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Innovative and comprehensive range of specialist mini
tennis, badminton, multisport, early years and inclusive
equipment.

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

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

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

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

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

06 SPORTS INSIGHT

WOMEN IN SPORT

The high street had a hard time in 2009,
but not all consumer groups performed
equally. Women, in many areas, performed
stronger than men.

It’s only natural to see more female buyers
than men - mothers frequently shop for and
with their children, plus, according to national
statistics, there are just over one million more
females than males in Great Britain.

Volume 
However the volume of purchases has increased

While male purchases have
fallen dramatically, the
women’s sports sector is
enjoying continued growth,
says The NPD Group
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amongst females aged 13 and over by
four per cent in the 12 months to
September 2009, compared to the same
period in the previous year. Male
purchases for the same age group, on
the other hand, have dropped by 12 per
cent over the same period.

NPD’s Online Consumer Panel
has seen an upsurge in the number of
pairs of sports footwear sold to
females. The panel tracks what the
footwear is used for - females
registered an increase is sports usage,
while males have seen a gradual
decline. This growth is in line with
the increased emphasis brands,
retailers and associations are placing
on women in sport.  

The Women’s Sport and Fitness
Foundation runs a campaign designed
to encourage females to become more
active and take an interest in sport,
while there seems to be more female
sporting role models, including
Jessica Ennis, who won gold at the
2009 World Championships, and
Rebecca Romero and Victoria
Pendleton of the GB cycling team.  

Sports brands are keen to 
ensure they have products for these
sport-conscious females. Reebok has
gone back to basics with its
EasyTone footwear range, which
tones your legs while you walk, and
has also introduced a global

campaign in collaboration with
Cirque du Soleil to promote an
alternative way of exercising. 

Another brand pushing the level
of performance apparel on offer is
Shock Absorber, via its range of
sports bras. The company’s message
emphasises the need for the right
support, and it seems that people are
listening. These aren’t just one-size-
fits-all products, as research has
concluded that different sports need
different types of support - as a
result, Shock Absorber’s bras are
tailored accordingly.

Participation
When we look at the sports that NPD’s
Online Panel tracks, we see that
running and fitness/training are growth
sports in footwear. The average price
per pair is highest for shoes worn for
sport than those worn for leisure, and it
seems that women are knowledgeable
when it comes to purchasing decisions
- results show that fit, product quality
and sales person recommendations are
key reasons for the purchase.

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

si
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…Darts legend Phil ‘The Power’ Taylor is

the new ambassador for Rileys, the UK’s

largest cue sports operator, which is moving

into darts. Rileys is opening ‘Darts Zones’ at

most of its 128 pool and snooker clubs nationwide, and Taylor will

advise on the development of the new hi-tech facilities…Puma has

agreed a four-year kit partnership with Burnley FC. The deal, which

runs from summer 2010, will see Puma supply the club with its

technical and replica kit and training wear…Puma is also to be

Newcastle United FC’s official supplier and official licensee of replica

merchandise from the 2010/2011 season…Chrissie Wellington has

signed a new contract with Brooks. The British triathlete, who has

trained and raced in Brooks running shoes for the past three years,

wore the brand’s T4, T5 and T6 shoes during her three Kona Ironman

Championship wins, while her 2009 win in Hawaii broke the long-

standing record held by Paula Newby-Frazer since 1992… Carlsberg is

to launch a £30m World Cup-themed marketing campaign that will

be the brand’s biggest single marketing investment of the year. It’s

also set to launch television adverts in the build-up to the World

Cup…Carling has signed a deal to become the official beer of the

Scottish Rugby Union…

Sponsorship

News

RETAIL CRIME RISE
The number of thefts from shops rose by a third in a single year,
with an incident occurring nearly every minute, 24 hours a day,
according to the British Retail Consortium's Retail Crime Survey 2009.

For the first time the BRC survey has assessed the proportion of
retail crimes that are not reported to the police. Data from retailers
indicates two thirds of customer thefts are not reported - suggesting
the actual number of shoplifting incidents was over one million.

The survey also shows retail crime of all types cost UK shops
£1.1billion in 2008/09 - a 10 per cent increase on the previous year
and equivalent to 72,000 retail jobs. Stealing by customers accounts
for the biggest share of all retail crime, both by the number of
incidents (94 per cent) and by monetary value (42 per cent). 

The BRC crime survey showed incidents of violence and
abuse against shop staff doubled, compared with the previous
year. Physical violence rose 58 per cent, verbal abuse by 37 per
cent and at least 22,000 retail employees suffered threats, or
physical or verbal attacks. 

Stephen Robertson, British Retail Consortium director
general, says: “The increase in retail crime during the recession
can’t be justified as a move from ‘greed’ to ‘need’. Whatever the
motivation, shoplifting is never victimless or acceptable. The cash
costs are met by honest customers who end up paying more,
and the human costs by shop staff who intervene. 

“It’s shocking that a shop theft happens almost every minute,
24 hours a day. We need tougher sentencing to deter thieves and
more consistent use of fixed penalty notices between police forces.
Too many fines for shoplifting remain unpaid. We need more
effective enforcement so they aren’t devalued as a deterrent.” 

The police and criminal justice system must take retail theft
more seriously, says Robertson: “There’s been some progress but,
with a fifth of retailers saying they don’t report crime because
they have no confidence in the police and two thirds of shop
thefts going unreported, not enough.

“The doubling in violence and abuse against retail staff is the
biggest concern of all. It should never be regarded as ‘part of the
job’. Punishments must be strong enough to deter and the police
should measure workplace violence when they assess business
crime in the community and determine local policing priorities.”
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“If we’re going to get biblical, then maybe it should be
Moses, because we led Burnley from the wilderness.”

Bolton boss Owen Coyle responds to chants 
of ‘Judas’ from his former club’s fans

…Sir David Jones has stepped down as
chairman of JJB Sports because of poor health.
He will remain on the board as a non-executive
director. Jones, who became executive

chairman of JJB in January 2009, was diagnosed with Parkinson’s disease in
1982. John Clare, the company’s senior independent director, has agreed
to become acting chairman until a permanent appointment is made. JJB
has also appointed David Adams and Sir Matthew Pinsent as non-
executive directors. Adams is currently executive chairman of The Jessop
Group and chairman of Moss Bros, as well as being a non-executive
director of British Retail Consortium (Trading). Pinsent is a four-time Olympic
gold medal winner and currently works as a journalist for the Times
newspaper and as a sports broadcaster for the BBC…

Transfer 
MarketUK GEAR TARGETS

OVERSEAS GROWTH
AFTER CASH INJECTION
UK Gear, the company that supplies performance running shoes to
the British army, is preparing for expansion in the US following a
£1.125million cash injection from venture capital firm, Catapult.

The funding will be used to increase the number of sales staff,
both in the UK and US, to speed expansion into overseas military
markets, as well as specialist retail channels.

As part of the deal Mike Tomkins, non-executive chairman of
online sportswear retailer M and M Direct, is to become chairman
of UK Gear. 

“We will certainly use the investment in UK Gear to explore
new markets.” says Tomkins. “We are now in a stronger position
to extend the brand’s reach worldwide.”

UK Gear was founded in 1993 by entrepreneur David Hinde,
who began his work with the British army in 2001. The company’s
shoes are the first commercial product to earn the right to bear
the British army’s famous crossed swords insignia.

“I firmly believe we have the full potential to become a major
force in providing performance athletic footwear to military forces
across the world,” says Hinde. “I see this new funding as
underpinning our strategy and allowing UK Gear to take a giant
step towards that ambition.”

Zoggs has recorded a 14 per cent growth in year-on-year UK sales in 2009,

with significant growth being achieved in both the leisure and retail sectors.
Zoggs’ general manager, Peter Doyle, says: “It’s important for us to

remember where we started out from and to continue to do those same
things, but even better.

"From the word go, Zoggs has worked equally well for both adults and

children. Combine that with the nation’s increase in health awareness and the

fact that swimming is a low-cost form of exercise and the results speak for

themselves - showing increased sales across the entire Zoggs range of

goggles, swimwear and water confidence products.”

In 2010 Zoggs plans further growth and has just launched its ‘Swim with

your eyes open’ campaign, which will be promoted via national cinema, print

and online advertising, and at retail, trade and consumer events.

Zoggs’ UK marketing manager, David Annand, says: “We believe that

swimming should be fun and that is reflected in our product, packaging and

marketing. When you combine that with quality product and service, we are

looking forward to an exciting, healthy and rewarding 2010.” 

SALES UP AT ZOGGS UK

UK Gear was founded in 1993 by
entrepreneur David Hinde (seated right)
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GOLF NEEDS TIGER
The head of Forgan of St Andrews, the world’s oldest golf club manufacturer, has urged Tiger
Woods to make a quick return to the game amid fears that his absence could cost the sport up
to £200million this year. 

Simon Millington, Forgan CEO and owner of Sports PLC, a UK sports and leisure e-tailer,
says the longer Woods takes from the game the greater chance that golf will lose revenues to
other sports. 

Says Millington: “Everyone in golf has been staggered by the Tiger Woods scandal, but it’s
time to move our focus away from what he’s done and look at the bigger picture. 

“Golf is a poorer sport and a poorer spectacle without Woods. He is pure box office and we
saw TV audiences decline by 50 per cent when he took eight months out with his knee injury.

“Fewer people watching the game can easily translate to fewer people playing - and that
spells disaster for the golf industry. We need him back quickly and the sooner we can shift
attention away from his private life and back to his incredible ability on the course, then the
better that will be.”

Experts are predicting that a Woods-free season could cost the golf industry £200million,
while recent research showed that $12billion was wiped off the shareholder value of nine of
Woods’ sponsors during 13 days of city trading after the scandal broke.

Several high-profile sponsors have dropped the star and are looking at alternative
sponsorship opportunities - possibly outside of golf.

Adds Millington: “Commercially, people are talking about Tiger as damaged goods, but his
return to the sport will be a media frenzy - and I believe that continues to make him a very
bankable commodity.

“If he maintains his talent, then he will almost certainly break Jack Nicklaus’ record of 18
majors, and again this would be a huge sporting story.

“As a golf equipment manufacturer, we’d love the opportunity to sponsor Tiger Woods.
He’s the biggest sports star on the planet, even if his halo has slipped a bit.”

Despite taking
place during some
of the worst
weather
conditions for 30
years, snow
blizzards,
widespread ice
and sub-zero
temperatures
couldn’t freeze
the atmosphere of
energy and
enthusiasm that
prevailed during
Intersport’s Q3
2010 show on
January 6-7. 

Undaunted, 46
of Intersport's 66
members, as well
as suppliers,
showed great
enterprise as they
made their way
across a frozen
Britain to attend
the event. 

And after the show, congratulations from members and
suppliers were quick to arrive. 

Lester Giles of Giles Sports, Toys and Cycles praised “…a great

show and superb quiz night”, Simon Hussey of Clubsport applauded
a “fantastic show…professionally run from start to finish”, while
plaudits came from Adrian Giblett of Tony Pryce Sports, who sent
congratulations to the Intersport team for “…an excellent Q3
show…everything ran smoothly and all the staff were so helpful.
The hotel and social night were excellent.” 

Debra Beckwith of Rohnisch offered her thanks for a “great
show”, adding: “The Question of Sport was excellent and well
received by all who attended.” Mike Boyes of Nike said: “…we had
a great show…a great reflection on you and your team’s efforts.” 

Darren Bird of Reydon Sports said: “The mood of the members
and the orders placed were very positive…thanks for an enjoyable
social evening during the show.”

“The event is increasingly becoming a major showpiece for the
industry, as well as a great social occasion,” says Barry Mellis,
Intersport’s general manager. “I was particularly impressed with the
positive mood and a general feeling of renewed optimism that was
present at the show. I was also delighted to welcome more new
members to the Intersport banner.

“Our retailing community and extended family of brands form
part of the backbone of the British economy, and when we as an
industry flourish the country prospers too. I was heartened by the
sense of confidence that has returned to the market and buoyed by
the get-up-and-go feeling that was evident all around the show.

“I must also say what a testament to true grit it was when so
many braved the elements to be with us, and I know that they were
not disappointed.

“I believe, as an industry, we are slowly making our way from
the confines of an economic ice box and although the upturn may
initially be gradual, in some sectors slightly fragile, I do feel that we
can all start to look forward to better times ahead.”

INTERSPORT SHOW BEATS BIG FREEZE

Barry Mellis:
“The event is

increasingly
becoming a

major showpiece
for the industry”

Dates
ISPO CHINA WINTER  
MARCH 4-6
China International Exhibition 
Centre, Beijing 

SMEX  
MARCH 8
Wembley Stadium  

OTS 
SEPTEMBER 27-29 
Stoneleigh Park, Warwickshire

THE STAG 
ALL IRELAND
BUYING SHOW 
OCTOBER 31-NOVEMBER 1 
Tullamore Court Hotel, 
Tullamore, Co Offaly

THE STAG BUYING
SHOW
NOVEMBER 21-22
Four Pillars Hotel, 
Cotswold Water Park
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...Sports communications agency Macesport has

been appointed to handle public relations for the

new multi-million pound National Football
Centre. The Nottingham company has been

retained by The Football Association to handle all regional media relations

activity connected with the proposed St George’s Centre in Burton…JJB
Sports has reported a 28 per cent fall in like-for-like revenue for the year

ending January 24, 2010. Total group revenue for the period plummeted

51 per cent. The retailer blamed the figures on a lack of new stock, which

significantly damaged sales…JJB said its stock position is “steadily

improving” and would be receiving its new spring ranges in the next few

weeks. The company said it is on target to be fully stocked by April…the

Super Bowl has been overtaken by the UEFA Champions League Final
as the world’s most watched sporting event of 2009… Latest figures from

accountancy firm Deloitte indicate that the recession may have finally

caught up with European football. Premier League clubs’ spending in the

January transfer window dropped to a seven-year low of £30m, according

to Deloitte, well below the £170m spent by English clubs a year ago. Club

spending across the continent failed to top £30m, with only Serie A

matching the amount English clubs spent. The Spanish, German and

French leagues all spent considerably less, while 70 per cent of transfer

deals were loan arrangements…Giorgio Armani and Reebok have

announced a deal to create a special collection of sportswear to be sold in

Emporio Armani boutiques, select Reebok concept stores and ‘preferred’

retailers worldwide from July 2010… On the back of solid sales growth,

Hi-Tec has reported that earnings more than doubled in 2009. Sales in

local currencies increased over 10 per cent, resulting in a value of $250m

at wholesale. The sales growth came predominantly from its outdoor

category, which continues to enjoy year-on-year growth.  “We forecast a

further nine per cent growth in revenues and 35 per cent growth in

earnings in 2010. Continued investment in product collections, new

technologies, marketing and sourcing will help to achieve these figures,”

says Hi-Tec chairman Frank van Wezel…

Sports 
Shorts

‘He’s Not The Messiah. He’s A Very Naughty Boy’
Burnley fan’s banner describing former boss 

Coyle, during the Bolton vs Burnley game

BECKHAM BEST,

WOODS WORST,
SAYS SPORTS POLL
David Beckham has been named the best sporting role model of
2009 in a survey by SkillsActive, the Sector Skills Council for Active
Leisure and Learning. 

