined to be interviewed
when approached by Sports Insight,
stating that it is currently tied by
confidentiality agreements, with the
firm currently in the running to be part
of the approved FIFA list.

“THE ANNOUNCEMENT THAT 
GOAL-LINE TECHNOLOGY WILL BE
INTRODUCED IN THE PREMIER
LEAGUE NEXT SEASON OPENS UP A
WHOLE NEW SET OF POSSIBILITIES
FOR THE INDUSTRY”



s Sports Insight reported recently,
the high street has been the focus of
another energy infusion. With iconic
names such as HMV and Jessops
recently falling victim to the challenges

facing established retailers, the government has
created the Future High Streets Forum. It is hoped that
this will encourage new activity and convert
tumbleweed into trading enthusiasm by supporting
retail activity.

The initiative is being led and co-chaired by Alliance
Boots health and beauty chief executive Alex Gourlay,
alongside housing and local government minister Mark
Prisk. Its directive? To bring those in the retail, property
and business sectors together to better understand the
challenges high streets are facing, helping to create and
drive through new ideas.

VITAL
Gourlay has stated: “High streets are vital for the health
of our communities, providing services and support that
are accessible and within easy walking distance for many
people. From speaking to our customers, we know that
the survival of the high street is very important to them.”

Whether that extends to the health of the sports
retail community is another matter. Interestingly,
members of the advisory panel include
representatives from John Lewis, the
British Retail Consortium, the
British Property Federation,
the British Council of
Shopping Centres, the
Association of Town &
City Management and
the Association of
Convenience Stores.

This in itself has
left many shaking
their heads at what
they consider another
governmental
smokescreen.

A

The Future High Streets
Forum is all about creating

new retail initiative, but
does it include or help
sports businesses?
Lauren Fox investigates

Independent retailers most certainly aren’t all
convenience stores and, including sports businesses,
currently make up a significant 68 per cent of all retail
units, according to the Local Data Company. Yet
consultation with key sports retail representatives
appears to be non existent, therefore communication
and awareness of the Future High Streets Forum is low. 

Part of its mandate is to advise the 27 Portas Pilots
and 330 Town Team Partners nationwide, which has
triggered red flag waving aplenty, as many feel that
some of the advice contained in the year old Portas
report is being overlooked.

ONLINE
The high street failure debate as ever turns to the

undercutting invasion of online retailers,
exempt from bricks and mortar rates -

and in some cases, it seems, UK
domiciled tax rates - and the out of

town behemoths. But the biggest
culprit in the decline is
considered to be the
government itself and its
failure to address the business
rates issue, which has
seemingly hampered the
Portas Pilots, as it does the
entire independent high
street trade.

Belief that the Future HighST
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FUTURE HIGH STREETS FORUM

Streets Forum may simply be window
dressing appears to be widespread and
concerns have been raised that there 
may be a wider agenda to simply divert
high street failures into premium
development space.

Vince Cable, meanwhile, has agreed
that the system of calculating business
rates needs restructuring, but not this
year. The scene seems set for yet another
round of government debates and new
advisory set ups to discuss rates, while
those fighting at the front end would
rather see immediate action. 

With the crippling burden of the last
rate hike during a double dip recession
and a feeling the Portas Pilot scheme 
has not been effectively supported, it 
is understandable perhaps that the 
Future High Streets Forum has not
received a glowing response from those
behind the high street counters. There is 
a feeling that if government applied its
resources to the rate issue, rather than
another ‘initiative’,
experienced
independent retailers
would be free to
trade successfully.

INQUIRY
As this issue went to
press, the
government has
announced an inquiry
into the state of the
UK retail sector by
the Business,
Innovation and Skills
Committee headed
by Cable, who has
also put forward
government plans to
include retail in export led economic
growth, leaving some to wonder if the
future of retail is inevitably being handed

The Future High Streets Forum will be tackling issues 
such as parking, town centre first planning rules and 
easier access to vacant spaces for use as pop up shops. 
The latter highlights a retailing future, enabling a migration
from young, savvy and creative independent ventures f
rom online start-ups to high street stores. PopUp Britain
started with a store in Richmond in July 2012 housing
promising small enterprises for two weeks at a time. It
provides a co-working, co-funded space to experiment 
with physical retail, test the market and gain face to 
face customer feedback.

The government’s first pop up store opened
successfully in December 2012 at the Department for
Communities and Local Government in London’s Victoria
and now has 18 tenants, with John Lewis helping to design
and merchandise the retail space.

Chronically high levels of vacancy rates exist in some
town centres (40 per cent in some cases - the national
average stands at 14 per cent), so the pop up retail concept

brings new hope. This creative use of space can
enable existing retailers to consider expansion without
significant overheads or risk. 

ActivInstinct is one sports independent that views 
the PopUp Britain initiative as a positive consideration.
Managing director Simon Millet says: “As far as pop up
shops go, I think it’s a brilliant idea. A friend of mine has
recently opened a number of these and it’s a win-win for
both the landlords, who are sitting on empty units, and
retailers looking for premises without having to commit 
to long leases.”

External retailing is a tried and tested success story for
many sports businesses, which have always ‘popped up’ at
consumer events to boost sales (take the Blacks great
wellington boot success at the Glastonbury music festival).
Pop up is a creative title, but it works for showcasing a way
to get more out of the high street wasteland. Retailers,
restaurants and trade shows have all been jumping at
chances to pop up and sell out.
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A RETAILING FUTURE

over to developers, cyberspace, global
markets – indeed, anywhere but the
domestic high street.

Meanwhile, there is no
doubt that the Future High
Streets Forum, like the
high street, is paving a
way full of good
intentions. According
to Prisk: “It is clear our
high streets will need
to change to prosper.
There is already great
work being done
across the country to
revitalise the town
centres, but it needs
to spread further
faster. The Future High
Streets Forum will help
us do that.”  

A recent LDC report
showed that independents
continued the trend of opening

nearly three
times as many
stores (15,932)
than the chain
stores (5,558) in
2012. But in what
was described as a
“major wake up
call for town
centres”, figures
revealed that the
second half of 2012
saw a negative
change for the 
first time since
2010; more
independents
closed (7,743)
than opened

(7,704).  From positive growth in 2011 of
2.43 per cent to a negative change of
0.03 per cent. A regional disparity has

also been highlighted - Scotland showed
the greatest increase of independents at
two per cent, with Wales showing the
greatest decline (3.3 per cent).

There is no doubt that the high street
is high up on the government agenda and
that some of the ideas and intentions are
along the right lines. The Future High
Streets Forum may not seem to be the
obvious answer for sports retailers, given
the lack of consultation and
representation in the make up of the
advisory panel. Ultimately it is a voice that
sports retailing can tap into - and with
industry pushing it to speak out on real
issues such as rates or to ensure that
Portas Pilots are activated and accessible
resources, it can only help.    

