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content, videos and
product information.
The campaign will be
headed up by top-10
ranked sponsored player
Janko Tipsarevic. Janko
will be acting as a
mentor to four of the
world’s top junior
players in 2013, with
four videos being
released over the year,
which are to be featured
on the ATP website.

Tecnifibre will also
be tapping into the
ATP’s thriving digital
following. Latest stats
show that

www.atpworldtour.com has 231
million visitors annually - including 10
million from the UK and Ireland - and
one million ‘likes’ on its ATP World
Tour Facebook page.

Tecnifibre’s new website is at the
heart of its communication, with a
strategy focused strongly on social
networking, harnessing the power of
Twitter, Facebook and YouTube to
spread its message.

On top of its online activity,
Tecnifibre’s T.Fight range of pre-strung
performance racquets and premium
Razor Code string, bags, grips and
accessories will carry ATP official
partner co-branding. In addition, an
innovative QR Code feature on the
handle of the racquets, product
header cards and grip/accessory
packaging will enable players to
connect instantly to the ‘On The Road’
online presence using a smartphone.

To get its product in the hands of
tennis’ rising stars, Tecnifibre has also
pledged to offer a contract
comprising free product for players in
the top 200 and a nominal charge for
product for players ranked 201-450.

BENEFIT
“The biggest benefit to the brand and
its retail partners is that Tecnifibre will
be promoted on a truly global basis,”
says Smash Sports director James
Fenton. “Great discounts will be
offered to retailers, subject to orders
placed, and a range of point of sale
material will be available free of charge

SPONSORSHIP

Brand’s record five-year deal aims to further
enhance Tecnifibre’s reputation among the
world’s emerging tennis players

to promote the partnership, as well as
adding to the brand image in store to
help create a demand for the product.” 

In the UK Smash Sports is already
helping specialist outlets with product
and brand presentation on their own
ecommence websites and retailers will
be promoted on stockist pages of
both www.tecnifibre.com and
www.smashsports.co.uk.

Says Smash Sports director Harry
Gershfield: “Smash Sports will
contract local coaches to each retailer,
arrange demo days at local clubs and
look at club and tournament
sponsorship in order to create a local
awareness and demand to support
the global campaign.”

PRESENCE
Not surprisingly, Tecnifibre will have a
substantial presence at many of the 62
ATP tournaments, including the World
Tour Finals. 30-second ‘On The Road’
videos will be played at ATP
tournaments on big screens during
player changeovers and Tecnifibre will
have interactive exhibition stands in Fan
Zone areas, where visitors can broadcast
their own ‘On The Road’ stories.

The Barclays ATP World Tour
Finals tournament features the top
eight ATP ranked singles players. The
biggest indoor tennis tournament in
the world, last year’s event set a new
attendance record, as well as
attracting record audiences on
television and online.

263,000 fans visited the O2 during
the eight-day event, while an
estimated global audience of 100.7
million viewers tuned in to see Novak
Djokovic crowned ATP World Tour
Finals winner for the second time.

“The ATP has the world’s largest
tennis audience via its tournaments
and website, where Tecnifibre will
have a clear visibility through the
Barclays ATP World Tour Finals at the
O2 London and the On The Road
programme,” says Tom Haddley. “The
branding and imagery will create an
emotional attachment to Tecnifibre
and will boost demand for the
company’s products, which will help
retailers see a growth in sales.”

Tecnifibre is the new official partner
of the ATP World Tour and Barclays
ATP World Tour Finals, the annual
end of season event that’s held at
London’s O2 Arena. 

Representing the brand’s biggest
single marketing investment, the aim
of the five-year deal is to further
enhance Tecnifibre’s reputation among
the world’s emerging tennis players.

COMMUNICATION
The ‘communication and product
license’ partnership means that
Tecnifibre is now the official string,
racquet, bag, grip, product and
stringing machine of the ATP. 

“Tecnifibre and the ATP are joining
hands to inspire the new generation
of players and motivate them to
become better tennis players,” says
Tom Haddley, commercial director at
Smash Sports, Tecnifibre’s exclusive
UK and Ireland distributor for the
past eight years.

“This contract between Tecnifibre
and the ATP will allow fans to
connect to the new generation of
professional tennis players and give
them the opportunity to play with an
exceptional range of products.”  

This will be driven by a campaign
managed by both Tecnifibre and the
ATP, promoted as ‘On The Road To
the ATP World Tour’.