Beckham also came seventh in the vote for worst sporting role
model of last year, which was topped, unsurprisingly, by
beleaguered golf star Tiger Woods.

As well as creating league tables for the sporting celebrities we
most and least should look up to, the SkillsActive research examined
the public’s views on how we want our sports heroes and heroines
to behave.  

Fair play was considered the most important factor by 58 per
cent of all respondents. In second place came winning (19.2 per
cent), while charitable work was third.

And despite Woods’ recent indiscretions placing him firmly at
the top of the ‘worst’ list, only two per cent of those questioned
stated that being involved in a ‘kiss-and-tell story’ made a sports
personality a bad role model.

2009’s best sporting role models:
1. David Beckham. 6. Ellen MacArthur.
2. Chris Hoy. 7. Paula Radcliffe.
3. Lewis Hamilton. 8. Usain Bolt.
4. Roger Federer. 9. Lance Armstrong.
5. Jenson Button. 10. Tim Henman.

2009’s worst sporting role models:
1. Tiger Woods. 6. Marlon King.
2. Ashley Cole. 7. David Beckham. 
3. Cristiano Ronaldo. 8. Ronnie O’Sullivan.
4. Joey Barton. 9. Freddie Flintoff.
5. Dwain Chambers. 10. Serena Williams.
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Shock Doctor Gel Max mouthguard
The four new colours for the market-leading Shock Doctor Gel Max mouthguard
were the stars of 2009. Make sure you stock the full range in 2010.

PRODUCT ROUND-UP
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adidas table tennis range
For the first time in its history, adidas will launch a complete table 
tennis product range for private and professional use in March 2010. 

The range includes seven tables, four types of bat, two different
balls and a number of bags, including a backpack for younger players. 

Tables comprise three outdoor and three indoor models, plus the PRO
800 competition table, while three of the four bats offer ITTF-approved
surfaces and are thus approved for use in club or official tournaments. 

KIT stop
Essential stock for your shop
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PRODUCT ROUND-UP

Custom made for the retail trade
It’s tough managing your optimum stock levels. But by

ordering all your customers’ exact sportswear

requirements direct from Team Colours, you can offer:

� On-field kit for football, rugby, hockey, netball

and all team sports.

� Off-field teamwear and tracksuits for the

sidelines and training.

� Leisurewear - ideal for team tours,

tournaments and other special events.

� In-house, full-colour print and embroidery

facility for badges, names and logos.

All tailor-made for you to pass onto local 

clubs, schools, colleges and other institutions -

creating more business and reducing the need 

for extra stock.

To enquire about trade prices call 
01920 871 453 or 01920 877 270, 
email si@team-colours.co.uk or 
visit www.team-colours.co.uk/trade.
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Speedo performance swimwear
Speedo has launched its new generation of performance swimwear inspired by the

record-breaking Speedo LZR Racer suit. The new range caters for grass roots to elite

athlete level and is fully compliant with FINA 2010 regulations.

Launched in December 2009, the Speedo LZR Racer Elite suit forms part of the

new range that includes the Speedo LZR Racer Pro suit (launched January 2010)

and Speedo LZR Racer Comp suit (launching mid-2010), which will enable all

swimmers to achieve high levels of performance.

The range was developed in the Speedo Aqualab and embraces many of the

ground-breaking technical features of the legendary Speedo LZR Racer suit that was

created through consultation with more than 400 elite athletes. The new

generation of advanced textile swimsuits offer a combination of high power fabrics,

design and construction for a smoother shape, reduced drag and greater flexibility.

15www.sports-insight.co.uk
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Richard Townsend, Arena sales
manager, talks us through the offering.

Can you give us some
background on the brand?
Arena was born in 1973 from the vision of
Horst Dassler, son of Adi Dassler, founder
of adidas. He had a vision to create a
swimwear brand that would deliver
leading technological products for athletes
at top-level swimming competitions.  

Mark Spitz gave Arena the
opportunity to turn a dream into reality.
In 1973 Arena launched its first
competitive line in Skinfit. In 1974 Arena
signed a contract with Share Gould, who
gave her name to Arena’s first range for
women. The Montreal Olympics in 1976
further established Arena as a leading
manufacturer, and from this Arena
founded its Elite Team.   

At the 1980 Moscow Olympics
Arena reached another milestone when it
launched the Fly Back - the first
women’s suit designed to optimise the
flow of water over the woman’s body,
thanks to the opening of the shoulders. At
the 1988 Olympics Arena reached its
greatest success with Matt Biondi
achieving seven medals, five of which
were gold.  

At the beginning of the 1990s Arena
launched its Aqua Racer. 1997, and Arena
again are in the spotlight with the launch
of X Flat, which is sleeker and 20 per
cent lighter than the next-best race suit. 

In 2000 Arena launched Powerskin,
the flagship of full-body swimsuits. Water
absorption and drag were reduced to
almost zero. 30 per cent lighter and with

Arena swimsuit range

Focus ON...

X Flat is our introduction-level
competitive suit. It is made from a knitted
fabric of 142g per sqm and is specially
treated to obtain an extra smooth outer
surface. Thanks to the thinness and comfort,
X Flat can be used as a training suit as well
as a competitor’s suit. 

How is it marketed?
Arena is distributed throughout the UK by
Solo Sports, which has a fine reputation
within the trade for service and supply. With
Arena’s target area being top competitions,
swimming specialist retailers and clubs have
been a priority, but with the reputation Arena
has worldwide word soon gets around when a
product performs as well as ours. To reinforce
Arena’s position in the UK, recent
sponsorship contracts have been signed such
as the Arena National League, which raised
the brand profile to new levels.

What is the most effective way a
retailer can market the range?
Knowledge of the three ranges and the
differences between them, where they fit into
the market and why they are targeted at
different groups is important. The staff at
Solo Sports have ongoing retail training
available to help with this as it is key to end-
user satisfaction.  

Many factors make a sale and all have to be
considered, from ability and technical make-up
to fit and the all-important cost. Staff from the
retail outlet must be confident in passing on the
technical information, as customer satisfaction
is paramount. Having a good size range
available is also key, as customers seldom want
to wait for an item - most purchases are done on
the day the buyer wants to buy. si

15 per cent less water absorption than any
other conventional top competitive
swimsuit, Powerskin still to this day stands
on the podium at many international events.
2004 saw the launch of Powerskin Extreme,
taking textiles to a new level, while 2008
saw a further breakthrough with Powerskin
Revolution, which is now accepted as the
finest suit available for top athletes.

Key features and benefits
There is one main ask for a top
competitive swimsuit, and that is speed.
Due to new regulations, costumes are now
heavily controlled, but technology still has
a huge part to play.   The lighter and more
streamlined the suit, the faster the times
achieved, and with the Area R-Evolution
there is no better suit to make this possible.
The exclusive Hydro Stealth Fabric,
weighing only 99g per sqm, delivers
stronger muscle compression and better
body balancing and stability during
swimming actions.

Why has it sold so well?
Arena is renowned throughout top-level
swimming for being at the forefront of
technological advances. Through all the
major international swimming events, such
as world and Olympic championships,
Arena is always high in the medal count,
and the suits are proven to help reduce
swimmers’ times. As time is everything to
swimmers, the reputation of Arena for
quality and technology make the brand top
of the list of requirements for any
swimmer with ambitions.

Who is it aimed at?
Arena has three distinct ranges of top
competition suits to fulfil any swimmer’s
requirement. At the elite level you have R-
Evolution, which is the first and only
racing suit based on a revolutionary
construction. It’s made from one single
piece of fabric to minimise seams and,
therefore, drag. Also, the seam is bonded,
not stitched, and thanks to its incredible
light base fabric at 99g per sqm, R-
Evolution is the state-of-the-art suit for
top-level swimmers. 

Powerskin is Arena’s suit that hits the
medium price points. It was the first racing
suit ever designed in a woven, highly
compressing and ultra-light fabric. With
stitched seams and a weight of 125g per
sqm, it is still a very good competitor suit. 

PRODUCT PROFILEPRODUCT FOCUS
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Zoggs ‘Swim With 
Your Eyes Open’
Following the announcement that Zoggs
recorded significant sales growth in
2009, Sports Insight spoke to Zoggs UK
marketing manager, David Annand, who
explained the concept and planned
execution of the company’s marketing
campaign for 2010.

“Zoggs is unique in the retail swim
market because we truly cater for
swimmers of all ages and ability, making
us the family’s favourite ‘one-stop swim
shop’; and where retail space is at a
premium, we are fast becoming the most
logical choice,” says Annand.

When he first joined Zoggs, Annand
says he was amazed at the number of
people who said they knew the Zoggs
brand and used the product through being
introduced to it by their children. 

What brands are doing to promote their products

MARKETING

Campaign
imagery that is
uniquely Zoggs. As
with the launch of
any new Zoggs
product, the displays
underwent an
extensive trial
period, with those
trial accounts
recording on
average a 27 per
cent increase in
sales.”

Events
Zoggs’ ‘attract and
engage’ philosophy
is continued at trade
and consumer
events. When
recently announcing
Zoggs as a member
of the Intersport
group, Barry Mellis,
Intersport’s general
manager, said: “We are
particularly pleased and very proud to have
Zoggs join the Intersport family of brands.
They are an outstandingly popular and
distinguished brand and they stand as a
distinctive leader in the market. Our retail
members will be very responsive to the
commercial opportunities thrown open to them
in a key industry sector with Zoggs as their
new brand partner.”

On the consumer front, and to promote its
top-end performance products for triathletes,
Zoggs was at the TCR show as sponsor of the
SwimZone and endless pool. Karen Pickering,
MBE and world champion swimmer, was also
on hand to promote Zoggs and its
Swim4Fitness and Triathlon programmes.

Further product endorsement in the
triathlon market includes Zoggs’ sponsorship
of the Thames Turbo Elite Triathlon Team,
the elite arm of one of the oldest and largest
triathlon clubs in the UK. 

Says Annand: “Furthermore, publications
such as Sports Insight are key vehicles for us
to raise brand awareness and to attract and
engage with new customers.

“At the end of the day, how and wherever
you swim, Zoggs believe that it should be fun
- and that is reflected in our products,
packaging and marketing. When you combine
that with quality product and service we,
along with our customers, are looking forward
to an exciting, healthy and rewarding 2010.” si

“It’s true, we have an extensive ‘learn to
swim/water confidence’ range of products
like no other,” says Annand. “What is
equally true is that we have top-of-the-range
performance products that are used by world
champion and Olympic champion triathletes
such as Daniel Unger and Jan Frodeno. If
you then add to that celebrity swimmer
Robson Green, who wore our products on
his Wild Swimming Adventure recently
screened on ITV, you’ll begin to see what I
mean when I say that Zoggs is the swim
brand that represents and supports all
swimmers when and wherever they swim.”

Swim With Your Eyes Open is designed
to encourage swimmers to get in the water
and enhance their fun and experience by
wearing and using Zoggs products. It’s an
integrated marketing campaign that will be
promoted via national cinema, print, online,
in-store and at trade and consumer events.
Every aspect is driven towards attracting
and engaging consumers. 

Cinema
The campaign effectively began in December
2009 with the Swim With Your Eyes Open
commercial being shown at Guildford Odeon
- Zoggs’ first venture into cinema advertising. 

Says Annand: “The advert focuses on
reminding adult swimmers of their inner
child, and how much fun can be had while
swimming underwater wearing goggles. It
also highlights the importance of goggles as
an essential piece of swimming kit to enable
children to see more clearly under water,
gain water confidence and have more fun.”

Retail
To support the cinema launch, Zoggs’
events team was on hand to engage with
consumers, giving them the chance to try
on the goggles and experience the feel, fit
and comfort for themselves. This activity
was also linked to Howzat Sports, a
locally-based retailer in Guildford that,
says Annand, has seen an uplift in the sale
of Zoggs’ goggles as a result.

“In-store, at the point of purchase, we
have a planned roll-out programme for a new
range of product displays, as used in Howzat,
which have been designed to attract and
engage consumers and allow them to actually
touch and trial the goggles,” says Annand. 

“They have been designed to suit all
retail outlets, no matter what the size. The
displays are colourful, just like our product
packaging, and display the type of lifestyle
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WHATEVER THE WEATHER

With all evidence of
the big freeze now well
thawed and dramatic
news headlines
claiming that January
13 cost the UK
economy an estimated
£600million now a
distant memory, the
FSPA reports on how
the extreme winter
weather conditions
affected business for
members across all
associations.  

Russell Leisure, a
manufacturer of outdoor
play equipment and one
of the FSPA’s
Association of Play
Industries (API)
members, was affected

by the sheer volume of snow, ice and sub-
zero conditions at its head offices in
Midlothian, Scotland. The first two weeks
of January saw problems accessing sites
and freezing conditions hamper Russell
Leisure’s installation programme.
However, as the thaw set in towards the
back-end of January the work schedule
was soon back on track and the company
began looking ahead to a prosperous 2010.

Drop in business
Members of the FSPA’s Play Providers
Association (PPA), whose indoor play
centres usually thrive during the bad
British weather, instead reported
anything between a 10-60 per cent drop
in business in January, especially those
located in South Wales - one of the
worst hit areas in the country. 

On the FSPA’s angling front,
manufacturer members of the Angling
Trades Association (ATA) reported a
drastic drop in sales from early
December as freezing weather conditions
proved too much for usually keen anglers
unable to fish in frozen lakes. This had a
detrimental affect on local angling
retailers, whose usual loyal customers
were no longer out on the banks. 

It’s not all doom and gloom,
however. Rob Judge, another of the
FSPA’s Association of Professional Sales
Agents - Sports and Leisure (APSA)
members, revelled in the icy conditions.
Judge’s products include a range of

snow and ski brands (including Uvex
goggles, boot warmers and alpine
gloves, among others) and, due to the
heavy bouts of snow, his sales soared,
with one product in particular selling
1,200 units in the first two weeks of
January, compared to just 500
throughout 2009. Unfortunately though,
he’s had to contend with a problem at
the opposite end of the scale - not having
enough product available to fulfil the
extra demand from his retailers.