“CONSULTATION
WITH KEY 
SPORTS RETAIL
REPRESENTATIVES
APPEARS TO BE
NON EXISTENT,
THEREFORE
AWARENESS OF
THE FUTURE HIGH
STREETS FORUM
IS LOW”







Above all, you have to answer their
question: “What’s in it for me?” Just:
“Come and see us, we’re wonderful”
won’t get a result. There needs to be a
clear benefit to the invitee, something
that will make them want to turn up.

Get your timing right. In general, the
professionals say that morning events
are better attended, but your target
audience may regard that as key work
time. To bring them to you after work,
you have to have a very good reason.
Also, be conscious of issues like school
and religious holidays.

Get your invitation right. It can be
done by phone, in person, on a printed
card, by letter or by email. Reflect your
audience in which you choose.

Print some
large format
posters with
key images and
messages. Talk
to suppliers
about what
they have
available,
including any
video footage. 

Look at the
practical
issues. Do you,
for instance,
have enough

space to seat all the attendees and,
indeed, enough chairs at your
premises? Be conscious of insurance
and any of the dreaded health and
safety issues that may be involved in
having a group of visitors to your
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rganising your own in-
store events has to be a
very efficient way of
turning customers into
buyers. The person who

has seen how you operate and met
the team is far likelier to buy from
you. If you’ve also shown them
some new products or ideas and
entertained them, you are far ahead
of the game.

Event management professionals
say there tends to be two widely
divergent attitudes - either that
putting on such an event is a doddle
or that it’s terribly difficult. Essentially,
both views are wrong. 

IMPORTANT
For the sports
goods industry,
events are doubly
important. So start
with a plan. Why
are you doing this
and what do you
want to get out of
it? Liz Rowden of
event management
specialist Nutmeg
Events says:
“Without defining
that, you won’t
know if it was a
success.” Then define the audience.
This could be the corporate type sale
of selling to schools and colleges,
inviting your most regular individual
customers for a new product trial or it
could be addressed to clubs.

BRINGING
CUSTOMERS TO
YOUR DOOR
Selling via events is a highly personalised and
effective marketing tool. Paul Clapham explains
how to successfully organise your own 

premises.
This may make you decide
to pick an outside location. Many
companies prefer this because,
despite the cost, it doesn’t disrupt
their day to day business.

What about employing an expert?
The key benefits are that they help
you make the right decisions. They
also save considerable management
time because are practised at the
necessary logistics. That can also save
you money, although clearly they will
be charging a fee.

SCIENTIFIC
Selling via events is a highly
personalised marketing tool. You 
can structure the whole process
precisely to fit the needs of you 
and your audience. Especially in
terms of schools and clubs, your
target for new customers will
probably be small.

Natasha Dougall at event
management company Wheldon
Events suggests taking a scientific
approach - aim, method, conclusion.

SECTOR SPECIFIC

O

What’s the experience of other business sectors? 
General point: talk to your suppliers. Some will have
expertise in this area and will put it to work for you. 
They will all have contacts who might well be interested 
in attending. They could well have a marketing budget 
to support you. Here are some examples of experience 
from widely different sectors:

Selling to dentists. A major supplier to technicians

(people who make dentures) has a programme whereby it
puts its customers in touch with dentists. The company
helps find a suitable venue if premises aren’t appropriate
and provides support with presentations, catering and
marketing materials. It contributes to some costs - a buffet,
for example - and says one professional demonstration with
some hands on benefits beats hours of phoning and emails.

Selling to IT managers. The computer industry spends

“PARTICIPANTS
DON’T WANT BLAH,
BLAH, BLAH - THEY
WANT INSPIRATION,
INNOVATION,
EDUCATION AND
VALUE WITH A
SPRINKLING 
OF WOW”
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If you’re using a location
other than your premises, check it
out in detail. Obvious? It should be,
but at the last event I attended a
huge chandelier blocked the screen
for half the delegates. Make sure
you’re not competing with other
events, including major sporting
ones. Don’t expect attendees to
come up with a host of questions, 
so plan some prompts to get
discussion active.

Dougall also says you need to
have a realistic budget and don’t 
sign up for any part of it until 
you’re happy with the promise. 

She says a professional event
organiser will better achieve
attention to detail and make the
event cost effective: “Remember,
participants don’t want blah, blah,
blah - they want inspiration,
innovation, education and value with
a sprinkling of wow.”

CHOICE
If you’re considering bringing in a
professional event manager, there is
plenty of choice. The website
FreeIndex has a section on event
managers that lists over 500
suppliers. Likewise, look at Event
magazine’s website. The directory
section has a similar listing. The
relevant trade body is Eventia, which
can provide details of managers,
locations and support services. 

If you are planning to make
events a central part of your
marketing activity, you might
consider training your own in-house
expert. RJA GB runs a one day
seminar that costs from about £40
per delegate. It covers a wide range
of issues - from the invitation to the
post event follow up. It’s very much
a hands on workshop addressing

specific problems and opportunities.
The company’s Richard John
stresses that a key element of the
training is to keep delegates focused
on ‘what’s in it for me’ because
consistently answering that question
for your attendees makes for a
successful event.

Finally, do it right and keep it
simple. A quality event presenting the
benefits your business can offer stays
with attendees in the long term - the
opposite applies, too. 

One or two convincing examples
of how those benefits can be
achieved works far better than an
extended tutorial on the wonders of a
particular product or the huge range
of your products and services.

mega bucks getting its reseller partners in front of prospective
customers and local and regional events are proving
increasingly vital. One major player gives these tips: don’t
leave the logistical organisation too late - these events take a
lot of time and effort; don’t pick a Friday; don’t aim for a hard
sell - prospective customers see these events as educational;
and don’t plan just to sell your services and prices, because
nobody will come. Conversely, if you’re presenting new

technology or applications, plan for a full room.
Selling to engineers. A large regional component

supplier says the key focus is on the delegates - just six
people who are relevant are far better than 60 freeloaders.
This is not a numbers business. It also stresses that this is
the best way to establish serious business contacts - 
nothing beats face time in the company of peers to 
create long term business contacts.



act, it
won’t

see a
penny of

share
investment

from those
funds.

Greening your
business is therefore about something
far more bankable than a warm
feeling in the gut. Even if your strong
suspicion is that your customers don’t
care whether your business is
ecologically sound, the issue demands
attention because it has a direct
impact on profits.

This indeed is the green good
news for all businesses - doing
your bit on energy savings will save
you a lot of money, which will go
straight into the bottom line. The
Carbon Trust says that 20 per cent
energy savings are easily achieved
by most UK businesses, equivalent
for many to a five per cent increase
in sales.

So start with the Carbon Trust’s
website (www.carbontrust.com) or its
Energy Efficiency Helpline (0800
0852005). Helpline advisers are
experienced enough to deal with
enquiries ranging from
straightforward requests for
information to in depth technical
questions about specific technologies.
Calls are free. The website includes
fact sheets that offer sector specific
guidance and an action plan to help
you create a tailored programme.