As well as high profile branding on
the ATP site, Tecnifibre has negotiated
a page dedicated to the ‘On The Road’
programme featuring exclusive editorial

05www.sports-insight.co.uk

TECNIFIBRE PARTNERS
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product recallproduct recall
due to unfair competition

For stockists call

0115 900 2342
www.precisiontraining.uk.com

Kasper Schmeichel,
Leicester City and Denmark

                 has unveiled the next generation of technically-advanced
Schmeichology goalkeeping gloves.

Can any other brand’s gloves match these for quality, performance and price? 
Probably not.

That’s why we suggest that any others are recalled, citing ‘unfair competition’.

                teamed up with Kasper Schmeichel once again, in order to develop
the SCHMEICHOLOGY 3 RANGE of rollfi nger, negative-cut and hybrid-cut gloves. 

It takes a professional player to truly understand the punishing demands that your kit
has to live up to, and that’s how we know that these gloves will perform fl awlessly,

match after match.



lack Friday, Cyber Monday, Christmas and
January sales. All are designed with one thing in
mind - to get us to open our wallets in the
expectation of huge savings. 

In 2012 more than ever before, the American
shopping traditions of Black Friday and Cyber Monday have
come to the forefront of the British consumer’s mind. The day
after Thanksgiving, Black Friday means cut price deals on
many consumer products in stores across the United States. It
represents the beginning of the most crucial trading period of
the year for retailers. 

MOMENTUM
Featuring enormous online promotions, Cyber Monday follows
a few days later with the goal of maintaining the momentum
from the previous Friday. Consumers continue to spend more
and more each year on each of these days as bargain hunters
pick up their Christmas gifts. This year, more than any other,
Cyber Monday was promoted by many online retailers in the
UK, including John Lewis, Amazon and Gap. 

With such a competitive retail landscape, a languishing
economy and increasing everyday costs for most families,
what is driving purchases in the sports market? 

Using the NPD Consumer Panel, we can track prices of
footwear and apparel both online and in store across all retail

M
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£100

The amount of products sold at a
discount has risen in the past two years,
as has the average sales value of cut
price goods. The NPD Group reports

channels. Firstly, it is important to understand that the
footwear and apparel market in Great Britain is growing,
despite the many economic challenges the country faces. 

We can see that the growth in the market is predominantly
coming from increased volume sales, rather than price
increases. Inextricably linked to price are promotions, so it’s
important to understand the key trends in this area. 

During the first six months of 2010, 50 per cent of all
footwear and apparel items were sold at a discount. For the
first six months of 2012 that number rose to 54 per cent. This
represents an increase of in excess of £100 million worth of
sports footwear and apparel sold on discount in less than 
two years. 

In 2010 the average price of an item of sports footwear on
discount was £25.29. For the first six months of 2012 that
average price jumped to £26.28. Why the increase? 

There are several reasons why prices are increasing for
discounted items. Manufacturing costs have increased over the
last couple of years and inflation is also a factor. Aside from
these macro-economic issues, we are seeing a trend of
consumers trading up for an item they wouldn’t normally pay
full price for, but are happy to buy it when it’s offered at a
discount. So while there are some consumers who purchase on

SUCCESS
THE PRICE OF
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DISCOUNTING
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The NPD Group monitors the sales of sports footwear and apparel
in many countries around the world. For more information call
The NPD Group sports team on 01932 355580.

discount for economic reasons, there 
are others who are searching out deals 
on products and are happy to spend 
money knowing they are receiving a
significant discount. 

Given that we know more and more
products are now being sold at a discount,
the opportunities for consumers to get a
good deal are increasing. This drives up the
average selling price.

ADVANTAGE
How do retailers take advantage of this?
More than ever, consumers are searching for
that point of difference when deciding
whether or not to buy an item, so retailers
need the correct mix of quality and
affordability on their shelves. 

Ensuring there are enough items on
discount to attract a good mix of customers
who will purchase at both ends of the price
point spectrum is essential for the
foreseeable future. Stocking premium brands
along with a mix of cheaper products will
help drive sales. Discounting premium
products into a more affordable price
bracket will encourage consumers willing to
spend extra to purchase at a higher level
than they otherwise would. 

Consumers buy when they get good
value, retailers must provide this. 