Despite being located in Aberdeen,
Alpha Leisure, one of the FSPA’s
Sports And Fitness Equipment
Association suppliers, has managed to
cope by adopting a ‘can-do’ approach
during the difficult weather conditions.
This, coupled with sympathetic clients
and a committed workforce, has
resulted in the Scottish company, which
supplies, installs and maintains sports
and play equipment, making the best
out of the situation. 

George Keith, Alpha Leisure’s
managing director, says: “In general
terms, we were able to operate a fairly
normal service. Obviously there have
been some issues with deliveries being
held up during the worst of the weather,
and travel to more remote sites has been
somewhat hampered, but we have been
able to rearrange most of these visits and
replace them with jobs in more accessible
areas. Our clients are obviously aware of
the conditions in their areas and have
been understanding in most cases.”

New Balance
One member that, over the past few
months, has had to contend with the
UK’s extreme weather conditions is
New Balance UK, a member of the
FSPA’s Sporting Goods Industry
Association (SGIA).  

New Balance still makes shoes in
the UK and has a factory and 200
associates in West Cumbria, an area that
was hit by floods last November, which
damaged bridges and roads in the area,
as well as flooding hundreds of homes
and businesses. This obviously had a
major impact on roads, which affected
NB employees’ journeys to work,
making previously short commutes a
major commute each day.

Despite the challenges and
disruption, New Balance reported 100

per cent attendance the week after the
floods, with no employee late or absent.
The company has provided coach
transport for employees since the floods
because of road disruption and
problems accessing its factory, and has
even paid for train fares, encouraging
employees to use public transport and
car sharing wherever possible.

The attitude and dedication of its
workforce has been a refreshing and
positive news story for New Balance, 
and was highlighted at the recent Cumbria
Sports Awards and in local media.

Liam Burns, NB’s European
business development manager, says:
“Although I’m not surprised by the
commitment of our Flimby associates,
having 100 per cent of our people in
and working at 7am on the Monday
after the floods - many having major
journeys to get there - was a real lift
amongst the tragedy of the weekend
before when West Cumbria was
devastated by the flooding.”

A team of New Balance associates
will be raising money for the Cumbria
Flood Appeal by walking from its
European headquarters in Warrington to
Flimby, West Cumbria, during the week
commencing February 22 - a journey of
138 miles. If you wish to make a
donation email Liam Burns at
liam.burns@newbalance.co.uk.

In light of the exceptional ways
FSPA member workforces have coped
with the challenges of extreme weather
in the UK, the FSPA is pleased to report
its Warwickshire-based offices remained
open throughout January as staff braved
conditions on the M1, M6, M40 and
M42, travelling in from as far as
Birmingham and Bedfordshire to make
it into Federation House. 

Here’s to a milder, more profitable
spring.

www.sportsandplay.com.

FSPA members battle winter snow and floods

si
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BELOW: ISRA Retailer of 
the Year 2009: My Sport of
Enniscorthy, Wexford.
Pictured (left to right): Theo
Lacey, John O’Leary (owner)
and Tom Foley, ISRA

Bringing the sports retail industry
together for dynamic enterprise is
something that ISRA has been
excelling at for some time - combining
a first-hand knowledge of brand
objectives with a unique insight into
the nuances and character of the
domestic market. So twice a year
ISRA unites its membership for one-
to-one time with some of the key
players in the consumer eye.  

The group has the strength to
attract the likes of global names such
as Under Armour, Umbro and Asics,
alongside more traditional Gaelic
headliners. A discerning focus on what
its retailers need to develop their
business potential with such brands
adds to the attraction for members.
ISRA also appoints key brand and
category coordinators from its
membership, involving them and
using their expertise to the benefit of
the entire group, who also enjoy
participation in a dynamic online
community through the ISRA website.

Partnership
In the last year alone ISRA has also
been an instrumental part of the
European retail scene, taking advantage
of a partnership with global trade show
ispo to network with fellow Euro users.
Members have been given access to the
ispo Key Account programme, assisting
them in visiting the show to gain
inspiration from an exchange of retail
ideas and information.  

Additionally, the group has
combined its national trade show with
access to everything from etailing to
visual merchandising and recent
exclusive Q3 shows with Adidas in
Dublin and Nike in London. The London
show continued its success - Nike’s
multisport specialist approach with the
ISRA group proved highly effective and

demonstrated that such partnerships yield
positive gains for all involved.

The January 10 ISRA show took
place once more at the superb Heritage
golf and spa resort, where the purpose
built exhibition centre showcased
product against a well-lit and thoroughly
professional backdrop. Providing the
chance for leading brands and retailers
alike to do excellent business in one
great location is part of the attraction, the
opportunity to combine that with a
thoroughly relaxed few days of typically
Irish networking is another. The buzz
continued throughout the day into the
small hours of increasingly lyrical
discussion. But that’s the point - it’s the
way that Ireland likes to add character to
its commercial decisions. 

Make no mistake, this is a powerful
show - a fact recognised by members
and suppliers alike, with 95 per cent of
ISRA members in attendance and some
suppliers reporting significant growth. 

“We were very impressed with the
professionalism of the ISRA show and
the organisation behind it,” says Peter
Conneely, regional sales manager at
Under Armour Ireland. “In 2009 we
experienced double digit growth from the
members of the group we partner with,
and we are confident that the growth in
2010 will surpass that judging by the
extremely positive feedback on our
AW10 range from our ISRA partners.” 

The brand has put a lot of effort
into training, as well as providing
exceptional in-store POS to members.
Umbro too has invested in a great
package for ISRA members and the
fresh, very different range was received
well. Converse maintained its ‘must
have’ footwear reputation, with ISRA
newcomer DC spotting the show’s
potential and bringing this world
famous skate shoe name into the frame.

Running continues to be a very

strong category amongst the group and
Asics, Mizuno and Ronhill reported solid
business, with ISRA gaining retail
membership in this specialist market too. Q3
bags and GAA licensed ranges made an
impact alongside SMU product, offering
group members exclusive selections with
enhanced margin. ISRA’s own ‘CORE’
range, which has gained momentum since its
2009 launch, added to the product portfolio.

Positive
“This show was very positive on a number
of levels,” Tom Foley of ISRA commented
to Sports Insight. “Suppliers and retailers
were well aware of the current trading
climate and, despite this, order writing
exceeded expectation. 

“The exceptional venue undoubtedly
enhances this great business platform and
everyone is thoroughly motivated by the
opportunity. It has become far more than a
show, rather an event at the heart of the
Irish sports trade that has a prime place on
the business calendar.” 

There is no doubt that the additional
initiatives that ISRA provides for members
have been having an impact on the market;
improved merchandising and staff training
from brands such as Under Armour have
enhanced many retail profiles.  

“We continue to impress on suppliers the
need for good in-store POS and
merchandising advice, and we are increasingly
working together on ideas to maximise retail
opportunity in this way,” says Foley.  

“Our mid-term meeting in April will set
up small focus groups within the overall
ISRA network to discuss in greater depth
current issues affecting retailers. Networking
and gaining best practice knowledge from
each other is recognised by members as one
of the key benefits of the group, and ISRA
members are becoming renowned for
upholding the maxim that buying well is
more important than buying cheap.”

ISRA’s buying power and
expertise means that the group
also used the show to introduce
new merchant services rates,
regarded as the best in the trade.
Suppliers also took time to
acknowledge members by
selecting the ISRA Retailer of
the Year - My Sport of
Enniscorthy, Wexford taking 
the title for 2009. 

Small wonder that Ireland’s
sports suppliers and retailers have
already been busy answering the
call to exhibit at the ISRA
Summer Show, which takes place
at the Heritage on July 12-13 and
is virtually fully booked. si

ISRA’s January show confirms once more why Ireland’s buying
group answers the trade’s call for united retail strength

ISRA means business
www.theheritage.com: unique five-
star golf and spa resort in Killenard,
home to the ISRA trade show
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 gforcesportswear.co.uk

 01507 523243
 gforce@gymphlex.co.uk

GFORCE Performance Apparel by Gymphlex is 

an innovative new approach to high performance 

sportswear. GFORCE develops, designs and 

creates bespoke garments for Schools, Colleges, 

Universities and Clubs that require sportswear 

that truly delivers. 

With a passion for sport, GFORCE prides itself in 

knowing how important it is to deliver high quality, 

affordable, multi-sport apparel with low order 

quantities and quick turn around times.

CREATE A WINNING TEAM 
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BUYER
What was your first job in retail?
I worked in Monsoon in Glasgow
while studying fashion with business
at Glasgow Caledonian University.
This helped give me a good insight
into many different retail roles during
my studies, and it was there I decided
that my career lay in buying. After
graduating, I was appointed by
Internacionale, working in Glasgow
and London, before joining Greaves
in January this year. 

How long have you been a buyer?
Four and a half years.

Describe the shop you work for
Greaves Sports is a fifth generation
family-owned and run business,
which is well known in Scotland as
the country’s leading independent
sports retailer. Greaves is a bit of a
Glasgow institution because of its rich
history, having operated in the city
since 1967. It’s a multi-specialist
sports retailer, which always has and
always will be focused on giving best
possible customer service. 

Although more known as being a
bricks-and-mortar traditional retailer,
the business has invested significantly
in greavessports.com and is rapidly
developing its online offering. Despite
being known for its traditional values,
Greaves is very plugged into the
modern marketing mix and enjoys a
very high profile in Scotland.

What’s your role in the business?
I am part of the buying team here and
liaise with suppliers throughout the
UK. This involves keeping a finger on
the pulse of the latest trends in
sportswear, as well as the
technological advancements in sports
science and equipment, which makes
for a fast-moving environment.  

The role is deeper than simply
picking and buying stock, though. To
be a buyer at Greaves it’s imperative
to know the customer, the staff and

the products - and understand them
all. So spending time on the shop
floor is a must, and to that end we
regularly support the shop floor staff.
I’m also partly responsible for the
presentation of the shops. 

What criteria do you use when
making buying decisions?
The customer is the key when making
decisions, as ultimately you are buying
to suit their tastes and needs, so you
have to make sure you are offering
them what they want. At Greaves we
specialise in sport, and the products
we buy usually reflect the people we
cater for - people who are serious
about sport, want to win and want the
tools that help them do it. So
technology and sports science plays a
big part in many of our decisions. 

We are diversifying into fashion and
lifestyle products and have enjoyed great
success with brands like UGG, Dubarry
of Ireland, Prada, Hunter, Ralph Lauren,
Hugo Boss and J Lindeberg, so we’re
keen to develop our offering in this area.   

How do you find out 
about new products?
We are in constant communication
with the brands we stock and even
those we don’t, keeping up to date with
their latest products and developments.
This is where relationships are key.  

Trade shows and magazines are
also important in finding new brands
and products, but we are also helped
greatly by our wider staff. The majority
of our sales guys are real sports people
and experts in their respective fields, so
they know the brands inside out and
understand the need of the athlete. 

What’s been your best buy?
I’m really excited about the range we
are currently buying for autumn 2010.
This is my first buy for Greaves and
we have some great product coming
through. I’m hoping all of autumn will
be my best buy, with more to follow.

And your worst?
In my previous job - thankfully - I had
to take on a less than attractive gold-
coloured mini skirt and matching crop
top as part of a package I was
purchasing for a new clearance store.
It did take quite a while to shift, but it
did shift - around Halloween time
funnily enough. 

Best piece of buying 
advice received?
My previous buying controller always
said know your customer inside out
and always keep their image in the
back of your head when making
buying decisions. I always try to think
about my customer using or wearing a
product when I’m buying it. 

What’s the secret of 
a successful buyer?
Relationships. Making sure you have
a good rapport with everyone, from
your suppliers to your Saturday sales
staff, is crucial.

Obviously it’s important to know
who your customer is, but equally
important to know why they are buying
a product and understand the end use.
It’s not much of a secret that it’s vital to
keep up-to-date with the latest trends,
developments and fabric technologies,
particularly in the sports arena. 

Take a few calculated risks and
never make the same mistake twice.
Needless to say, I won’t be buying 
in any gold skirt and crop top
combos at Greaves! si

LEFT: Karen Mullan: “I
always try to think about my
customer using or wearing a
product when I’m buying it”

Meet the
PEOPLE
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Karen Mullan, assistant
buyer at Greaves Sports
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Martin Exley, sales manager, Brooks Sports

PEOPLE
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When did you
get into the
sports trade
and why? 
I started work in
Mike Farnworth
Sports in
Plymouth in 1982

selling running shoes, football boots
and general sports equipment. But
really I was focused on the footwear
side, especially running, since that was
my chosen sport. Even back then in
the 1980s, Brooks, with the legendary
Chariot, was a favourite of mine. 

Having been to Plymouth to
study business studies, I really
wanted to get into the sports trade, so
like many I started working in a
sports store as an entry into the
industry. It’s a great grounding.

Who has been the biggest
influence on your career? 
That’s a tough one. One of my
former international sales managers,
Dave Chandler from Tare7 in
Denver, was particularly good.

What other brands do 
you admire and why?
I don’t really look at
other brands in

the sports industry as far as
marketing and sales go - I only really
admire them for technical innovation. 

Brooks are great innovators.
We’ve got a new cushioning system
out and a new shoe called Green
Silence, which has a fantastic
sustainability story - with many
components made from recycling.
I’m interested in a broad range of
companies outside the sports
industry who demonstrate some
interesting sales and marketing ideas
- these could be from retail chains
through to industrial companies and
car companies.  

Can you tell us about the new
Brooks DNA cushioning system? 
The new Brooks DNA cushioning
system incorporates a new adaptable
cushioning material developed on a
non-Newtonian fluid principle.

Basically, a non-Newtonian fluid
reacts against increasing force that is
put into the liquid. Therefore, we can
use this principle to make a
cushioning material that will suit the
individual and react to the amount of
force the wearer puts into the shoe.
We’ve used the name
Brooks DNA
because every

individual is different and our
Glycerin 8 shoes react to the
person’s individuality - they really
are shoes for you.

What are the benefits 
of this new system?
The DNA material will offer
cushioning that is suitable for
someone who is 16 stone equally as
well as someone who is nine stone.
Both wearers might need the same
amount of support built into the shoe
for stability if they have similar
gaits, but they need different
amounts of cushioning. The DNA
reacts to the force the wearer puts
into it and hence gives a perfect ride
for every stride. 

When will product 
featuring Brooks DNA be
available in the UK?
It’s just landed.