There’s more, starting with money.
Energy Efficiency Loans from £5,000
to £100,000 for replacing existing
equipment with energy efficient
versions are interest free. Eligibility
requires that you save at least £1,000
per year on energy use. 

You could have an energy
survey completed by a specialist
consultant. He would produce a
practical action plan to identify
energy saving opportunities and
how these savings can be achieved.
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Interesting colour,
green, given its
association with
money, envy,
gullibility and
environmentalism.
The latter,
according to
cynics, neatly
incorporates the
first three. But
cynics tend to be
wrong and there is no
doubt that the
population at large is
treating green issues more
seriously. Global warming and
melting glaciers are causing concern
and, whatever they and the pundits
think is the cause, people want to do
something positive to help.

You’d be shocked to be told
that you’re in a dirty business,
wouldn’t you? But it’s probably
true. The fundamental reality of
almost every business sector is that
it creates waste. Much as they
might want to be environmentally
sound, business owners generally
think that you can’t make the
omelette called growth without
cracking some ecological eggs. 

MINORITY
You might say: “So what? It’s only
a tiny minority who really care.”
You’d be very wrong. First, you
probably wouldn’t say that
because you, like the rest of the
population, are environmentally
conscious. We are all green now. 

Second, you have to recognise
that environmental issues are firmly
mainstream. Government
departments and most businesses,
especially the bigger ones, have
environmental policies to which
they pay more than lip service.
They do this not because the board
of directors wear sandals and hand
knits, but because it’s good
business - they perceive that their
customers expect them to be
environmentally responsible or
they’ll buy somewhere else. 

Consider that the fastest growing
sector in the unit trusts world is
ethical funds, so John T Public is
likewise not just paying lip service, but
quite literally putting his money where
his mouth is. Note too that if a listed
plc isn’t cleaning up its environmental

Recommendations include many no
or low cost actions that pay for
themselves immediately or within a
few months. Surveys are subject to
availability and eligibility, but are
usually free of charge. Then there’s
the Energy Technology List, which is
managed by the Carbon Trust and
includes some 6,000 products that
meet its energy saving criteria.

What else? Vehicles are notably
famous as the big creator of carbon -
three tons a year for an average car
doing 10,000 miles at 35mpg. Happily
most businesses are tough on this
already, but could probably reduce
costs and emissions still further. Think
diesel, LPG and dual fuel. Also, think
cruise control. Most new cars have it,
but it is dramatically underused by
British drivers. If you or your staff are
among this group, just try it or ask the
dealer for a short lesson. 

CONCERN
You might have concerns that
adopting a green stance for your
business will associate you with the
nannying, hectoring tone of far too
many environmental spokespeople.
That’s a fair concern. However, it’s a
concern shared by literally every
individual I have spoken to in my
research. Those individuals are running
businesses specialising in aspects of
environmentalism and they, to a man
or woman, are enthusiastically green
and sing a wholly different tune. They
talk about opportunities not problems,
about savings not costs; in short,
positive not negative.

Small business owners are exactly
the right people to drive the
environmental issue, because they
inherently believe success can be
achieved by personal effort. Contrast
that with a UK survey where 65 per
cent of respondents said that climate
change could only be solved by
international government action.
Rubbish. Only individuals can switch
off lights, use cruise control and
choose to buy environmentally
friendly products. All that
governments can do is pass laws
forbidding us to do this or that,
insisting we do the other, or apply tax
to nanny’s idea of naughty behaviour.

What can you learn from others’
experience? Priority one is to treat
energy as a significant business cost.
Do you know what your energy bill is?

GREEN FOR  
Greening

your business is
about something far

more bankable than a
warm feeling in the

gut, says Paul
Clapham
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In some companies it can be 30 per
cent of total running costs, the
second highest cost after staff. If 20
per cent of your staff did no work,
you’d do something about it pretty
fast, but that’s the effective waste of
power in many businesses. Indeed,
this is about staff because it’s people
that waste power.

So involve staff in energy saving -
it’s everybody’s job. Put some or all of
the savings into a staff incentive
scheme. Set targets. Include energy
costs in management assessments.
Each of these has shown results for
clients of the Carbon Trust.

LOW COST
There are plenty of low cost/no cost
actions you can take. Change to low
energy light bulbs (including
compact fluorescent light bulbs) -
they last eight times longer and use
75 per cent less energy. Label light
switches, so only what’s needed is
used. Use occupancy sensors for
little used space like storerooms and
toilets. Adjust thermostats and fit
time switches.

Above
all, sell

the benefits to staff so you avoid
classic examples of waste. Persuade
them to put on a sweatshirt before
turning up the thermostat. Never
have windows open and heating on.
Set time switches so that heating is
switched off up to an hour before
everyone leaves. Don’t leave
fluorescent tubes switched on;
contrary to myth, they use only a
few seconds worth of power at start
up. If you have air conditioning, don’t
set it at maximum cooling - that can
cool a space so much that the
heating kicks in and you have both
running at the same time 

Would you pay more for a green
option? Sounds like a daft question,
doesn’t it? It may not be. Take buying
your electricity from Good Energy or
Ecotricity, who supply power only
from renewable resources (eg, wind
farms). Typically it costs 10 per cent
more than standard sources. This
would advance your business’ ability
to become carbon neutral, which
would give you a distinct point of
difference in the market. If you are

targeting areas where the
environmental issue is

significant, it might
prove a key selling

benefit.

GROWTH

TOP
10 TIPS

● Turning down the heating by just 
one degree saves 8-10 per cent on the annual

heating bill. 
● Reduce heating in areas needing less warmth, like

storerooms and heavy physical work areas, and during
holidays, weekends or when the building is empty. 
● Keep windows closed while heating or air conditioning 

is on. 
● Most office equipment, including PCs, monitors, faxes and
printers, will have energy saving features. These sometimes
need to be manually activated. 
● Always switch monitors off when they’re not being used. They
account for almost half of a computer’s energy use. 
● Make use of natural daylight where possible. It costs nothing
and can reduce lighting bills by up to 19 per cent. 
● Energy saving light bulbs use 75 per cent less electricity than
standard light bulbs, provide the same amount of light and last
up to 10 times longer. 
● Reduce lighting in areas that don’t need bright light, 
such as corridors. 
● Encourage staff to turn off lights whenever and wherever
they are not needed. Businesses can save up to 15 per cent
on their bills by implementing this simple measure. 
● Check your meters regularly to see how much
electricity, gas and oil is being used and check bills relate
to what you actually use, rather than an estimate. 

ENVIRONMENTALISM
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RUGBY

ugby might take its name
from a posh private school
and boast a fan base of the
more well heeled, but in a
bid to change its image the

RFU aims to get hundreds of state
schools playing the sport in order to
capitalise on the hoped for boom driven
by the 2015 World Cup. 