“THE FOOTWEAR AND APPAREL
MARKET IN GREAT BRITAIN IS
GROWING, DESPITE THE MANY
ECONOMIC CHALLENGES THE
COUNTRY FACES”

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

additional trade during what is
traditionally our quiet pre-
Christmas period,” says Jonathan
Midwood of Up & Running.

“What is encouraging are
the positive talks we as a
company are having with local
sports governing bodies. The
Olympics has definitely fired
up the passion for sport and
we are, with the partnership of
local sporting bodies, helping
to encourage and develop the
continuation of this legacy.  

“In austere times it is good
to see that sport can still
enthuse and flourish and by
fully immersing ourselves in the
sector that we retail in we are
seeing nothing but a positive
outcome for both ourselves
and sport as a whole.”

Nevertheless, despite a
recent poll of parents that
revealed London 2012 has
inspired over 50 per cent of
British children to take up or try
a new sport, the retail outlook
will remain challenging into 2013.

“We certainly hope the
benefits of increased
participation in sport will
provide a long-tail positive
impact, but the jury is out on
that as the economy stays
relatively flat and consumer
sales and confidence appears
shot,” says Mark Robinson.
“Having said that, we have seen
strong demand for specialist
brands, as well as new and
innovative products.”

Danny Marsh believes long-
term sales success is based on
a number of elements that
independents are perfectly
placed to offer - and it’s
difficult not to agree with his
sentiment: “It comes down to
having great products that are
competitively priced combined
with the service, advice and
relationships that independents
build with their customers that
will keep us strong during the
changing environment we are
in long after the excitement
from the Games has faded.”

“HAVE YOU
SEEN THE
LEAGUE
TABLE?”
A QPR SPOKESMAN
EXPLAINS WHY THE
PREMIER LEAGUE
STRUGGLERS CANCELLED
THE CLUB’S 2012
CHRISTMAS PARTY

10 Follow us @SportsInsightUK

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

Some independents have
reported surges in local club
membership following the
Games, as well as good sell
through of licensed London 2012
product during the summer.

AS THE ‘LEGACY’ DEBATE
RUMBLES ON, THE POST
LONDON 2012 INCREASE IN
SPORTS PARTICIPATION
HAS HELPED GET THE TILLS
RINGING FOR SEVERAL
RETAILERS SPORTS INSIGHT
SPOKE TO RECENTLY.

Ian Millar of Greggs Sports
in Hexham sold out of most of
his licensed stock, while Mark
Robinson of Lanson Running in
Kingston upon Thames said the
shop’s website saw a huge spike
in traffic almost exclusively for
customers searching for adidas
replica Olympic kit.

He explains: “Demand had
been low until Super Saturday,
which was a game changer for
Team GB kit. However, the
traffic to our website for
‘normal’ search terms was not
any higher than 2011. The
subsequent weeks did not see
an uplift in sales in store or
online for shoes or running kit in
general. Visits to the shop
during the Olympics were down
on last year and down again for
the following two weeks - a
trend we have seen all year.”

Millar told us that a
number of new members of
the local athletics club have
bought training kit from
Greggs Sports, adding: “As a
result of the increased
participation, we are
sponsoring some races,
working more closely with the
club’s coaches and have
purchased a new range of
junior running apparel to meet
the increased demand.”

It was a similar story at St
George’s Hill Tennis Club in
Weybridge, where Danny Marsh
of Marsh Sports has his pro shop.

He says: “August was a
quiet month in terms of sales,
but sales in September and
October were very strong, with
many new members joining the
club, and I’m sure the Olympics
and Paralympics helped.”

Up & Running, which has
over 30 stores, has enjoyed an
uplift in sales from both new
and returning runners since
the Olympics.

“The feedback from the
shop floor is that footfall has
increased by 10-15 per cent and
from a head office perspective
we saw a good level of

TWITTERING
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OPRO awarded international distributor prize

THE COMPANY HAS WON
MUELLER’S INTERNATIONAL
DISTRIBUTOR OF THE YEAR
AWARD FOR THE HIGH
LEVELS OF SALES IT HAS
ACHIEVED SINCE IT BEGAN
DISTRIBUTING THE BRAND
IN 2012.

Says OPRO sales
director Richard Evans: “It
has been a great team effort
to achieve such positive
results in our first year and I
should make special

mention of Catherine
Hughes, who as Mueller
brand manager has been
the driving force behind
everything we have done. 