What do the prospects for the
sports trade look like in 2010? 
I’m more in the running trade, which
is looking healthy. Specialist
knowledge and service have provided

the running retailer with growth last
year, and 2010 seems set to

continue that trend. si

Movers & Shakers
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RETAIL INTERVIEW

How and why did you decide
to get into sports retailing?
I have worked all my life in retail, in such
places as House of Fraser, Austin Reid, St
Hugh Fraser and an independent, which
traded under the logo ‘Sir’ shops, all in a
managerial capacity.

Can you tell us a bit about
the store?
It was originally the uniform and sports
shop for Brighton College, which
accommodated the needs of its 1,700
pupils. Following expansion within the
college, we have now relocated to the
main thoroughfare in nearby Kemp Town
Village, where not only do we cater to the
pupils, but also to the public, mainly with
specialist sports equipment and clothing. 

We operate on two floors, with the
ground floor open to the public and
students for sports kit and equipment.
The basement is used solely for uniforms
for both Brighton College Senior and
Prep school, as well as for our sister
school, St Christopher’s in Hove. We
currently employ two staff and four
students during our busy summer period.

What is the strongest 
sector of the market for 
you at the moment and 
over the past year? 
The biggest success of the new venture so
far are the stocking of three big brands -
Skins, Under Armour and Canterbury -
which are not widely available in Sussex,
but have proved very popular with students
and locals, and with customers in the wider
surrounding area. Given the lack of

specialist sports outlets in Brighton, people
have to travel as far as Lewes, Chichester
or even London. We are filling this gap
and already medical students from the
Royal Sussex County Hospital in Brighton
are among our best customers for Skins.

How has trade been in 
the past 12 months? 
We have only been trading in our current
location for six months, and although the
locals are supportive of us I think we
need to continue with our advertising and
promotions strategy to continue growth.

How do you think
independents could improve? 
By stocking product lines that are not
readily available from larger retailers, and
dealing with suppliers who do not want
to flood the market. Product knowledge
and customer service on a one-to-one
basis is invaluable. I think good manners
and a smile go a long way.

Are there any current or
future marketing strategies
you can talk about? 
We have many things planned for the
future. For example, we have a new line
of scuba diving products - mainly Cressi
and Beaver - that we have brought in.
We are linked to a local scuba diving
club, which runs from Brighton College,
and can offer lessons and try dives.

How do you find out about
new products? Are you a
member of any buying groups? 
Sports Insight is invaluable for new

Brian Murphie runs The College Tailor for Brighton
College.The shop is based in Kemp Town Village, Brighton

product ideas. We are also fortunate to
have professional sports coaches and
students, many of whom have
represented England in hockey and
rugby, and they regularly tell us about
products they have seen or heard of
which we do our best to get in. We
also have excellent relationships with
our suppliers, who keep us updated.

How do you keep 
customers coming back? 
The number one priority is service. As a
small independent shop, we have a good
relationship with our customers and
know many of them by name. We will
order in items they ask for and let them
know when we have items that may be
of interest to them.  Often our customers
will just drop in for a chat and a gossip. 

What do you believe 
is the biggest barrier 
to doing business?
As we have to be near the college, we
are not in the main Brighton shopping
district and parking here is very
limited. Fortunately we have an
excellent relationship with other local
traders and we work together to
encourage customers to our area.

Do you have plans 
for an internet arm?
This is the way for the future and our
IT department is working on this as
we speak.

What have been your biggest
challenges in sports retail? 
Moving from the college into the
local retail environment has been a
challenge, albeit an enjoyable one.
Also, introducing new product lines
and understanding the needs of the
general public, as well as what is
required by the pupils. 

What do you like most and
least about the business?
The thing I like the most is the people
- both the customers and staff. There
are no two customers alike in our
shop and we have customers from all
over the world. Ensuring we fulfil all
their requirements and seeing them
leave happy is a great feeling. The
staff are also a joy to work with and
our rapport is one of the things that
bring people back. 

The thing I like the least is the
fact we have limited space and large
amounts of stock - stock control can
be a headache.

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

si
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HANDLING COMPLAINTS

It has been famously said that we
developed language because of our
deep need to complain. And you
have to agree, it does seem that
way. The tendency to focus on the
negative is something that the
British in particular have long been
accused of, but there is a big
difference between considering your
glass half empty and finding that it
has a crack in it  - and you’ve only
just bought it.

Customers have an absolute right
to a certain standard, whether that be
in the products they purchase or the
way they are served. What can be

forgotten,
and

the most important thing to consider
when dealing with complaints, is that
we all are, at some time, a customer.
It’s easy to head for the back of the
store and suddenly be overcome with
a desire to colour code a range of
sports socks when you see your local
Victor Meldrew heading through the
door. But believe it or not, that
seemingly miserable customer is more
likely to praise you than complain. 

Happy customers
It may come as some surprise but,
according to the Institute of
Customer Service (UKCSI), the
independent professional body
responsible for driving ultimate
world-class service experience, the
UK beats international competition

hands down when it comes to
keeping customers happy

(and therefore complaints
to a minimum). Forty-six

per cent of people in a
July 2009 internet
survey of 25,000
adults put the UK as
number one when it
came to ensuring
that consumers had a
very nice day indeed
- destroying the urban

myth that the USA is
the customer service

champion (26 per cent).
The survey forms part of

the UK Customer
Satisfaction Index, which
is carried out twice a year
as a national measure

of satisfaction.

Complaint handling is an integral
part of the UKCSI (www.ukcsi.com),
which produces the UK Complaints
Index. Two factors determined how
well organisations avoided customer
dissatisfaction resulting from
problems and complaints - how well
they avoided giving customers a
problem in the first place and how
well they handled the complaints
they received. In terms of handling
complaints, customers were asked to
identify how happy they were with
the way this was done and how
happy they were with the outcome.

Overall, customers felt there had
been a significant improvement in
complaint handling across all sectors,
with retail (non-food) scoring highly.
Interestingly, in terms of overall
handling and outcome, whilst non-food
retail had positive feedback there is a
disparity across all sectors between
satisfaction over the outcome people
eventually achieved and the way in
which they managed to achieve it.

That is the crux of the
complaining matter. If we simply
regard dissatisfaction as a way of
receiving valuable feedback, the whole
situation takes on a new perspective.
It’s considered that around 45 per cent
of customers who feel let down or
annoyed by a business go elsewhere
and, what’s more, they tell eight or
nine people about their bad shopping
experience; so you can see why

complaints need to be
handled correctly if

you are to avoid a
damaged

reputation.
About 75 per
cent of
customers

will remain
loyal if they

feel they are
dealt with

correctly, and even
more if you resolve
things swiftly; on top
of which they will tell
an average of five
people that they were

well looked after.
Complaints on the

whole can be divided into
two categories - justified, or

There are many ways of expressing dissatisfaction,
as Lauren Fox discovers, but dealing with
complaints doesn’t have to be complicated 

Complain or 
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not. And it is too easy to prejudge or
react expecting the worst.
Unfortunately an unhappy customer
will often work themselves into a
frenzy before they have even got
through the door, anticipating the
worst. Staff need to be taught this (at
all levels). We have all been there -
appealing to a member of staff who
is looking into space or simply
denying responsibility and sending
you off to find someone who “might
be able to help”. Whatever the issue,
smile, listen and don’t interrupt - if
you think it is a company error,
apologise and don’t make excuses. 

Don’t automatically accept
liability, but do avoid blaming the
customer. As readers of the Daily
Express were quick to report when
the quality of Ugg Boots came under
scrutiny in the newspaper’s Crusader
Column, having a distributor tell you
that you must have overly long
toenails, or misused the product, is a
sure-fire way to gain attention and
get those online forums blazing.  

Internet power
The power of internet commentary,
whether or not the customer is right,
is having someone who will listen
intently and sympathise at the click
of a mouse. With online forums
aplenty, name-and-shame websites
such as www.clik2complaints.com
and www.complaintexpert.co.uk and
programmes such as Watchdog
offering consumers the chance to
vent openly, any complaint could end
up a headline act these days.

The internet has given complaints
a new ferocity, with customers finding
email an ideal way to hide behind a
more strident alter ego. Clive Riddle
of Sandown Active Sports has a
superb website to support his store,
but has noticed an increase in using
emails to voice dissatisfaction. And,
of course, it’s ideal for those who may
be ‘trying it on’.   

Riddle says: “The main thing is
not to fire off a reply in a similar style.
You must give them a pleasant reply
and reassure them the matter is being
dealt with. Ultimately they may need
to come and face you in-store anyway,
so whatever the situation, you have to
show understanding. After all, you
want to keep selling to them.” 

Riddle confirms that arguing
does not serve a purpose, especially
as: “Everyone these days can
suddenly become a lawyer when
they want.” For the independent

retailer, having a strong relationship
with suppliers is vital in order to
ensure that your customers are well
served if there are product problems.
While the law on returns and refunds
can be quoted, ultimately it’s still
about keeping customers happy.

One sports retailer that has this
philosophy at its heart is Sweaty
Betty. A quick look at the company’s
website confirms that everything
about this supreme women’s sports
chain breathes authenticity, as well as
a warm and inviting approach. Tamara
Hill-Knowlton has inspired an ethos
in her business and staff that will
accept nothing less than the customer
is king. “We are happy to keep them
happy,” says Hill-Knowlton, an
attitude that has won Sweaty Betty
business awards and a very loyal and
growing customer base.  

Expertise
Rebekah Webster is responsible for
keeping Sweaty Betty’s direct web
clickers happy. As customer service
and fulfillment manager, she deals
first-hand with online complainers
and gave Sports Insight the benefit of
her expertise: “Most complaints are
directly related to an online
experience, but we receive emails
regarding negative retail experiences
also. It is only natural that people
would prefer to complain through
email when given the chance to
avoid direct confrontation. 

“We have given our direct
customers scope to review our service
and products online at
www.feefo.com. They receive an
email with questions directly related
to their purchase and the service they

received, and they can reply via email
or post their review. This definitely
has led to an increase in customer
feedback, both negative and positive.

“We always make sure that we
listen and are attentive, as the main
objective for the customer is to be
heard. We try and turn the negative
into a positive any way we can,
whether that be refunding postage,
finding suitable alternatives to a
product they are not happy with or
offering a gift voucher for their next
purchase. In some instances, if it has
been a bad retail experience we
speak to the manager or regional
manager to resolve it and invite them
back into store if necessary.”

Retailer, supplier, consumer - we
are all human and we all complain.
How we deal with it and turn our
whines (no matter how justified) into
wins is a matter of remembering that.
The things that trigger a reaction
apply to all of us - no one likes to be
fobbed off or ignored, greeted with a
bad attitude or faced with someone
who won’t look for a mutual solution.
The customer, we have been brought
up to believe, is ‘always right’ and
that is how they - and we - want to be
treated when a problem arises.   

With confirmation that
complaints have been on the
decrease and the way they’re dealt
with improving, it’s good news for
everyone in terms of achieving better
business - after all, it can cost almost
five times as much to gain a new
customer than keep an existing one.  

But, remember, as Benny Hill
once cautioned: “Just because
nobody complains doesn’t mean all
parachutes are perfect.”
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given complaints a new
ferocity, with customers
finding email an ideal
way to hide behind a
more strident alter ego
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MARKETING

As the UK struggles to throw off a
recession that has bitten harder in
the high street than in many other
European economies, business
owners can now assess the impact
the recession has had on their
enterprises. They can also look
towards the future, perhaps
appreciating that their stores must
change to protect revenue streams
in the coming years. 

Hindsight is a useful tool, but the
question still remains whether the
high street could have planned more
diligently for the economic
downturn, and also what practical
steps can be taken to reduce the
impact of future recessions. 

Careful
“We need to be careful before
getting too excited by official figures
on coming out of recession,” says
Matthew Cushen, a senior manager
with retail consultancy Kurt Salmon
Associates. “Rather than macro
consumption figures, we should look
more closely at consumer behaviour
and how consumers are feeling
about spending. 

“It is excellent news that
unemployment has not risen as fast
as expected, and many consumers
have been benefiting from lower

mortgage rates. However, the
recovery of the housing market,
which has a surprisingly heavy
impact on how wealthy consumers
feel, is very shaky. Savings rates are
up and the increase in VAT, even
though most retailers will protect
consumers from the price increase,
will have an adverse impact on
sentiment and buying behaviour.”

What is clear is that high street
stores must evolve if they’re to
combat the increasing move to online
and mobile purchasing. Consumers
are radically altering how they find,
choose and buy from retailers in the
sports sector. The high street remains
a key marketing channel, but
storeowners must embrace the new
commercial channels that will and
must form part of their marketing
activities post-recession.

“Take a lesson from the 
grocery and fashion retailers,”
advises Jane Asscher, chairman 
and managing partner of brand
communications agency, 23red.
“Offer consumers real value - quality
at an affordable price. Drive greater
efficiencies by improving your 
online offer, which lags behind that
of the fashion retailers, building
loyalty and exploiting local
community engagement.”

Consumers’ buying habits have
changed as a consequence of living
through the recession. Many retail
giants, particularly in the food sector,
are predicting an end to the era of
conspicuous consumption. As
consumers look increasingly to
maximise their spending power,
retailers, particularly in the high
street, will have to offer cost effective
and attractive merchandise at the right
price. As a result, your marketing
activity must change to reflect the
consumer’s current focus on value.

Ecommerce
The rise of ecommerce has had a
profound impact on the sportswear
market, with many commentators
saying all retailers must have a
presence on the web. “Ecommerce is
well suited to weather the storm for a
number of reasons,” says Nick
Towers, director of digital at
marketing agency Sagittarius
Marketing. “The web has always
been one of the best places to find a
good deal - it’s one of the main
reasons people buy online - but
during a recession everyone’s looking
to make their budgets work harder. 

“Saving money is more
important now than it was, say, 18
months ago. Shopping online has

With buying habits changing, how should storeowners
react to an economic upturn? Dave Howell investigates

ABOVE: Consumers’
buying habits have
changed as a
consequence of living
through the recession

Recession  5/2/10  3:06 pm  Page 1



never been easier. It saves time,
allows customers to do proper
research and price comparisons, and
can be done day or night.”

Tim Gibbon, director at
communications company Elemental,
says: “The future of high street sports
stores could be bleak if they are not
able to entice consumers in through the
door and compete online against digital
stores that may have buying power.  

“We are seeing entrants by other
brands and stores on the high street,
even those, which do not have a sports
focus, but offer ranges that challenge
pure-play brands. If stores offline and
digital stores are not unified online,
then the challenge of competing with
digital-only stores could be
increasingly difficult as the
competition between them intensifies.
The web and other related
technologies makes home or at-work
purchases more convenient and easier
to manage. However, deliveries can be
an issue, so from this perspective the
online shops are at a disadvantage.”