Prince Harry is to lead the initiative
as the patron of the RFU’s All Schools
scheme, which hopes to encourage 400
more state schools to play the game by
2015 and 750 more by 2019. A keen
sportsman and rugby fan, Prince Harry is
also vice patron of the RFU and patron
of the RFU Injured Players Foundation.

ONGOING SUPPORT
Cluster groups of three-four schools will
be targeted by the RFU and provided with
kit, equipment and resources. The schools
will also link up with a local club, which will
provide coaching and ongoing support.
The plan is that schools taking part will
become self sufficient in playing rugby
within three years, providing a pipeline of
players to their local clubs.

The programme is aimed at both
schools that used to play the game and
those that have never played it at all.
Coaching will be provided for teachers
who have never taught or played rugby.
The initiative is part of a wider drive to
bring rugby union to parts of the
country where it is traditionally less
popular.

“One of our aims up to 2015 and
beyond is to broaden the reach of the
game and ensure it can be played by
everyone,” says Steve Grainger, RFU
rugby development director. “It can have
a real impact on a school not only from a
sporting perspective, but from a

R

RUGBY GOES

The build up to the 2015 Rugby World Cup
steps up a pace as Prince Harry leads an

initiative to encourage more inner-city schools
to take up the sport. Louise Ramsay reports

their national teams, we hope to see both
young and old engage with activities.”

GREAT CONNECTION
But what does the industry think of the
move and how will it affect the market?

KooGa managing director Andrew
Peters says: “I am sure Prince Harry will be
a great patron of the All Schools
programme, as he has a great connection
with young people. Increasing sports
participation is not easy, but very
worthwhile for the future health of young
people - getting them to stay playing after
school is even harder and just as important.

“Rugby union is healthy, however
everyone is struggling with their
disposable income and will continue to
do so, so we have to be mindful of value
for money and expect that volume will
be challenging in the retail marketplace. I
am sure though that come 2015 there will
be a significant lift from the world cup. 

“We are confident we will grow very
positively over the period, as our bespoke
teamwear is generating great feedback

and we will grow
significantly every year
in that area. Our boots,
protection and base
layer product are great
value for money, so we
also think they will
perform well.”

KooGa’s new
products for 2013
include the power
shirt, a lightweight
compression garment

that helps to reduce muscle atrophy and
increases recovery times, and the Hawk
LCST boot, which is made from
Evaporex, is both lightweight and
breathable, uses an eight stud
configuration and has a flip over tongue
for improved kicking contact. 

Gilbert Rugby is best known for its
rugby balls, but has spent a significant
amount of time and resource developing
a new range of rugby boots. The new
Jink VX1 features top grade nappa leather
for a soft, supple feel and high
performance, combined with a hi tech

behaviour perspective, a values
perspective and a discipline perspective.” 

Canterbury is the first partner to
support All Schools. As part of its
involvement, each of the 100 schools
already taking part in the initiative was
given the opportunity to attend one of a
number of Canterbury kit workshops last
year and design their own team rugby
shirt. The colourful jerseys were on
display in March at the RBS 6 Nations
England vs Italy match, with children
from across England representing their
school on the pitch before kick off. 

Canterbury CEO Chris Stephenson
says: “The RFU All Schools programme is
a fantastic opportunity for 750 schools
to engage with rugby
and highlights why
Canterbury is keen to
support the initiative. 

“The Canterbury kit
design workshops
allowed us to connect
with hundreds of
schools across
England and it’s great
to see the enthusiasm
of the pupils when
they are being given
the chance to design their school rugby
shirt. It was important that we provided
more than just kit and that we could
connect from an educational
perspective with the pupils at the heart
of the programme on a creative and
historical level, ultimately allowing
freedom of expression and design. 

“The 2015 World Cup will be a major
event for the UK. As the third largest
sporting event in the world, it is
expected to have a positive effect on the
whole country, from tourism to retail. If
the world gets behind the event and

“ONE OF
OUR AIMS UP
TO 2015 AND
BEYOND IS TO
BROADEN THE
REACH OF
THE GAME”
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support cradle. Lightweight, supportive
and comfortable, it’s suitable for players
across the board. 

Andrew Challis, Gilbert’s brand
manager worldwide, believes that while
the current market conditions make for a
challenging environment for retailers, the
2015 World Cup provides some light at the
end of the tunnel: “As an official
tournament supplier, Gilbert knows more
than most that this will be the biggest
RWC ever. The build up to the tournament
will start early and Gilbert is planning to
provide retail opportunities by launching
the match ball design in time for Christmas
2013. By providing the World Cup hook to
get the customer into the retail
environment, it may be that we will see a
benefit to sales in other areas some way
out from the tournament.”

Challis is delighted that Prince Harry
has been announced as the patron of the
All Schools programme: “I have no doubt
he has the ability to engage with children
using rugby as the vehicle for social
change. A major hurdle to increasing
participation is in presenting the
opportunity for children to try the sport
and in getting them to understand it’s a
sport for them. If Prince Harry says it’s
cool to play rugby then it’s cool to play.”

CORRECT TECHNIQUE
Rhino’s Collision King encourages correct
body position and technique at the
breakdown. Statistics compiled at the
2011 Rugby World Cup show that at the

tournament the average number of
scrums per game fell to 17 from 21 in the
2003 tournament, while lineouts dropped
to 24, compared to 33 in 2003. In
contrast, the number of breakdowns
(rucks or mauls) increased by 235 per
cent to 162, compared to just 69 in 1995.

“The message for coaches at all levels
of the game is clear,” says Reg Clark, group
CEO of Rhino. “Games are now won and
lost at the breakdown. Rhino has
monitored these trends for some time and,
guided by Richie Gray, one of the game’s

EMERGING MARKETS
The future is looking bright for rugby union in Brazil, Japan and Russia,
according to a new report by SMG Insight/YouGov. The study found that each of
the three countries, which are hosting the 2016 Olympic Games, 2019 Rugby
World Cup and 2013 Rugby Sevens World Cup respectively, have managed to
establish keen public interest in the sport, which could be harnessed to boost the
tournaments’ success and develop rugby union further over the next decade. 

Other key findings include:
● South Africa has the largest proportion of rugby supporters worldwide, with 70

per cent of people questioned liking the sport.
● The proportion of adult female followers in South Africa and New Zealand is at

62 per cent and 57 per cent respectively.
● Wales has the largest fan base among European nations at 44 per cent,

narrowly ahead of France at 42 per cent.
● France has the largest number of fans in absolute terms, with 21.7 million people

liking the sport. 
● The sport attracts most of its followers from within the high income earning bracket.

leading global experts on the breakdown,
we have developed a market leading range
of specialist contact equipment designed
to promote correct technique and body
position at rucks and mauls, which is
headed up by the Collision King.”