“We have won this
award by beating off
competition from over 50
very successful and well
established distributors
from all over the world.
This is a great achievement
for the whole Mueller team
at OPRO.”

SWEET 16 FOR HILLY AND RONHILL
TWO SPECIALIST BRANDS HAVE WON A PILE OF MAGAZINE
AND RETAIL AWARDS FOR THEIR RUNNING KIT.
Between then, Ronhill and Hilly, both part of the Bollin Group,
scooped 16 prizes in 2012, including Men’s Running magazine’s Best
Waterproof Jacket, the Women’s Running Best Technical Top silver
award and four separate sock accolades.

“It reflects all of the hard work and design talent within our
business,” says Graham Richards, brand director - sales and
marketing - at Ronhill and Hilly. “It is always rewarding when the
awards are based on consumer votes, too. 

“Both brands have a long heritage and specialising in ‘pure’
running has enabled the teams to be fully focused. Ronhill and Hilly
are developing rapidly overseas and such awards are great for our
overseas partners to help promote the brands. 

“They are driven to lead the field in terms of fabric and product
innovation, but other key factors such as fit, style and colour are
equally important when brand building.”

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

ISPO MUNICH
February 3-6
New Munich 
Trade Fair

DIARY DATES ISPO BEIJING
February 27-March 2
China National
Convention Center

SMMEX
March 4
Wembley Stadium

INTERSPORT Q4
2013 SHOW
March 26-27
Solihull

INTERSPORT Q1
2014 SHOW
June 25-26,
Solihull

VF International has confirmed its JanSport brand is pulling
out of Europe from early 2013.

The company said it will be diverting its resources to its
Eastpak brand in Europe instead.

A VF International spokesperson said: “This decision,
although difficult, is consistent with our ongoing effort to
focus on our most significant growth opportunities. JanSport
will continue to focus its efforts in the Americas and Asia,
where it enjoys a strong position in the market place.

“The brand is distributed across most European
countries through either our owned entities or through
distributors. VF will continue to service customers
throughout the year, fulfilling the spring/summer 2013 order
book and any replenishment needs.”

||||||||||||||||||||||||||||
STAG SUMMER

SHOW
July 7-8
Four Pillars Hotel
Cotswold Water Park

Judged by a panel drawn from Brooks staff, the
retailer’s prize was two cartons of Ghost 5 running
shoes, which have a retail value of £2,400.

Says Reina Alston of Brooks: “The standard of the
window entries was outstanding and it was difficult to
select a winner, but Runners Request received most
points from the judges and took the prize.  

“Brooks received a lot of feedback from the stores,
saying how their windows had created quite a stir in
their areas, with people dropping into their shops to
say how great the windows looked, cars slowing down
as they passed by and pictures being taken.”

CAMBERLEY RETAILER
WINS WINDOW
COMPETITION

JANSPORT TO CLOSE
EUROPEAN OPERATION 

RUNNERS REQUEST HAS WON BROOKS’
HALLOWEEN GHOSTLY WINDOW COMPETITION.

11www.sports-insight.co.uk
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THE 
NEWS

TICKER 1
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1. FERRER DEAL
Lotto Sport Italia and David
Ferrer have renewed their long
term technical sponsorship
agreement, which includes the
provision of footwear, clothing
and accessories, for another
four years.

2. ASHMEI AWARD
The British running apparel
brand won the Sportswear
category at the ISPO
BRANDNEW 2013 Awards,
impressing the jury with its
breathable, lightweight 
running jacket. 

Of the 83 per cent of
respondents who use
social media, 60 per
cent said it drove
sales to their
businesses. The most
used social media
platform among STAG
members is Facebook,
followed by Twitter
and LinkedIn.

When asked what
they use social media
for, 93 per cent of
retailers said they use
it to communicate
special offers to
customers, 60 per
cent use it for public
relations purposes, 
40 per cent to
understand and
engage with
customers and 20 
per cent to assist 
with search engine
optimisation.

“Social media is
becoming a sales
channel in its own
right and it is also a

perfect fit for sports
retailers, especially
for those selling into
clubs,” says Ian
Tomlinson, CEO 
of Cybertill. 

“Facebook and
Twitter give them a
ready made platform
to engage with
members of clubs. 
For example, it is easy
for a retailer to post
on a running club’s
Facebook page that
they will have a pop
up shop at the club’s
next 10K run with 10
per cent discount to
all members. It makes
engaging with club
members simple and
straightforward.”