The recession has shown all
business owner/managers that the
internet is important, and a more
integrated approach is now needed.
This is simply because customers are
now multi-channel consumers. With
more mobile commerce just around
the corner, your business must
embrace this multi-channel approach
to merchandising to ensure your
relationship with your customers is
maintained over the long term.

Marketing your way out of
recession and into a more sustainable
and stable income requires your
business to look closely at how it is
promoting its activities online and off.
Chris Barling, CEO of ecommerce
specialist Actinic, warns: “Be careful
and continue to conserve cash. It’s
not at all clear that we are out of the
woods, and with government debt
replacing private borrowings the
scene is set for a potential sterling
crisis. This could lead to the infamous
double dip recession, so at this stage
it pays to keep some spare
ammunition around.”

Overconfidence
“There has been overconfidence
across all industries and the sports
retail sector has not been any
different,” says Tim Gibbon. “The
recession has rightly forced retailers to
review their businesses and the
relationships they have with the
customers. More than anything,
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slope of rising marketing costs and
reduced margins - profitability must be
maintained. Keeping a tight grip on
costs and other outgoings remains
important for all business owners,
perhaps even more so for sports
retailers that have to manage trends in
their marketplace and the ebb and flow
of customer interest. 

The use of social networks can
provide an insight into the profile of
sportswear buyers and what trends will
develop in the future. Google Trends
(http://trends.google.com), Twitter
Search (http://search.twitter.com) and a
number of other microblogging
resources and social networks available
via Google’s new dedicated real-time
search (see http://sn.im/google-future-
news) are all now available as
marketing tools that your business can
utilise to bolster its relationship with
existing customers and attract new
consumers that are using these digital
channels for the first time. 

Your future marketing strategies
require an understanding of how your
customers have changed as a
consequence of their experiences
during the recession. Their attitude to
high-ticket items, their desire to shop
with businesses that have
transparency between their online and
offline businesses and the importance
of value for money all need to be
taken into consideration. The sports
trade has changed post-recession.
Your business must embrace the new
markets and consumer relationships
for a bright and profitable future.

storeowners must now appreciate that
without care and attention any
business can be a threat, and with the
fierce competition from the internet
and more savvy competitors they need
to be better prepared than ever before.

“If storeowners are looking deep
into their business, they are either
going to identify that they need to
create a digital presence or increase
its effectiveness as the race to
conquer social spaces and the tools to
make them successful environments
intensifies.  However, it will be the
storeowners that connect the
strengths of their physical stores and
what they create in digitally or
socially-charged environments.”

The future for all retail channels
will mean that marketing and
logistical support will also change.
“Post-recession, multi-channel will
become much more important,” says
Chris Barling. “Consumers will
expect to research, get specifications,
purchase, deliver and return products
through any mix of channels.”

Matthew Cushen says: “Sports
products are exciting and generate
passion amongst consumers. An
inspiring store environment and
knowledgeable service is always going
to attract consumers and encourage a
higher basket value. Investment in
good store design, visual
merchandising and staff training
should deliver a healthy return.”

Be careful when marketing your
way out of a recession as it’s very easy
to find your business on the slippery si
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EXIT STRATEGY

Next, make the company as
attractive as possible. Sort out your
accounts and deal with any liabilities,
legal claims or difficult leases. And
make sure business and personal
assets are not locked together. 

The books should be in order -
and extravagances like a Porsche or
yacht are likely to worry prospective
purchasers. So get them out of the
way before you go on the market.

“Your accounting must be
immaculate,” says Rob Donaldson,
head of acquisitions at corporate
financial adviser Baker Tilly. “You
need to be able to demonstrate
exactly where the profits of the
business are coming from. Having
quality financial information is vital
if you want to sell well.”

Profile
Pundits say it’s also important to
raise the profile of the business in the
run-up to a sale. This can be done by
promotions and press releases.
Appearance is vital, too. Premises in
need of painting or shabby furniture
will give the impression you are
selling because times are hard.  

Create your own exit review.
Reassess what the business actually
does and plan what changes may be
necessary to make sure you get the
best possible price. Think about what

What’s one of the first things
anyone planning a retail business
should do? Answer: think about the
day you’re going to sell it. 

It might sound odd to plan an
exit strategy before a business is even
up and running, but it makes good
financial sense, according to
Dragons’ Den multi-millionaire
Duncan Bannatyne, who has said:
“All my businesses are always for
sale for the right price. I am always
ready to sell and seize any
opportunity that comes along.”

Experts say it’s never too soon to
plan a graceful exit. And the more
carefully you plan your departure
from your business the more
effective - and profitable - it usually
is. In fact, preparing for resale from
the very beginning can add up to 50
per cent to the ultimate price of a
small business, says Keith Hunt,
managing partner of business
consultant Results International.

Don’t wait
“You really have to think of these
things in the very early stages and not
wait,” he says “It is essential to build
up a second tier of management,
which will run the business when you
have gone. Without this in place, you
may find that the only way you can
sell your business is to agree to stay

on for a few years - something you
will probably not want to do.”

Mike Halls, of specialist adviser
Beer Mergers, stresses: “It is
essential to be able to demonstrate
that the value of the business is not
dependent on the person who started
it and runs it. To avoid this situation,
it’s never too early to start thinking
of doing yourself out of a job by
organising a solid management team,
which can seamlessly take over the
day-to-day business.”

This was something Michael
Bownes had very much in mind
when he sold his 10-shop West
Country furniture business. “I had
been planning to sell for three years,”
he says. “One of the key strengths of
the whole enterprise was that we had
a good management team, so the
business did not just rely on me.”

Bownes now runs an organic
beef farm and spends his spare time
fishing. “I feel very sad for people
who have hung on too long and have
to sell up in a hurry because they
need the money,” he says. 

Consultants advise you to update
your exit strategy every one or two
years. This will give you the chance
to optimise your tax planning - if
you get this right you can reduce
your tax liability on the sale to as
little as 10 per cent.
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The more carefully you plan the departure from your business, the 
more effective and profitable it usually is, says Tony James

Getting out
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“Ensure they have the funds, ask
yourself if the deal would make
strategic sense for them and get
them to sign a non-disclosure
agreement,” she advises.

Haigh says that selling a business
is no job for amateurs: “Look for
first-class negotiators with a track
record in similar-sized transactions.
Make sure you like them personally
because you’re going to have a very
close relationship with them in the
coming months.” 

Trauma
Selling a business can bring other
problems, too. Caroline Hemmings,
who sold a promotional pottery
company with a turnover of
£2million pounds a year, said no one
had prepared her for the emotional
trauma of losing something that had
been her life for 18 years.     

“My advisers on the sale were
very supportive, but if I were doing it
again I would have a business coach to
help me through the whole process and
a life coach to help me work out what I
wanted from life afterwards,” she says.

And don’t forget that employees
also have a keen interest in a
business’ future and should be kept
informed of exit strategies. So must
customers and suppliers when it
looks as though you are finally
calling it a day. Experts have found
that taking customers into your
confidence can have important
benefits, whether you’re closing the
doors for good or handing the
business over to someone else.

Sometimes such frankness can
have surprising results. For instance,
when Joy and Dick McKendrick
decided to close their sports and
leisure business near Edinburgh, they
admitted that competition from nearby
branches of national retail chains had
badly reduced their turnover. 

“We didn’t feel we could just shut
up shop and let it go at that, so we
took a newspaper advert explaining
the reasoning behind the decision,”
says Joy. What happened next took
everyone by surprise - trade increased
dramatically, with an influx of new
customers intent on supporting a local
business. By the time the scheduled
closing date was reached, turnover
had increased by 25 per cent.

“We decided to carry on as usual,”
says Dick. “Since then, business has
been much better. In my wildest
dreams I didn’t expect our exit strategy
to have such an unexpected ending.”

BELOW: Having
quality financial
information is vital if
you want to sell well

sort of buyer is likely to be interested
and, therefore, what they are likely to
want to see. Then highlight those
aspects of your business. 

It’s never too early, it seems, to
think about getting out. When Pamela
Richards started a London-based
company selling personal security
products in l994, she was well aware
of the odds facing a new business.
That’s why she developed two exit
plans - one in case the venture failed
and one in case it was so successful
she was faced with a possible buy-out.

“You can’t spot the right times to
sell or fold a business if you don’t
have these situations defined in some
sort of plan,” she says.

Fortunately when opportunity
knocked it was in the form of a
company wanting a licence to market
a parent pager, one of her major
products. By relinquishing the rights
in exchange for a royalty, Richards
boosted sales and increased the
return on her investment.

“As we had considered this
eventuality early on, we were able to
fit it into our exit plan,” she says.
“But there was no need to close the
rest of the company down. In fact,
today it’s doing better than ever.”

When a business has more than
one owner - whether they are partners
or family members - it’s important to
settle in advance what will happen
when the business is sold.
Consultants say that partnerships can
particularly cause problems and need
to have the expectations of the
partners spelled out in the event of a
dissolution of the partnership.

Sometimes it’s difficult to give
up an ailing business you have spent
time and money on, which is why
management consultants recommend
that before starting a business you
should establish firm limits on how
far into the red you’re prepared to go
before cutting your losses. Making
these basic decisions beforehand is
easier than having to decide what to
do in the midst of a crisis. That’s
what exit strategy is all about. 

But experts also warn that you
should pick your buyers with care.
Are they genuine or have they been
sent by competitors fishing for
confidential information about your
business? Vetting potential buyers
before they have had the chance to see
any of your financial details is a good
way to weed out snoopers, says Jo
Haigh, corporate finance director at
consultants Goodband, Viner, Taylor.

si

Seven ways to exit gracefully
Use these pointers to plan your exit strategy:

� Plan for the end at the start.
� Write an action plan and choose experienced

advisers.
� Draw up a list of possible buyers - and check them

out carefully.
� Clean up your accounts and deal with any black

holes.
� Plan for tax liabilities.
� Keep employees, customers and suppliers in the

picture.
� Decide if you want to be involved in the company

after you’ve sold it.
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IN SEASON HOCKEY

There have been ups and downs
since the Great Britain men’s hockey
team Olympic gold in 1988, but one
thing remains certain: hockey’s
reputation as one of the truly great
team sports is convincing. 

Recently the England team has
gone from fifth place at the 2006
World Cup and fifth for Great Britain
at the 2008 Olympics, to having a far
higher profile as a team to beat.

High hopes 
The England men and women
hockey team’s performances at the
EuroHockey Nations tournament in
Holland last August inspired some
sports commentators to predict a
‘golden age’ of British hockey in the
build-up to the 2012 Olympics.

Funding for the game is looking
strong again in the build-up to 2012.
In fact, hockey has enjoyed a 25 per
cent increase in central funding to
£14.13million over the four years
between Beijing and London. 

TK Hockey’s Colin Burnell says:
“Those involved with the team over
the last few years have been talking
of noticeable improvement, and

having attended the Euro nations
championship in the summer I can
honestly say that not only were
England worthy winners, but played
with more style and confidence than
they have shown for a long time.
Other home nations continue to
contribute positively and this
translates to competition for places in
the GB squad and, hopefully, a
strong showing at the Olympics.”

Simon Mason at Mercian backs
this up, adding: “The England teams
have been doing very well. England
men won the European Cup last
summer and then maintained their
position in the Champions Trophy;
the women won the bronze at the
European Cup and continue to
compete well at world level. I believe
that we have the strongest playing
group ever and we have a real chance
of success as we move forward.”

Neil Mallett at Grays says:
“Winning the men’s European 
Cup for the first time has definitely
led to greater exposure for the 
sport as a whole, and this will
continue to increase in the lead-up 
to the London Olympics.”

Certainly, the strength of the
hockey market is not something that
is unduly worrying the hockey
brands contacted by Sports Insight.

Cautious
Neil Mallett says: “Like all other
areas of the sports trade, hockey has
been affected by the general
economic situation, where retailers
and consumers have rightly been
more cautious. But Grays’ hockey
sales have stood up well in 2009 and
have experienced a slight increase, so
we are looking forward to more
growth in 2010.”

Simon Mason says Mercian has
enjoyed 50 per cent growth over the
past five years. “Whilst we will not see
that growth across the whole company
this year, we will see increases above
that level in some of our emerging
markets,” he says. “Our year runs until
May 31, so we still have some trading
to do, but at this point I would expect
to see an increase of between two-four
per cent for this business year.” 

Mason adds: “Purchase patterns
have changed over the past 12
months. Overall sales are not as

Hockey’s standing as one of the truly great
team sports remains as strong as ever in today’s
sporting environment, says Catherine EadeUp sticks
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buoyant as they have been in the past,
but in general business for us is still
healthy. Equipment items can have
their life extended with a bit of care
and maintenance, but they do wear
out and need replacing, so whilst
hockey is still being played we will
still see equipment being purchased.”

Colin Burnell is similarly bullish:
“TK is a leading brand and as such we
have thankfully maintained our
position in, and share of, the market.
In challenging times people tend to
look for assurance and our retail
stockists know that they can back TK
safe in the knowledge that they will see
a positive return on that investment.

“I guess the simple, if
unremarkable, answer to how strong
hockey is, is ‘as strong as any’ in the
current climate. Hockey players
generally come from a demographic
that will doubtless be affected by the
general economic situation, but only
as far as they may be forced to rein in
some of their excesses. They are now
buying what they need rather than
what they necessarily want, but the
good news is they are still buying.”

England Hockey’s new image
Media coverage is constantly stated
as a problem for hockey, as it is for
many other sports, but this is
something that the national governing
body for hockey is working on. 

England Hockey has set some
ambitious goals regarding the growth
of the sport, including attracting and
retaining more players, volunteers,
fans and officials. “We need to
rebuild our market profile, engage
and secure new and bigger sponsors
and reposition the sport to prospective
participants, fans, volunteers and the
media,” announces the governing
body’s mission statement. 

A brand new image and three
lions logo is in place that, England
Hockey says, was designed to make
the sport more appealing,
representing as it does England’s
sporting heritage and status.  

Says Burnell:  “The thing with the
UK is that, once the monster that is
football has been fed, there are so
many sports competing for what space
is left in the general sporting media.
Hockey has a wide appeal in that it is
played by men, women, boys and girls
of all ages. It is a true ‘family’ sport -
and it can still be strong without being
splashed all over the media.

“Hockey is becoming quite good
at serving itself with online TV
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believes the public’s perception of
hockey is changing. “For the profile
to be better the Premier League of
hockey needs to be improved, and
that is something that Mark
Armitage, commercial director at
England Hockey, and the Premier
League committee are working very
hard on,” he explains. 