The Collision King is used by teams
competing in the Heineken Cup, Aviva
Premiership, RaboDirect PRO12, Top 14,
Super 15, ITM Cup, Currie Cup and
international rugby. There is also a junior
Rhino Collision King available for schools
and junior clubs.
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NEW COLOUR FOR OPTIMUM
VELOCITY GLOVE
THE COLOUR ASSORTMENT OF THE EVER POPULAR
VELOCITY FULL FINGER THERMAL GLOVES (PRICED
£14.99), CURRENTLY AVAILABLE IN BLACK, RED, GREEN
AND YELLOW, HAS BEEN EXTENDED TO INCLUDE AN
ELECTRIC PINK AND BLACK VERSION - THE ‘HOT PINK’. 

Hugely successful in rugby, it has now been adopted for
both the hockey and outdoor sports markets and has proved
to be just as popular. 

The Velocity glove, which offers increased warmth and
comfort with its silicon print palm and thermo performance,
is available in sizes Mini / SB / LB / S / M. 
For more information on the above new colour product or
any of the Optimum range call 01942 497707 or contact
your local Optimum sales representatives. 

USN’S PURE PROTEIN
USN’S PURE PROTEIN IS A BLEND CONSISTING OF A
PRECISE MIXTURE OF DIFFERENT PROTEIN SOURCES.
PROTEIN IS THE STRUCTURAL CORE OF THE HUMAN BODY
AND IS AT WORK IN EVERY SINGLE CELL. PROTEIN
PERFORMS MANY ESSENTIAL FUNCTIONS IN THE BODY
AND IS REQUIRED FOR GROWTH AND REPAIR OF TISSUES.

Core benefits of the ingredients of Pure Protein include: protein
contributes to the growth and maintenance of muscle mass;
pantothenic acid supports normal synthesis and metabolism 
of steroid hormones, Vitamin D and some neurotransmitters;
pantothenic acid also contributes to normal mental
performance and a reduction in tiredness and fatigue;
magnesium contributes to normal protein synthesis and the
maintenance of normal muscle function.
For more information call 0845 1800 556, 
email info@usn.co.uk or visit www.usn.co.uk
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HUGELY SUCCESSFUL
IN RUGBY, IT HAS NOW

BEEN ADOPTED FOR
BOTH THE HOCKEY

AND OUTDOOR
SPORTS MARKETS

AND HAS PROVED TO
BE JUST AS POPULAR





Our unique world leading technology is now even more advanced 
to give maximum performance with every impact

Unrivalled Shock Absorption
100% effective with every stride
Up to 30% Lighter
Nano Silver antibacterial technology
for maximum comfort
New cutting edge pack designs

www.sorbothane.co.uk

FREE STAFF TRAINING GUIDE AVAILABLE FOR ALL CUSTOMERS
CODE: 022117

35% OFF* TRADE SPECIAL OFFER
CALL TODAY ON 08448 730 035 AND QUOTE SORB1 WHEN ORDERING
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RUNNING

hile a barefoot running shoe may seem
a contradiction, in reality the term
embraces the notion of going barefoot
rather than actually doing without
shoes. And while most of us became

aware of barefoot running in 2010, it has been
around in one form or another for years.

In 1951 Shigeki Tanaka from Japan won the
Boston Marathon in tiny canvas sock shoes with a
separated big toe, in 1953 Roger Bannister donned a
pair of custom made track spikes with uppers made
of soft, super light kangaroo skin and in 1960 Abebe
Bikila of Ethiopia won the Rome Olympic marathon
entirely unshod. 

STRUCTURED
Traditionally, it’s been thought that a shoe must be
padded and structured to protect and cushion the
foot, but this encourages a different gait to that of a
barefoot runner. Typically, barefoot running requires
a midfoot or forefoot strike, but rarely a heel strike,
because the heel pad can’t
absorb much of the force of
impact, so it hurts. By
contrast, traditional running
shoe wearers heel strike and
it’s thought this increases
the risk of injury.  

Enter the ‘barefoot’
shoe, which aims to provide
the benefits of running
without shoes while also
protecting against injury
from glass, stones or other
ground hazards. 

VIVOBAREFOOT was an
early pioneer of the barefoot
movement, launching one of
the first patented minimalist
shoes in 2003. Fiona
Boston, the company’s
marketing manager, explains the logic behind
barefoot running: “Mankind has evolved as an
effective distance runner for over a million years.
Therefore, any shoe that allows the foot to interact
with the ground in the way in which we have

W
‘Barefoot’ shoes now account for 15 per cent of
all running shoe sales, reports Louise Ramsay

evolved, encourages the full and natural range of
motion, combined with good form and style, while
providing protection from the environment is likely
to provide better long term comfort and injury free
running. Far from a contradiction, barefoot footwear
makes perfect sense.

“All the current research suggests that a midsole
or excess of material between the foot and the
ground impacts your ability to process sensory
feedback about your immediate environment. This
feedback is what the body uses to help maintain
balance, traction and propulsion.

“Another way of thinking about this is trying to
use a touch screen phone wearing a ski glove.
There’s less feel and more fumble. When walking and
running, this can have a negative effect on how you
move and also limits the body’s ability to adapt to
specific overloading, possibly resulting in discomfort
and even injury. By keeping the foot as close to the
ground as naturally possible while providing
protection from the environment, barefoot

technology allows the foot to move in
the way in which nature intended.” 

IMBALANCES
Osteopath and naturopath Matthew
Wallden runs Primal Lifestyle, the
official distributor of Vibram Fivefingers
and barefoot running shoes in the UK
since 2007. He expands further on the
benefits of minimalist footwear: “The
idea that the foot needs something
under it to correct imbalances is akin to
suggesting there is a part of the foot
that is missing and should be replaced.
To suggest collapsed arches are due to
an orthotics deficiency is like
suggesting that headaches are due to
an aspirin deficiency.

“The key question is really whether
the customer wants to deal with the

cause or to treat the symptoms. If they want symptom
management, they need traditional supportive shoes,
but if they want to address the cause they need to go
barefoot or wear minimalist shoes to build strength,
dexterity, flexibility and coordination.” 

MAKE THE TRANSITION
Anatom, traditionally a walking
boot and shoe brand, has
branched out into the natural
running market with a
transitional shoe that effectively
helps people cross over into
barefoot running. 

“Natural running is a growth
sector and it is something we
believe in,” says Anatom owner
Gordon Fraser. “Our Anatom NM
Superlite 5mm drop transition
shoe with free foot fit allows the
heel to be slightly more cushioned
than in a zero drop shoe, but

gives the freedom in the mid and
forefoot to adapt and feel the
ground, giving that wonderful
feeling of running barefoot.”

Making a careful transition
from traditional to barefoot shoes
is seen as essential, according to
new research. Scientists at
Brigham Young University in the
US found that runners who made
the switch to barefoot shoes too
quickly suffered an increased risk
of injury to bones in the foot,
including possible stress fractures.

How long it takes to make the

transition depends on the
individual. “There is no fixed rule of
thumb,” says Fraser. “It depends
on many different factors such as
fitness level, biomechanics and the
amount of time able to devote to
training for barefoot running.