“We have some fantastic clubs
and players and we just need to
expose the public to a more
‘basketball/ice hockey-style’
experience that showcases the sport. I
do think that the perception of
hockey has changed - we now have
male and female role models. 

“Mercian supports eight players
in the current international teams,
and the use of digital media has
exposed the public to them far more.
The game is fast, athletic and
exciting and the players are of the
same characteristics; they portray the
sport well and continue to do so.”

The three brands are all positive
about the new hockey stars emerging.
Mallett lists Matt Daly, Alastair
Brogdon, Crista Cullen, Helen
Richardson, Kerry Williams, Susie
Gilbert and other players from
around the world such as Grays’ stars
Santi Freixa, Natascha Keller, Mark
Knowles and Maartje Paumen.

Says Mason: “The single system
is generating great players all the way
from grass-roots up to performance
level. It will take a little while for
them to filter into the senior teams,
but from what I have seen we have
some great players coming through,
which bodes well for the future.”

Burnell adds: “There is an ongoing
and evolutionary process of talent
identification and development within
the sport, thanks in part to the funding
it receives, and the results of that are
beginning to be seen in some of the
players coming through, a good
number of whom at international level
are using TK. The future looks bright.”

channels, websites and chat forums,
and maybe in time that will translate
to more mainstream coverage, but it
is not the be all and end all.”

Burnell’s one regret is that the
profile of this fast and furious sport is
still slightly tainted by the
anachronistic perception of it: “Hockey
attracts players at a young age,
principally through school participation
leading to clubs, and continues to be
self maintaining in that respect. The
coverage of the Olympics in 2012 will
be wide and a strong showing by the
GB teams would bring the sport to the
wider public consciousness and they
will find a dynamic, exciting sport that
reaches a wide demographic.

“Hockey is an advertiser’s dream -
they just don’t realise it. Once they do,
the ridiculous, patronising and wholly
inappropriate phrase ‘jolly hockey
sticks’ will be dead and buried forever.”

Higher profile
Neil Mallett believes the profile of
hockey is on the up: “The increase in
activity by England Hockey hosting
international-level events can only
help put the England team on the
map at world level. As the leading
brand worldwide in hockey sticks,
this will give the opportunity for
hockey followers to see stars like
Ashley Jackson.

“Starting with the Women’s
Champions Trophy in Nottingham
from July 10-18, where there will also
be a four nations men’s tournament
running concurrently, I think over the
next two years there will be an
increase in opportunities for the sport
of hockey to raise its profile and
hockey fans to see the team in action
here in the UK - something that has
not been the case much over the last
decade. Grays intends to showcase its
new 2010 collection at this event.”

Mason agrees hockey’s profile
could be higher, but is positive about
the work being done in that area, and
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REPRESENTING THE UK’S SPORTING GOODS INDUSTRY

Contact the SGIA today to fi nd out how your company can benefi t from joining…

T: 02476 414 999 x207    |    E: info@sgiauk.com    |    W: www.sgiauk.com 

The Sporting Goods Industry Association (SGIA) is the national trade association for the sports 

industry, representing manufacturers, wholesalers and distributors of sporting goods in the UK.

Why Join? 
The SGIA: 

  Represents member companies as the unified voice of the sporting 
goods industry

  Provides links for member companies to work with Government 
Partners, National Associations and Governing Bodies (Sport 
England, CSPN, CCPR, YST, afPE) 

  Lobby’s UK and European Government on issues affecting member 
companies

  Assists with the development of industry specifications and creation 
of British & European Standards

  Works closely with UKTI to access funding for members companies 
for export opportunities

  Holds industry seminars, think tanks and member networking events

  Commissions detailed national and international research on the 
sporting goods market, provided to members at discounted rates

  Promotes the positive aspects of sport through combined marketing

  Supplies members with a comprehensive cost-saving membership 
benefits package

Partnership Not 
Sponsorship
CSPN and SGIA

The SGIA has in 2009, on behalf of member companies, developed an 
exciting new partnership with Sport England’s County Sports Partnership 
Network. CSP’s of which there are 49 nationwide are a vital county 
network of local authorities, PCT’s, schools and clubs.

This partnership will allow SGIA members to partner (not sponsor) CSP’s 
regionally or on a national basis to deliver sports participation initiatives 
and events. The SGIA will ensure only mutually beneficial ventures 
are explored, enabling member companies to gain brand awareness, 
publicity and product sales through various programmes. 

SGIA members will also benefit from opportunities from the FSPA being 
approached to partner with the County Sports Partnership Network, The 
Department of Health and Sport England on the first ever National CSP 
Convention.

The SGIA as a representing voice of the sports industry is now gaining 
full recognition from a number of key bodies in UK sport, and this 
progress can only provide more unique, exciting opportunities for 
member companies in 2010 and beyond.

SGIA MEMBERS 2010:
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New 2010 Mercian SKB 
Available in four colours, the new 2010 Mercian SKB features a completely redesigned removable rucksack.

Specially shaped shoulder straps combined with a padded back panel create a very comfortable
carrying solution for when the bag is heavily laden. The new pocket configuration creates a far larger
internal volume, so the SKB can carry everything that is needed for a match or training - although the MKB
is available for those players that need more than ‘everything’.
HO12 Mercian SKB: available in metallic red, metallic pink, ripstop black and purple. 
Contact the Mercian office for sales and more information. 
Tel: 01483 757677. Email: sales@mercianhockey.com.

Hockey 
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Nano

Jum
bow

For further information: visit our website at www.grays-int.com
or Tel: 01580 880357  |  Email: sales@grays-int.co.uk

D
ynabow

THE CARBON NANOTUBE (CNT)

NEW
AJ7 m

odel for 2010

Nano
GRAY’S "CARBON NANO" TECHNOLOGY

Gray’s inspiration for the Nano range has come
from our desire to:

Take the performance of composite sticks to a
new level by improving the stick’s consistency
and performance.
Improve the sticks reliabilty by increasing both
the flexural strength as well as giving greater
torsional stability.
Increase the sticks durability and wear
performance on synthetic pitches.

By introducing these new hi-tech carbon Nano
technologies, Grays are now able to introduce and
offer players the latest cutting edge technology.

Dynabow
GRAY’S "ANTI TORQUE" TECHNOLOGY

For 2010 Grays launch the new Dynabow range.
This new blade profile shape has a precise curve
positioned mid-blade to give players the
combination of both high level technical skills and
create excellent “drag flick” techniques. It has been
introduced at the request of our top international
players, who were looking for that little bit extra
control and stick handling. A more rounded lower
handle shape that helps players rotate the stick
more freely.

Jumbow
For 2010 the Jumbow range will feature the
popular matt spray paint finish.

The highly popular Jumbow models continue to
offer the curve lower down the blade. Jumbows
help generate exceptional drag flick momentum.
Designed at the special request of top players, 
the curve improves penalty corner flicking
capability without any loss of control when 
hitting, dribbling or stopping.

Grays have also been working with FIH Junior
Player of the Year Ashley Jackson to introduce 
an exclusive new AJ7 model that Ashley will be
launching at the Men’s World Cup in Delhi at the
end of February.

NEW for 2010
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...the internationals choice

GX Scoop
The Gray’s Scoop range is designed for players who want
extra control when dribbling as well as the ability to lift the
ball more easily when drag flicking. As the name suggests
the "scooped out" curve shaped across the head allows
players to feel extra ball control, particularly when moving
at full stretch. Players at all levels will find that the Scoop
"cradles" the ball
more easily when
dribbling, without
any loss of control
when hitting or
flicking.

GX Composite
For 2010 we continue to take this to new heights with our 
new GX range by introducing a range of hi-tech finishes.

Over the last decade Grays have led the way in the composite
stick technology revolution. In addition there is also available the
choice of our best selling gloss finish and classic looking matt
finish on our sticks to suit all tastes.
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SCOOP CONTOUR HEAD...

Improves ball control when
dribbling and cradles the ball.

‘IM
PROVEDFEELAREA’
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Take a shot. 

See what heights 

your business can reach. 

To book your table, log on 

to www.sportsindustry.biz
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the world’s original rugby brand

ARE
YOU

FOR
THEREADY

CHALLENGE?

To place your order for official Scotland 
replica product please contact Canterbury 
Customer Service:
TEL: 0161 947 9944 
EMAIL: sales@canterbury.com
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IN SEASON RUGBY

Skins goes thermal
High-tech Australian clothing company Skins has introduced its
first-ever thermal garment - a long-sleeve top that’s ideal for
those cold, dark days ahead.

The top, introduced in response to the brand’s growing
success and seasonal demands in Europe, uses a brand-new fabric
developed exclusively by Skins that makes it 200 per cent warmer
than the company’s existing ‘Sport’ range.

Crucially, it also retains all the proven benefits of Skins’

42 SPORTS INSIGHT

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

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

Rugby

gradient compression technology - with excellent muscle wrapping and now a
rubber gripper on the bottom of the garment to prevent ‘ride up’.

Additionally, the top is even more effective at wicking, as the fabric’s fibres
have twice as much surface area to transport moisture along.

The top comes in black and white, retailing at £65 for the adult version and
£45 for youths.
For more information visit www.skins.net or call 01543 420550. 
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Canterbury teamwear
Canterbury of New Zealand has launched its new teamwear range for the
2010/11 season. CCC has introduced stylish new designs featuring strong vibrant
colours, all achieved without detracting from the leading-edge technology for
which the brand is famous.

Whether you are looking for an ‘international’ style jersey made from the
revolutionary Everest Sublimate fabric (as featured), or require a ‘slim fit’ jersey
with a sports collar through to the more traditional poly-cotton standard fit,
complete with the equally traditional loop neck, CCC’s ‘Made to Order’ teamwear
ensures that all garments are produced to the highest quality and specification.

So let CCC design your new team kit and show what it can do in terms of
delivery and on-field performance.
Contact Canterbury’s teamwear department today. Tel: 0161 947 9944.
Email: teamwear@canterbury.com.
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As a successful swimwear and

accessory manufacturer for many years,

Fashy decided to design and market a

compact range dedicated to both

training and competitive swimming.

The experience and success of Nicole

Hetzer, an Olympic medallist, was

instrumental in achieving a successful

launch of the Aquafeel range in both

Germany and Austria in 2009.

All the swimwear has been

manufactured according to Oeko-Tex

Standard 100. The textiles used are

water repellent and chlorine resistant.

Various styles and designs have been

made  to suit every individuals needs.

The goggle range has been designed 

for both comfort and fit for sustained

training sessions and performance

during competition.

Swimming caps have satisfied the

criteria of both an Hydrodynamic design

to reduce drag and lining to prevent

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

have proved to be comfortable and

longlasting.

Pool side shoes were a must-have.

The Aquafeel sandals are anatomically

designed for comfort, have a 

slip-resistant sole ( certified by TUV) 

and are sanitised to protect from fungal

infections. Using an ultralight material

they will even float.

All other accessories have been selected

to be the best.

We are able to deliver small orders

direct from our warehouse in Germany.

Aquafeel
192 Alma Road,
Bournemouth
Dorset, BH9 1AJ

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

Last month it was announced that
the Great Channel Swim is to be
revived in August with the backing
of Nova International, the organiser
of the Bupa Great North Run - an
event that will substantially raise
the profile of open water swimming.

Today there are over 1,400
competitive open water swims
around the world, ranging from 200
metres to 88kilometres, many with
their own rules and traditions, while
most triathlons involve an open water
swim segment. It seems there are no
limits to who can swim and what can
be swum (and children seem to have
amazing endurance). A British
schoolgirl recently swam the English
Channel and back in 27 hours.

The use of wetsuits is on the rise,
although despite freezing
temperatures in the UK, some open
water swimmers believe that wearing
a wetsuit is contrary to the spirit of
the sport. In triathlon, by contrast,
participants are expected (though not
required) to wear one.

Rise of the suit
Sports Insight has chronicled the rise
of the wetsuit and its part in the 2008
Olympics where 108 world records
fell, most of them to swimmers
wearing Speedo’s LZR suit. The suit
accounted for more than 80 per cent
of all medals won at the Olympic

Games in Beijing, including the eight
won by Michael Phelps and the two
by Britain’s Rebecca Adlington.

The recent ruling by FINA to ban
such high-tech suits from future
swimming events has had an effect
on suit manufacturers, but wetsuit
technology shows no sign of slowing
down, and an increasing number of
swimmers are turning to a wetsuit
perfectly tailored for them.

Aqua Sphere has underpinned its
position in the triathlon market as a
leading manufacturer of triathlon
and open water-specific goggles with
the launch of Ironman Powered by
Aqua Sphere wetsuits, which have
been acclaimed by leading athletes
and the media. 

Says Aqua Sphere’s Martin
Newton: “We use the lightest and
most flexible materials and neoprenes
and have a keen understanding of how
to put different panel configurations
together to aid buoyancy, flexibility
and speed. We have also engineered a
range of Aqua Skins, which are
lightweight thermal suits for open
water swimmers that allow them to
brave the cold better than they would
in traditional swimwear. These
inexpensive suits, available as full
suits or as combinations of tops and
shorts, are proving popular and are
further evidence of technology
making a positive impact on a sport.”

Dean Jackson of Blueseventy
says: “The effects [of the ban] were
far reaching in this company, but are
not as bad in the case of open water
swimming. FINA has just passed a
ruling that, until June 1, technical
suits can be worn, and then after it is
fabric suits, but shoulder to ankle
coverage will be allowed. This is
thankfully true for the elite only, as
the only way the sport of open water
can grow is to present more and
more wetsuit swim events. 

“Look at the stunning work Colin
Hill and the Nova team are doing for
open water swimming in the UK
with the Great Swim Series. It is
amazing the numbers turning to the
sport, and I am sure it would not be
the case if people were having to
wear ‘budgie smugglers’.”

Chuck Cosman of Orca says: 
“For Orca the ruling hasn’t had a
major effect as we have limited focus
in competitive, pool-based swimming.
The major issues have revolved
around the use of polyurethane fabrics
in certain portions of swimsuits. 
The concern has been that these
fabrics trap air and therefore improve
buoyancy in the water. By using 
these advanced fabrics in the heavy
parts of the body you can improve the
natural swimming position of the body
and, therefore, reduce drag and
improve times.”

Since time began people have been grabbing
their chance to swim in oceans, bays, rivers and

lakes - and interest is rising, says Catherine Eade

Swim for your life
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All new swim-skins and swimsuits
need to be approved by FINA for
competition use under the new rulings.
Cosman adds: “The concept of
swimsuits in open water swimming has
always been a bit of a split discussion.
In the Olympic marathon and other
top-level open water swimming events,
participants are limited to a basic
swimsuit made of a breathable/non-
heat retaining fabric. However, in the
UK, due to water temperature and
various safety concerns around mass
participation events, wetsuits are
usually standard attire.” 