“It’s really important though
that retailers understand the
market. Offer a range of brands
and don’t forget how long it takes
for people to transition from
normal running shoes to zero
drop - it makes the transition
category crucial.”B
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“ONE DAY WE
BELIEVE THAT
FOOTWEAR
WILL LOOK
LIKE FEET IN
THE SAME
WAY THAT
HANDWEAR
LOOKS LIKE
HANDS”



IN SEASON

start to play catch up.
“There is little doubt there is huge potential for the market in

Europe - and most of the global market. In 2011 Footwear News
conducted an independent study to understand how many
American consumers knew what a minimalist sports shoe was
and found that 75 per cent of consumers understood the term.
In the UK I’d be surprised if more than 10 per cent of consumers
could give you a definition of what a minimalist sports shoe is.”

SLOW BURNER
In terms of longevity, the market is a slow burner, according to
Wallden: “We are turning around a huge ship in the form of the
footwear industry. Just as originally people would have bound their
hands in animal furs to stay warm and, as technology improved,
they created more functional mittens, then finally created the
optimally functional glove, so the footwear industry will follow suit.

“One day we believe that footwear will look like feet in the
same way that handwear looks like hands - it will be the norm and
we will look back in astonishment on those bizarrely dysfunctional
sensory deprivation chambers that were called shoes.”

In terms of Vibram’s Fivefingers products, Wallden reports
that the traditional styles, such as the KSO, are still selling well,
but the newer more specialised styles, such as the KMD -
formerly known as Komodo - and Spyridon are gaining ground. 

“The KMD were developed for the gym market and the
Spyridon have unique sole technology to make your time on the
trails a true delight,” he says. “Vibram continues to win awards for
innovation, so we are excited to see what the next season brings.”
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Wallden adds: “It’s important for retailers to realise this isn’t a
fad, so the sooner you get on board the better. I would
recommend retailers pick a minimum of two brands to work with -
one that is radical, colourful and stands out that will draw the
punters in and attract the more extrovert and self confident types
and one brand that is more straight laced and conventional, to
cater for those who do not want the more radical look and feel.

“Also, I would urge caution in thinking you may be stocking a
minimalist brand when in fact you are just holding a lightweight
running shoe. A minimalist shoe should always be zero drop and the
more you can feel through the sole the better. In our experience,
anything more than 6mm is dubious in the benefits it will give.”

What does Wallden think of the future market in minimalist
products? Has it peaked? “The market over the last year has been

great,” he says. “We were in triple
growth based on pre orders

alone in 2012. The
challenge last year was

getting the supply to
meet the demand.
Thankfully for us,
because the US
market has levelled
out, supply

challenges will
no longer be an

issue and the rest
of the world can



RUNNING
lllllllllllllllllllllllllllllll||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

ASICS GEL-DS
TRAINER 18 

FROM EYESTAY TO OUTSOLE, THE
NEW GEL-DS TRAINER 18 (SSP £103)
HAS BEEN FULLY UPDATED WITH A

SUPERCHARGED DESIGN THAT
STAYS TRUE TO ITS ORIGINAL

CONCEPT OF BEING A ‘GO FAST’
SHOE WITH A TOUCH OF STABILITY.
THIS CULT FAVOURITE’S RACY NEW
DESIGN NOT ONLY CRANKS UP THE

PERFORMANCE, BUT KNOCKS OVER
AN OUNCE OFF THE WEIGHT TOO.  

The upper retains its beloved racing
flat fit, but has been updated with an

external Heel Clutching System,
ensuring the 18th version of this shoe

feels quick while providing a secure
heel fit. Perfect for race day or faster

training, mild underpronators to
moderate overpronators will enjoy
picking up the pace in the GEL-DS

Trainer 18, which has just been voted
‘Best Update’ in the Runner’s World

Spring/Summer Shoe Guide 2013. 
For more information call 01925 243360,

email info@asics.co.uk or visit
www.asics.co.uk
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INOV-8 MUDCLAW 265
THE INOV-8 MUDCLAW IS AN OFF-TRAIL
RUNNING LEGEND. NOW THE CLASSIC RANGE
HAS ITS LIGHTEST SHOE YET.

Weighing in at just 265g, the MUDCLAW 265 is
the new racing version in the range and, boasting
a reduced drop of 3mm, takes the athlete even
closer to the terrain for a faster, responsive ride.

Just like the MUDCLAW 300, the new stripped
back model will claw through any mud sodden,
drenched terrain and, thanks to the quick release
cleats on its unique outsole, come back up
begging for more. The DWR coating, meanwhile,
repels mud and water from the shoe’s upper.

Demanding the ultimate in grip, off-trail
competitors battling for superiority in the
mountains and hardcore obstacle course racers
have made the MUDCLAW their ‘go to’ shoe. Now
with the lighter 265 model on the market, those

athletes can go even faster.
For more information call 01388 744900 

or visit www.inov-8.com
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RONHILL - TRAIL RUNNING
TAKING OFF
RONHILL’S SALES OF TECHNICAL PERFORMANCE TRAIL
APPAREL HAS TAKEN OFF IN THE PAST 12 MONTHS. AND WITH
A RECORD ORDER BOOK FOR AW13, THE SIGNS ARE THAT
THIS WILL BE AN INCREASINGLY IMPORTANT CATEGORY FOR
BOTH OUTDOOR AND SPECIALIST RUNNING STORES. 

The Ronhill collection offers cutting edge designs coupled with
technical fabrics at highly competitive price points. Available in
both men’s and women’s styles, the Ronhill design team has
researched the category extensively and taken on board all of
the requirements for this rapidly developing sector. 

Graham Richards, Ronhill brand
director, says: “We launched our first
range nearly three years ago and
along the way have changed and
developed the range, to the extent
that it is now getting high acclaim

from around the world. We have
won several product awards too,
which is really encouraging.”
For further information call Ronhill

on 0161 3665020 or email info@ronhill.com 

TROLLEY DASH
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1

3

1. CYCLO SOCK. HILLY. 0161 366 5020
2. RACE PRO EXTREME 4. INOV-8. WWW.INOV-8.COM
3. TEMPEST JACKET. RONHILL. 0161 366 5020

2

SAUCONY KINVARA 4
MAY 1 SEES THE LAUNCH OF SAUCONY’S FASTEST SELLING
RUNNING SHOE, THE KINVARA. THE FOURTH INCARNATION IS
SUPPORTED BY SAUCONY’S BIGGEST EVER MARKETING
CAMPAIGN, INCLUDING SPONSORSHIP OF SKY SPORTS
NEWS’ AFTERNOON UPDATE PROGRAMME.

The progressive marketing strategy behind the Kinvara 4 will
continue to develop Saucony in the sporting goods market as
the brand shows impressive growth by building on its authentic
running roots through specialist sporting retail channels.