Open water appeal
Wetsuit brands report substantial
growth in sales over the past two
years, a finding echoed by Darren
Evans, owner of independent retail
outlet Triexercise. “The UK has
some great open water lakes and of
course is entirely surrounded by the
sea,” he points out. 

“The introduction of the British
Gas Great Swim series has given many
people the opportunity to participate in
swimming events and gives people
something to work towards. Triathlon
has helped in its growth too, as most
races are at open water locations, and
the inclusion of an open water swim in
the Beijing Olympics really raised the
profile of the sport.”

Martin Newton has been
watching the growth of this sector
with interest. “Ten years ago very
few open water swim events existed
and they were mostly supported by a
small but hardy following,” he says.
“With the recent addition of open
water swimming to the Olympics and
the success of British swimmers, the
profile of open water swimming has
been raised significantly.

“The rapid growth of events like
Swimathon and the Great Swims
have brought the challenge of open
water swimming to the masses. Great
Swim attracted over 12,000 people
last year and entries for 2011 are
already up on last year, so there is
definitely increasing interest, with
20,000 people expected to participate
in a Great Swim event this year.”

Zoggs has also reported
increased sales. “Sales of goggles
focused and promoted specifically
for triathlon and open water
swimming have increased over the
last three years, reflecting the
specific requirements that open water
swimmers require and the increasing
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country. At grass-roots level the
London Triathlon in particular has
become as high profile as the London
Marathon. There are more local
events now than ever and triathlon
clubs have been set up in nearly
every corner of the country.

“There has also become a clear
progression through the sport: from a
pool-based sprint event to a standard
[Olympic] distance, half Ironman and
all the way to full Ironman and
beyond. There is almost always some
new challenge out there.”

Evans’ predictions for the future
of open swimming and triathlon are
very positive: “The number of events
in the UK is growing year on year
and established events such as the
London Triathlon are growing to
accommodate more athletes. Event
organisation is becoming more
professional and the quality of events
is improving as a result.

“Now that the British Gas open
water series has been established,
open water swimming can only grow
with it. We expect to see both more
outdoor swimming and triathlon
events over the next five years.” 

It is a sentiment both Orca and
Blueseventy endorse, while Martin
Newton says: “Aqua Sphere predicts
steady growth as more people try a
Great Swim, swimathon, or mini tri.
The last Olympics raised the profile
of long distance swimming and
triathlon and this is bound to repeat
in 2012. The government is
improving swimming venues as we
head towards 2012 and this will
impact on indoor and outdoor
swimming. 

“Swimming is definitely one of
the nation’s favourite activities -
BBC statistics report that 12.6million
people regularly swim in the UK -
which is reflected in healthier sales
figures and a broadening product
range, eg thermal suits for the
outdoor swimmer. Retailers can get
involved with small amounts of
product and build their customer base
more easily than other sports, and the
technology in swimming is becoming
exceptionally good. It’s a very
positive outlook.”

Dean Jackson has the last word:
“Interestingly, the sports most
destined for glory in 2012 are
swimming, cycling and triathlon.
Let’s just hope when the swimmers
and cyclists have had enough they
take up triathlon for even more
success in future years.”

participation with open water and
triathlon events,” says the brand’s
category manager Craig Swyer.

Dean Jackson adds:  “Certainly,
the claims of open water swimming
being ‘the new marathon’ are not
without support, and with David
Davies, Cassie Patten and Keri-Anne
Payne picking up medals in Beijing,
you have to hope this is a catalyst to
even greater growth.

“The sport needs to embrace
triathlon and vice versa, and there is
no reason why southern hemisphere
mass participation swimming
festivals cannot be replicated in the
UK. The sport’s growth can also be
seen in new open water dedicated
sites being developed, including
www.thewaterisopen.com.

“In order for it to become more
of a spectator sport, open water
swimming needs to embrace
technology: satellite tracking, live
video and radio feeds from the
support boats, lead canoes with
cameras, maybe also more obvious
things like out-of-water turnaround
points and a finish line out the water. 

Chuck Cosman is also upbeat
about the growth of open water
swimming and triathlons: “The profile
of the sport is on a steady growth path
right now and is aided by massive
British success. British athletes won
three out of six medals in the Beijing
10K swimming marathon, while
triathletes Chrissie Wellington and
Alistair Brownlee are flying the flag
with their 2009 World Championship
titles in the Ironman and Olympic
distance events respectively. 

“To further raise the profile of
the sport we’ll need increased media
exposure and main story headlines in
the national press. With so many
different types and lengths of events
around the country, both open water
swimming and triathlon are finding
ways to cater to the mass public.”

Triathlon’s continued growth
Darren Evans believes triathlon is
now achieving the kind of profile
running events have.

“Since its first showing in an
Olympic Games in Sydney 2000,
triathlon has become the fastest
growing participation sport in the
UK,” he says. “At elite level, lottery
funding and the opening of high
performance centres such as
Loughborough have helped to
develop the talent we have in this si
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Waternity
By balancing the robust characteristics 
of polyester with the natural stretch 
qualities of PBT, Waternity provides 
maximum resistance against chlorine 
and sunlight degradation, yet still feels 
soft to the touch.

The durable traits of the polyester 
blend also contribute to Waternity’s 
ability to retain shape and colour after
continuous wear. And since Waternity 
dries faster than conventional materials,
you’ll feel comfortable both in and out 
of the water.

Maddix
One-piece costume with a drop back,
which offers greater freedom of 
movement. It’s a medium cut and is 
chlorine resistant.

Brizz
Jammer with a 45cm side seam. Has an
inside brief and is also chlorine resistant.
Solosports UK Ltd. Tel: 015396 22322. 
Fax: 015396 22329. 
Email: sales@solosport.co.uk.

Swimming

Jakabel - safety 
and fun in the sun  
Jakabel specialises in UV50+ wear, wetsuits, pool
toys and accessories.

New launches in 2010 include a range of
Jsport® UV50+ full cover swimwear, including
burkinis/shorty sunsuits and tunic burkinis in
women’s sizes 10-18, plus adult rash vests in two
colours with neoprene waistbands for better grip
that are suitable for all sporting activities.

Jakabel’s Surfit for kids® ranges are from 
0-3-month-old babies, two-five-year-old toddlers 
and kids up to 11 years and feature exciting and
colourful products all designed to give kids
maximum protection from the harmful rays of 
the sun.

Jakabel is the exclusive distributor of the
Swimsafe Floatsuit - the only one that doesn’t tip
over in the water and which provides UVP 50+
protection to keep kids safe in the sun.

With a huge range of Surfit-branded sun
protection wear and wetsuits in high quality fabrics
and exciting pool toys to sit on, throw or dive for,
Jakabel promises its usual uncompromisingly good
service and quick delivery, either from the UK or
direct from Asia.
For those interested in distributing or retailing
these brands, or having your own brands
made by Jakabel, contact Josu Shephard on +
44 208 715 2385 or  + 44 (0) 7957 541406, email
josu.shephard@jakabel.co.uk or visit
www.jakabel.com. Distributors/agents wanted.
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Fashy swimwear and accessories
The introduction of free swimming is encouraging all age groups to take
the plunge. Fashy supplies swimwear and accessories, in small quantities,
all year round. Products range from swim turbans and cup-size swimwear
for the more mature swimmer to swim nappies for the very young -
including UV protection suits.

The accessory range is the largest available. Swimming aids include
armbands for adults, while goggles include dioptre lenses. Shoes range
from flip-flops to swim shoes, to poolside protection and safety. There is
also a range of beach goods available.
Fashy UK Ltd: 01202 515251. Email: sales@fashy.co.uk. 
Web: www.fashy.com.

www.sports-insight.co.uk 49

www.sportindustry.biz

Swimming Profiles  5/2/10  3:22 pm  Page 4



Arena:Layout 1  5/2/10  09:14  Page 1



www.sports-insight.co.uk 51

www.sportindustry.biz

Stanno teamwear
2009 started pessimistically

for teamwear sales,
and many retailers were

unsure of what lay ahead.
As we now look back

over a year that has seen many
suppliers’ service levels falter,

Stanno’s business has gone
from strength to strength, and 
the reliability of its stock and

service levels has reassured
many existing and new

customers that the brand is
committed to support their

business and make life
that much easier.

In 2009 Stanno
introduced the TEAM

DRESSER - a fantastic tool to
help clubs and retailers decide
on their choice of coordinated

club uniform.
See www.stanno.com for

further information 
on all products and the 

STANNO TEAM DRESSER.

Puma v1.10
Puma’s v1.10 boot colourway, an evolution of its predecessor the
v1.08, features the second generation of Puma’s shoemaking
technology built to enhance performance and speed.

The boot (RRP £120) has a one-piece outsole, providing
stability and support, while the lace cover not only adds to the
look, but creates a smooth kicking surface.

The lightweight v1.10 features an advancement of Puma’s
revolutionary UNI technology, in which the upper is stitched - not
glued or lasted - to the sole, and the boot’s construction provides a
glove-like fit that allows the upper to mould to the player’s foot.

The v1.10 will be worn by Puma players including Peter Crouch,
Emmanuel Eboue, Samuel Eto’o, Aruna Dindane and John Mensah..

Football
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ADVERTORIAL FEATURE
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With the start of a new decade - the
ultimate in fresh beginnings - and
the launch of the new athletic MBT
models there’s never been a better
reason to get in shape!

Hot for SS10 are the new MBT
athletic styles, which boast 20%
lighter, breathable materials in the
upper and a new heel shape, ensuring
a perfect fit. Whilst these new models
offer a fresh and sporty look, the real
innovation still lies in the sole.
Wearers can enjoy all the classic
MBT benefits whilst wearing new
lighter shoes – perfect for all forms of
controlled exercise. Using MBTs for
training helps improve joint stability,
strengthen core muscles, and enhance
co-ordination and agility, while also

helping prevent injury and aiding
muscle regeneration. 

The benefits don’t stop there! MBTs help with recovery
after training and can even aid in the rehabilitation process
post-injury. This is due to the sole’s unique technology,
which improves muscle function and minimises joint
loading, reducing stress on vulnerable joints. Making their
debut in the range are three fashionable trainers Fora, Moja
and Baridi each featuring the new sole and new materials.
While the men’s athletic range boast the Kimondo, a trendy
trainer style. 

Visit www.mbt.com to see the full range and find
your nearest stockist or for further retail information
0207 684 466

SHAPE UP IN
‘DOWN TIME’
- MBT introduces the new athletic sole to Spring/Summer ‘10 collection 

Above: Kimondo Black

Left: Fora Silver

Above: Baridi Silver

New athletic range
features:
• A new contoured heel

guarantees a perfect fit
• 3D mesh uppers allow enhanced

breathability
• Optimized midsole design

emphasizes the natural foot and
ankle position

• The efficient lacing system and
protective rubber toe and heel
caps make the new athletic range
a durable training tool for indoor
and outdoor activities like
walking, slow running and
training in the gym.
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For more information about Brooks products and sales call customer services 01903 817009.

Brooks DNA® midsole technology in the new Glycerin®8 instantly 
adapts to your weight, gait and terrain and is in effect, tuned to you, 
(or in the case depicted above, a Latin American Jesus Lizard).

Would you like to know more about Brooks dna? 
Visit www.Brooksrunning.co.uk/dna
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IN SEASON RUNNING

Running

Hilly
Adding to its existing range of technical
running socks, Hilly’s latest development is
the ideal entry-level sock for any sporting
activity, utilising high performance Coolmax
yarns and great technical features. The
Coolmax Sport is also the first Hilly sock
available in children’s sizes (12-2.5).

Hilly MonoSkin Coolmax Sport:
� Lightweight, cushioned 

performance sock.
� Made from high-wicking Coolmax.
� New heel and toe box shape for 

extra abrasion resistance.
� Arch grip section and ‘Y’ 

heel for optimum fit.
� Ventflex panel on front of ankle for

improved ventilation and flexibility.
� Lycra for stretch and recovery.
� RRP: £6.99.
� Available in sizes S, M, L and XL.
� Release date: first week in April.
For further details contact HILLY 
on 0161 366 5020 or 
email thomasc@hillyclothing.co.uk.
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Brooks Adrenaline GTS 10
The Brooks Adrenaline GTS 10 marks its 10th anniversary with customary
sleekness. This stability shoe is a world best-seller in running stores -
renowned for its comfort and fit allied to a stability that is every mild-to-
moderate pronators dream. Brooks’ masterpiece now comes with a Bio-
Mogo midsole that decomposes in just 20 years, instead of the 1,000
years for normal trainers.

Brooks Glycerin 8 
The new Glycerin 8 neutral running shoe features Brooks’ revolutionary
DNA compound for cushioning that adapts to the force put into the shoe.
So whether the wearer is 16 stone or eight stone, the DNA compound will
adapt to the wearer’s need. Truly a shoe for every individual.
For more information about Brooks products and 
sales call customer services on 01903 817009.
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Nike running footwear and apparel
This spring Nike launches its new range of lightweight running footwear and

apparel. Featuring cutting-edge sports technology, the collection blends top

performance benefits with bold, stylish design features.

The Nike Vapour Jacket (RRP £50) offers an element of style with its bold colour

blocking, while providing runners with the protection they need during inclement

weather conditions. 

Featuring new Dynamic Support technology, the system that adapts while you

run to provide stability and cushioning as needed, the new Nike LunarElite+ (RRP

£85) offers runners a more supportive and cushioned shoe for race day or training. 

Flywire construction makes it ultra-strong but also lightweight by reducing the

amount of fabric used on the upper. Innovative ‘dot-grip’ silicone material around

the heel helps grip the foot and prevent rubbing. 

www.sportindustry.biz

Wave Cabrakan
The Wave Cabrakan is a superb off-road package offering traction,
protection and cushioning from a full-length wave plate with a nano-
coated water resisted mesh.
For further information on the Wave Cabrakan and Mizuno products and
technology contact Mizuno on 0800 328 0180 or visit www.Mizuno.eu.
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All natural superfoods for people following active lifestyles 
Vegetarian and Vegan friendly

Become a stockist of our innovative range of sports nutrition products - contact trade@mygymfood.com

KNOW THE WAY 
TO MUSCLE BEACH?

NO, NEITHER DO WE.

Find out more at:

mygymfood.com



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! 
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E-TAILING

Profiling the shoppers that use your
online store is now more important
than ever. Understanding what
motivates your customers to seek
out your website, and what factors
influence their buying decisions, is
information that is invaluable. 