The Kinvara, named after the town in County Galway and inspired
by the Irish heritage of Saucony’s home city of Boston, is
Saucony’s top selling shoe in the US and the fastest growing style
in the UK. 2013 will also see off-road and Gore-TEX versions.
For more information visit www.saucony.co.uk, call UK
headquarters on 01794 537537 or contact your Saucony 
sales representative.
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FIVEFINGERS SEEYA
THE ULTRA STREAMLINED SEEYA IS THE NEWEST
PERFORMANCE OPTION FOR SERIOUS MINIMALIST RUNNERS.

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

Minimum rubber thickness in the outsole maximises ‘foot feel’
and flexibility, while a soft midsole further reduces thickness
and weight for natural movement. A stitched-in insole protects
skin and foot tissue during longer runs. For a snug fit, the
lightweight, stretch mesh upper has a seamless collar and
adjustable hook and loop closure.
For more information email info@primallifestyle.com

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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HILLY - TOP AWARDS 
FOR TOP SOCKS
HILLY HAS WON SEVERAL CONSUMER AWARDS IN THE
PAST FEW MONTHS FOR ITS RANGE OF TECHNICAL
PERFORMANCE RUNNING SOCKS. 

The brand offers a complete range to accommodate all
the needs of the runner - and outdoor enthusiast - ranging
from the ultra lightweight LITE range up to its high
cushioned PADDED range. 

HILLY is perhaps best known for offering probably the
best double-layer, anti-blister sock in the world - namely
the TWIN SKIN range. The brand has an extensive product
development programme in place and plans to launch
many new styles in 2014. 

“We were delighted to receive all of the product awards,
especially as most were voted by the public,” says Graham
Richards, Hilly brand director. “We have a lot of plans for
the range going forward and I am certain the trade will be
really pleased.” 
For further details call HILLY on 0161 3665020 or email
info@hillyclothing.com



MADE TO SUPPORT
YOUR EVERY STEP.
THE NEW GEL-KAYANO 19

Get the stability you need from the new GEL-KAYANO 19. 
With an improved Dynamic DuoMax Support System that 
distributes pressure evenly, pushing yourself out of your 
comfort zone has never been more comfortable. 

BETTER YOUR BEST with myasics.co.uk



SPORTLUUB.COM

For more information contact
ian@uksportingproducts.com

MAKE

SURE
YOU

Sport-Luub has easy application and the slick 
friction reduction needed to keep the dreaded 
chaff at bay.   Skin is protected and nourished 
with the healing and soothing properties of aloe 
vera and arnica. 

Suit-Luub is more than a lubrication product; 
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the suit and your skin. During wetsuit swimming 
high rotation and movement within the wetsuit 
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matter how good your suit and its materials. 
Open water swimming demands regular 
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Suit-Luub has a non-petroleum formula which 
ensures the neoprene foam is not attacked 
and deteriorated early in its life. Brittle-ness is 
reduced and comfort enhanced.  

SUITLUUB.COM
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ocial media has delivered a
powerful platform for
customer interaction. Today
your customers are active on
their favourite social

networking sites and are talking about
your business. These conversations can
include sentiment that can be positive and
often has a direct impact on sales.
Cultivating customers who often post
positive sentiment can lead to higher
brand awareness, as consumers favour
personal recommendations over all others.

In its latest report, brand advocacy
specialist Zuberance stated: ‘A global
word of mouth study in 2006 by GfK
Roper found that the average consumer
recommends 3.7 brands. Our study in
2012 found that, on average, brand
advocates recommend nine brands,
products or services per year. The study
also found that 16 per cent of brand
advocates recommend 10 or more
brands, products or services, with 16 per
cent recommending 15 or more.’

INFLUENCE
The influence these people have has
grown rapidly since the inception of
social media. Brand advocates now have
between 200 and 450 people in their
social networks on average, all of whom
could be your potential customers. Sites
such as Amazon and TripAdvisor are
leaders in what has become known as
customer experience management.

To build brand loyalty your customers
must have positive experiences. This is
confirmed by the Zuberance study, which
stated: ‘Half of respondents said the
primary reason they recommend is
they’ve had a good experience with
products or services. 37 per cent of
brand advocates recommend because
they want to help others, while only one
per cent said they recommend because
of incentives or rewards.’

The last point is revealing, as in 
the past brand advocacy on social
networking sites such as Facebook were
incentive driven. Today, advocacy has
evolved into a more complex relationship.
Facebook still remains the core platform
for making recommendations, but 
the motivation for doing so has 
radically changed.

BzzAgent, a word of mouth
marketing company, says brand
advocates are a superb voice when a

S
business is trying to expand its customer
base. From its research, BzzAgent has
concluded: ‘Advocates are three times
more likely to share product information
with someone they don’t know. With
their heavy use of social media tools
other than email, advocates reach many
people they don’t know personally, but
who share their personal interests. 

‘For retailers, advocates are not closed
groups of people who know each other.
With a well seeded social media
campaign, legions of new potential
customers can be attracted to your store.’

How your business’ brand advocates
make recommendations has also
changed recently. Video content is now
more popular than any other material
online. A report from Decipher Research
indicated that within the 18-34 age
group 73 per cent of those who viewed
a video recommended by someone in
their social media group recalled the
brand being mentioned. 

Sarah Wood, chief operating officer
of video technology company Unruly,
which sponsored the research, says: “If a
brand creates great video content and
makes it easy to share, it will see
impressive results across the entire
purchase funnel.”

BARRIERS
One of the key ways to build brand
loyalty is to ensure there is nothing
stopping you and your customers
interacting easily. Businesses with high
levels of brand advocacy have also
overhauled their websites to ensure they
are easier to use where social media is
concerned. One way of achieving this is
to use social login.

Research by technology company
Janrain has shown that 85 per cent of
consumers prefer social login - the ability
for consumers to use their social media
identity to register and login to a brand’s
website - to be made available over
traditional online registration. The
majority of consumers are keen to use
social login, exploiting trusted, familiar
Facebook and Google identities, for
example, not only because of their ease
of use and improved security, but also to
share profile information in order to
enable a better online experience.

Russell Loarridge, European sales
director at Janrain, says: “With Gartner
predicting that 80 per cent of discretionary
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FAN
POWER

buying from consumers will be driven
through effective digital marketing, Janrain’s
research indicates it is time for organisations
to focus on the core requirements. Social
login exploits the proven security expertise
of social networks, removes barriers and,
critically, provides a platform for truly
effective user engagement.”

The research also indicates that social
‘fans’ are more likely to be influenced by
or influencers of their own social network.
“Brands that successfully engage on this
level are far more likely to benefit from
the relationship than those that don’t
effectively use digital and social
marketing,” Loarridge emphasises.