Research carried out by eBay has
recently identified a new breed of
shopper that it has dubbed the ‘iSmart
consumer’, which now accounts for
10 per cent (£31billion) of the UK’s
annual retail spend. This group of
shoppers has significant buying
power; their numbers are set to triple
over the next 10 years and will
eventually account for 30 per cent of
retail sales totalling over £91billion.
As a result, all online retailers will
need to ensure they fully support this
expanding group of consumers.

Discerning
Neil Saunders, consulting director at
Verdict Retail Analysts, which carried
out the research on behalf of eBay,
commented: “Consumers are
becoming smarter than ever when it
comes to customer service, value and
a convenient shopping experience.
eBay’s unique format increased our
shopping options - more sellers to give
us better prices. As a result, the
consumer has become more discerning
and we have reached a point where the
shopper is now calling the shots.”

Julia Hutton-Potts, a spokesperson

for eBay, explained: “Brits are
becoming more demanding in the way
we shop. We want the best product, at
the best price, when we want it.”

Flixmedia, an online retail
specialist, is predicting five key
innovations (augmented reality, data
mining, mobile purchasing, real-time
interaction and video ecommerce)
will transform ecommerce in 2010.
Flixmedia helps power sales for eight
of the top 10 most popular online
shops in the UK. 

Scott Lester, chief executive of
Flixmedia.tv, believes the new
decade marks a turning point for an
industry that needs to innovate to
grow: “We’ve got to a point in online
retail now where most consumers are
comfortable with the experience of
buying online - sales have grown 11
per cent year on year. 

“But the ecommerce experience
they’re offered is very far from
perfect, and sales are being lost every
day because of this. Some parts of
the online shopping journey haven’t
changed in 10 years. For example,
hundreds of potential purchases are
lost every day as customers abandon
their carts before checkout, because
the checkout experience still isn’t
simple and compelling enough. Real
progress still needs to be made.”

Research shows that online
shoppers have evolved rapidly since
the inception of ecommerce. John

Frood, European planning director at
integrated marketing agency Iris
Worldwide, which works with adidas
and Shock Absorber, says: “The
main change is significantly more
informed consumers who are able to
do their research prior to considering
a purchase. Category purchases that
were traditionally more difficult to
understand and needed expert
knowledge, such as automotive and
consumer electronics, for example,
can now be searched, reviewed and
compared at the touch of a button as
the internet has become a primary
knowledge resource. 

“There is an important distinction
to be made between knowledge about
products and purchase of them - eBay,
in particular, sees the price savvy go on
to do their research and then use it to
leverage bargaining power. The eBay-
savvy purchaser is good at hunting out
deals and using it as a resource and
guide to pricing awareness.” 

Knowledge
Tim Gibbon, director at
communications company Elemental,
says: “There is a mass of growing
knowledge out there, and as a
collective the pool of wealth
becomes incredibly powerful as it’s
directly affecting purchase decisions.
Consumers that seek advice,
guidance and/or knowledge can now
arm themselves with what they need
to make their purchases through the
research and feedback from countless
others, whether it’s an online or
traditional purchase. As communities
are formed, individuals and groups
become authorities, opinion formers
and trendsetters.” 

The iSmart research identified
what have been dubbed ‘wholesome
shoppers’. Representing 16 per cent
of all shoppers (8.7million people),
this group controls 18 per cent of all
retail spending, or £65billion. The
‘wholesome’ feels connected to the
world around them. They are
concerned about their environment
and community, as well as their own
and their family’s personal health. 

These beliefs are reflected in
their shopping habits. While they’re
not opposed to buying things, they
do so in a way that minimises any
negative impact they may have.
Shopping locally, making things at
home and selecting ethical brands are
all features of the wholesome. They
are also the group most likely to
spend money on ‘active’ products

New research from eBay shows that UK shoppers are turning
the traditional rules of retail upside down, says Dave Howell 

Serving the
iSmart shopper
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such as sports equipment.
Retailers that meet the

wholesome’s needs benefit from their
strong loyalty and also their higher
levels of spend on ethical products.
However, retailers that don’t meet
their high standards should beware -
wholesomes will not only walk away
from a retailer that’s found to not be
mirroring their own values, but may
even feel strongly enough to actively
campaign for other shoppers to follow
suit. The sports retail market will grow
by over 40 per cent over the next 10
years, and much of this growth will be
driven by the wholesome shopper.

As consumers become more
online savvy, their expectations about
service and the quality of goods on
offer have also developed. Reebok,
for example, launched a website in
2008 that encourages users to register
their details and create their own
profile. Through the ‘My Preferences’
section, users can rank how interested
they are in a range of sports from
zero to 10, including basketball,
football, running, cricket and yoga.
Additionally, they can set their
favourite colours on the site, which
will in turn show products in these
colours by default wherever possible. 

Richard Prenderville, Reebok’s
head of global brand marketing,
explains: “A major goal of rebuilding
the reebok.com website was to
provide our customers with an
improved and personalised experience
each time they visited the site. If they
so choose, the site has been built to
learn about them as they navigate the
website, either from their computer or
mobile phone, which allows us to
present a tailored experience.”

The ecommerce functionality,
previously managed by a third party,
was brought in-house for the first
time. This allowed for cross-
merchandising of products and
upselling consumers into apparel
based on the collection, product type
and the customer’s own personal
tastes and shopping behaviour. As a
result, Reebok experienced an
increase in average order value.

Catherine Thomason, Reebok’s
head of digital commerce, says: “We
have seen a significant increase and
are finding that more people are
buying multiple items - the key
drivers for which are three-fold. The
merchandising is managed entirely
in-house, which means that we are
able to display the entire breadth of
our product range; the ‘You may also

like’, or cross-sell/upsell option, is
introducing new and complementary
products; and we have implemented
a cleaner, simpler checkout process
specifically designed with our current
consumer in mind.

“We wanted to make the online
shopping experience as fun and
painless as it is in a bricks-and-mortar
store, and we have ensured the
reebok.com store is as akin to
shopping in a real store as possible.
The experience is managed by
allowing shoppers to have a visual
cart alongside them at all times, a
one-page checkout experience and
product interactivity - both through
the site and with their mobile phone.” 

Intuitive
Tim Gibbon says: “The reebok.com
website is unique in the athletic
footwear and apparel industry in that
it delivers an intuitive consumer
journey between brand and product,
whilst driving sales both off and
online. At every touch point on the
website consumers have the
opportunity to view more information
about a particular product, add it to
their shopping cart, locate it in a retail
store or send it to their mobile phone
to show friends - which in turn also
begins to build a customised WAP
site for their mobile phone.

“It’s obvious to see that retailers
hold great importance in building sites
that deliver more than just products
for sale. There is a distinct direction in
forging long-term relationships with
consumers through social eCRM.
Retailers have been evolving to build
better services to meet the quality of
the overall experiences that customers
are looking for.”

Steve Richards, managing

director of Yomego, a social media
agency that created Eircom’s Soccer
Republic (www.soccerrepublic.ie),
says: “Sports brands are some of the
smartest online operators. Sport has
always engaged fans - the nature of
spectator sports means they rely on
consumers to thrive, and sports
retailers reflect this attitude. Sports
clubs have long been involved in
retail, and as they become more
international in their outlook the
internet is a huge business
opportunity for them.”

Hannah Kimuyu, PPC director at
Green Light Search, a search engine
marketing specialist, says: “Consumers
won’t just go straight to your website
any more - aggregators, shopping
comparison sites and now the likes of
eBay and Amazon Marketplace all
play a role in the online buying cycle.
Extending your search/online strategy
to include these channels is a critical
move we have seen many retailers
benefit from in 2009, and expect to see
more of in 2010. 

“Consumers’ expectations are
higher - simply being cheap isn’t
enough. They also want quality and
great customer service at the end of a
phone. Furthermore, controlling this
will become harder if you have
multiple channels selling your
products. Therefore, ensuring there is
continuity in service is important.”

The rise of the iSmart shopper
will impact on every business owner
that hopes to maintain his or her
market share. And with eBay moving
increasingly into the mainstream, all
sports store owners must ensure they
are at the cutting edge of online
retailing and are delivering the goods
and services these new groups of
consumers are now demanding.
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Treat your feet

Choose from a dazzling range of designs and colours.
Or design your own socks for your club, school or
company through our Bespoke Service which
can produce a minimum order of only 25 pairs.

High performance sports socks featuring a padded
Coolmax® fabric foot.

www.wackysox.com
E: wackysoxsales@hotmail.com
T: 01509 880021   M: 07508 335113

Coolmax® fabric is a registered trademark of Invista
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To advertise here call 01206 505 947 or Email keith@sports-insight.co.uk
Visit us online at www.sports-insight.co.uk

To place an order or request a catalogue: 
Call 01392 354790  Fax 01392 354793

Email sales@bbsports.co.uk
Warehouse: BB SPORTS DISTRIBUTORS, 

29A Apple Lane, Trade City, Exeter, EX2 7HA 

• Huge range of Licensed Premiership Football 
souvenirs available from stock.

• Best Wholesale Prices – Immediate Delivery    
• Latest Products and Designs

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

UK Table
Tennis Ltd
The Table Tennis
Specialists

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

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

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

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

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

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

Archery suppliers since 1963

Bows, arrows, crossbows, 

targets, accessories.

Tel:   01296 632573

Email: admin@petron.info

Web: www.petron.info

VIGA
Athletic Clothing Co. Ltd

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

• WATERPROOF JACKETS • 
• GILET TOP •

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

• VESTS • 
• SHORTS •

Rugby

Wholesaler

Wholesaler

Table Tennis

Boxing / Martial Arts

Fitness Equipment

Merchandising

Wholesaler

EPOS

Archery

Fitness

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

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

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

Boxing

For more information go to   

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

01507 523243

Gymphlex Ltd, Boston Road, Horncastle, 

Lincolnshire  LN9 6HU Fax: 01507 524421 

Email: gforce@gymphlex.co.uk

CREATE A WINNING TEAM WITH 

THE ULTIMATE IN TECHNICAL 

BESPOKE SPORTSWEAR

Performance Clothing

Athletic/School Clothing

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

and teamwear specialists!

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

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

Should anyone ask me for a
philosophy for life (which,
incidentally, no one ever has), I
would probably say that nothing is
for nothing.

That’s why I knew there was

probably something fishy when my

assistant, Norman, secured an

extraordinarily generous deal for

cushioned copolymer running shoes

from a man in a white van parked on

a double yellow line. 

It was only after we’d humped

the lot into the storeroom that

Norman revealed our side of the

bargain - he had agreed we would

wear the aforementioned shoes, plus

the manufacturer’s t-shirts and beanie

hats with plastic cockerels on the top,

in a 10-mile sponsored fun-run.

Windows
I've never been too keen on

sponsorship schemes since two

youngsters came into the shop

wondering if I would like to sponsor

them to stop their mates breaking my

windows, and Norman was invited to

sponsor his car tyres not being

slashed with a Stanley knife one

night after the pubs had closed.

But after Norman’s confession it

took a strong coffee, two doughnuts

and a sit down in the stockroom to

come to terms with what he had

actually done - and start thinking of

ways of getting out of it.

To tell the truth, I’ve always been

somewhat fatalistic about exercise. I

had always believed that the good

Lord gave us a finite number of

heartbeats and I was damned if I was

going to use up mine running past the

cattle market with a plastic cockerel

on my head.

I did once start a fitness regime

years ago when I was trying to

impress a young woman in the

tobacconists, only to find that when

doing push-ups, certain body parts

just refused to leave the floor. I also

quickly came to the conclusion that if

God had wanted us to touch our toes

every morning he would have located

them somewhere higher up our legs.

In fact, I’ve always thought it

was unnatural for grown men and

women to run around the streets,

unless they were thieves or being

chased by infuriated rhinoceroses. I

know when I see someone running

past my house my instincts tell me to

let the dog loose on them.

The evening after we’d heard

about the fun-run, I was talking about

it to the chaps in the pub and they

thought very much as I did. One said

he had read that for every mile you

jog you add one minute to your life -

which meant that at 85 you’d spend

an additional five months in a nursing

home at two thousand quid a month.

That didn’t seem much of a bargain.

One chap said his idea of

exercise was to sit in the bath, pull

out the plug and fight the current,

while another said that on joining a

health club the first machine they put

him on was a respirator. A stocky

fellow said he knew he was out of

shape when he couldn’t pull the

supermarket trolleys apart, and a

bloke eating a bag of crisps said he

got enough exercise stumbling about

the house looking for his glasses.

Glimmer
One glimmer of good news was that

my pal, Harbottle, who runs a sports

shop in the next parish, has also been

cajoled into doing the fun-run, and is

now bitterly regretting it. If anything,

he’s even more unfit than I am. 

He said he bought a rowing

machine six months ago, but is still

waiting for the life jacket and

emergency flares before he uses it. In

the meantime, his idea of vigorous

exercise is lifting up his feet when

his wife does the vacuuming. 

I was hoping my wife would see

sense and forbid me from taking part

in the run, but what she actually said

was that it was a wonderful idea, that

it was high time I got rid of that

stomach and the sooner I started

running round the gasworks the better.

There seemed nothing for it but

go down to the storeroom and break

open a carton of those accursed

running shoes to find a pair that

fitted. It was then that something

wonderful happened. Every shoe we

had was cushioned copolymer all

right. And every one was left-footed. 

In vain Norman did try to contact

the man in the van, only to find that

the firm operated from a post office

box in the Isle of Mull and the phone

had been cut off in 2005. I realised

how disappointed Norman must be,

and so was I, but there was no

alternative but to reluctantly withdraw

from the race with deep regret. 

And if Harbottle has got 

three cartons of right-footed

cushioned copolymer running 

shoes in his storeroom, I’m sure he

would have said.

A sideways look at the world of independent retailing
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“If God had
wanted us to

touch our
toes every

morning, he
would have

located them
somewhere
higher up
our legs”

Under the counter
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www.footballsouvenirs.net

At TFS we provide the
independent retailer with the

largest range of Licensed
Football Souvenirs worldwide,

all products listed are available
for despatch from stock.

We are able to offer a fast and
efficient service to all our

customers whether they are based
in the UK or overseas.

Unit 1 - 2 Jackson Court
Gallowfields Trading Estate

Richmond
North Yorkshire

DL10 4FD
01748 826024

sales@footballsouvenirs.net

We fit around your busy schedule, order online day or
night and your order will be despatched within 24hrs.

Taylors ad:Layout 1  5/2/10  16:00  Page 1



Blue Seventy:Layout 1  5/2/10  14:18  Page 1