This is supported by Lloyd Salmons,
co-founder and director at Outside Line,

Cultivating relationships with online
brand advocates can prove a rewarding
exercise for retailers, says Dave Howell
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which handles British Gas’ social media
activities. “Social media can provide a
direct route to sales, if executed well
enough,” says Salmons. “It’s about
educating your fans or followers, before
providing a direct link through to
purchase. Social networks need to
develop to make this process easier and
more integrated into the user journey.
Facebook has just relaunched its ‘Offers’
service, so I think this is the first step of
many towards making social media more
commercially minded.”

EXPERIENCE
Loarridge adds: “Consumers want to be
engaged and they are willing to share
their profile with organisations in order to
improve the online experience. It is those
brands that are on the leading edge, that
are innovating and providing a truly
engaging consumer experience, that are
building stronger customer relationships
and achieving a tangible increase in
market share.”

As a retailer, it is vital to recognise the
brand advocates who are supporting your
business across the social media
networks. Don’t treat them like ordinary
customers, because they’re not. You must
nurture these relationships if they are to
become long-standing and deliver the
commercial gains they offer. 

Start a loyalty programme just for
them. Ask for suggestions, as most brand
advocates are waiting to give their
opinions. Don’t ignore them, as these
connections can easily become stale and
could lead to negative sentiment being
aimed at your business. 

And don’t forget that with the rise of
tablet PCs and smartphones your
customers can now instantly report on
the experience they just had online or in
store. This level of immediacy is vital to
cultivate, as only those retailers that
understand the symbiotic relationship
they have with their advocates will be
able to sustain their businesses over the
long term.

“BRAND
ADVOCATES
HAVE BETWEEN
200 AND 450
PEOPLE IN
THEIR SOCIAL
NETWORKS ON
AVERAGE, ALL
OF WHOM
COULD BE
YOUR
POTENTIAL
CUSTOMERS”





All suppliers listed on thewholesaler.co.uk 
have been thoroughly vetted and are:

 Genuine suppliers 

 Based in the UK 

 With verified contact details

 Holding stock in the UK

 Suppliers to independent retailers

Are you really sure about 
that supplier you found 
on the web?

You would be if you found them on

We’ve been tracking down the best UK 
wholesalers on the web for the past 
10 years and we know every trick in the 
book used by unscrupulous suppliers.

And for this peace of mind…
what do we charge you?

Find your next supplier by visiting:

Nothing…

Not a bean…

Not even a sausage for the dog!

thewholesaler.co.uk is completely FREE to 
use for buyers, you can search through our online 
directory without needing to register your details or 
pay a subscription. All we ask, is that if you contact a 
supplier from our listings, just mention us when they 
ask how you found them! 



We’re having work done on the shop.
Nothing particularly drastic, you
understand, but when the front window
fell out onto some passing sea scouts
and my assistant Norman went through
the stockroom floor it seemed only
sensible to have a bit of routine
maintenance carried out. 

Norman recommended Dave and
Wayne, who apparently built him a very
nice patio out of kerbstones the council had
foolishly left in a lay-by over one weekend.
Wayne had learned to do brickwork during
his community service and Dave got the
hang of plumbing when nicking lead piping
from the swimming baths. 

VIDEO CAMERA
They seemed nice enough chaps and
Norman said that as long as we paid in cash
and kept an eye out for anyone with a video
camera from the Department for Work and
Pensions we should get on like a house on
fire. I said that was what I was afraid of.

Dave, who was the senior partner,
said that if we wanted a reference we
only had to ask old Mr Mortiboys from
the second-hand shop next door. They
had been doing some work in his house.
“I wouldn’t say it was damp,” Dave said,
“but his wife goes to bed in a mask and
flippers. Only joking.”

Wayne said the only problem had
been trying to get Mr Mortiboys to pay for
some new triple glazed
windows: “He kept saying
that we’d told him they
would pay for themselves
in 12 months.”

“I think we’re mates
again now,” Dave said. “If
you want a good laugh,
jut go into his second-
hand shop and shout:
‘What’s new?’.”

It didn’t take long to
realise that they like a
good laugh in the
building trade. When I
rang up a bloke in the
hire place behind the
cemetery and asked:
“Can I have a skip outside
the shop?” he came back
with: “No one’s stopping you, squire,” 
as quick as you like.

Wayne was late on the first 
morning and Dave was very cross. 
“You should have been here at half past
eight,” he said. “Why?” asked Wayne.
“What happened?”

He said he was late
because he’d been to the
doctor after hurting his arm 
in several places. “What did
the doctor say?” asked
Norman. “He told me not
to go there again,” 
Wayne replied.

He’d hardly had
time to stop laughing
and put on his hard
hat and fluorescent
waistcoat before
they stopped
dead on half past
nine for a brew
and a chat.
Dave said he’d
once found a
skeleton
behind a wall
in an old house
with a medal
round its neck. 

“What did 
it say?” asked
Norman. “National
Hide and Seek
Champion 1891,” Dave 
said. “Only joking.”

There was a slight hold up when
Wayne discovered that some of his nails
were pointed at the wrong end, but after
that they actually worked quite hard until

lunchtime. The front
window had to be
replaced because, as
Dave pointed out, the
glass was broken on
both sides and soon
they’d made themselves
quite at home in the
shop and were chatting
away to the customers
as if they owned 
the place.

I was in the office
when I heard all this
laughing and it was such
an unfamiliar sound in
these hard times that I
had to take a look. There
was Wayne with this
woman who was trying

on a pair of high abrasion superior grip
netball shoes and laughing so much she
couldn’t do up the laces.

I heard him say: “I got into this taxi
and told the driver ‘King Arthur’s Close’
and he said: ‘Don’t worry, I’ll lose him at
the next set of lights’.”
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Under the

TAIL-ENDER

“THE FRONT
WINDOW
HAD TO BE
REPLACED
BECAUSE, 
AS DAVE
POINTED
OUT, THE
GLASS WAS
BROKEN ON
BOTH SIDES”

Counter
A sideways look at the world of independent retailing

CAMOUFLAGE TROUSERS
And then Dave said: “Some camouflage
trousers would go well with those boots,
but the trouble is I can’t find any.” 

“Never mind that,” Wayne said. “Did
you hear about the man who went to the
doctor with a strawberry growing out of
his head? The doctor said: ‘I’ll give you
some cream to put on that’.”

“You ought to be on Saturday Night
at the Apollo,” the woman said. “I’ll take a
couple of pairs of those articulated arch
support socks as well. I haven’t laughed
so much for years.”

By this time there were people
coming in to see what was going on and
buying things just so that they could hear
the jokes. A man who came in for a
neoprene ankle support decided to buy a
half size pool table instead after Wayne
told him: “There were six men attacking
my mother in law. A neighbour asked if I
was going to help, but I said: ‘No, six
should be enough’.”

We had the best day in the shop for
months and I gave Wayne and Dave a
tenner each as a bonus and said they were
welcome to drop in any time they were
passing. I said the only cloud on the horizon
was that Mr Mortiboys had been filming
them on his mobile from his yard for the
DWP, but only time would tell if I was joking.