Of the 17 per cent
of respondents who
don’t currently use
social media, 66 per
cent said they are
planning to start
using it within the
next six months.

The INTERSPORT member’s City of
London outlet is arranged over three
floors. Running and fitness brands
stocked include ASICS, Nike, adidas,
New Balance and Under Armour. 

Team sports such as football,
rugby, cricket and hockey are also
catered for, as are outdoor, tennis
and golf. A racquet restringing
service is available on site, as well as
gait analysis and a foot bed that
allows customers to have bespoke
insoles produced.

JD says its London outlet is the

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

Social media
benefits the
bottom line
INDEPENDENT SPORTS RETAILERS ARE
EMBRACING SOCIAL MEDIA, WITH MANY
SEEING BOTTOM LINE BENEFITS AS A RESULT,
ACCORDING TO A SURVEY CARRIED OUT BY
EPOS SPECIALIST CYBERTILL AT THE STAG UK
BUYING SHOW ON NOVEMBER 18-19.

THE RETAILER OPENED ITS FIRST PERFORMANCE STORE ON BOW LANE
IN THE CAPITAL ON NOVEMBER 12.

first in a line of performance stores
under the guidance of former JJB
chief executive Tom Knight, who said:
“This store helps to fill the void in the
market for premium performance
product. My belief is that there are
consumers who want the best
information available on cutting edge
sport technologies and want access
to the latest products on offer. 

“This store will provide the
platform for the brands to showcase
their unique innovations and is one
that we are very excited about.”

ASICS CONTINUES 
TO GROW BUSINESS
ACROSS EUROPE
ASICS EUROPE DELIVERED A SALES INCREASE
OF EIGHT PER CENT BETWEEN JANUARY AND
JUNE 2012, AS THE BRAND CONTINUED TO
GROW ITS BUSINESS ACROSS THE CONTINENT. 

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

Running apparel sales increased 22 per cent,
while running footwear rose almost 10 per cent.
ASICS also recorded double digit revenue
increases in tennis, volleyball, handball and court
sports footwear. 

ASICS Germany and France enjoyed double digit growth and Benelux
and Scandinavia posted single digit rises. Sales in ASICS’ own retail outlets
increased by nearly 60 per cent. 

“ASICS’ positioning as the premium true sports performance brand
continues to achieve results with an impressive eight per cent growth across
the region during challenging economic conditions,” says Alistair Cameron,
CEO of ASICS Europe.

“ASICS is performing exceptionally well at retail, with one of the highest
sell-out rates in the industry. Although the economic outlook continues to be
tough, the running market is growing and ASICS continues to show
outstanding results. Our investment in retail, apparel and Onitsuka Tiger in
lifestyle are now all showing significant increases for 2013.”
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3. FACE OF KITBAG
Welsh international Robbie
Savage is Kitbag’s first UK
brand ambassador. Savage
has signed a one-year
agreement to be the face of
the online sports retailer.

4. ARENA AGREEMENT
Arena has landed an eight
year sponsorship agreement
with USA Swimming,
America’s national governing
body for the sport. The deal
includes exclusive sponsorship
of the US national team.

5. BRAND BUILDER
Aqua Sphere UK has appointed
Fiona Walker as marketing
executive. A keen diver and
fully qualified PADI Open Water
Scuba Instructor, Walker has
particular expertise in creative
campaigns and brand building.

13www.sports-insight.co.uk

“HE’S AS
VALUABLE
AS THE
MONA LISA.”
MARIO BALOTELLI’S
AGENT GIVES HIS
PRICELESS VIEW OF
THE CITY STRIKER’S
TRANSFER VALUE

our distribution”
Sherratt’s Solutions for Sport business has

represented Uhlsport since 2008, during
which time the business has more than
doubled its turnover. McDavid is also part of
the company’s brand portfolio.

“The synergies we have across our brand
portfolios are getting increasingly stronger as
our client base grows and our brand building
strategies mature,” says Sherratt. “We have a
committed team that is excited by the
prospect of continued growth at a time when
many of our competitors are finding the
market challenging.”

THE COMPANY HAS INCREASED 
REVENUES BY 25 PER CENT FOR THE
THIRD YEAR RUNNING.

Total revenue includes the Uhlsport 
and Kempa brands, as well as Spalding, 
which became part of the UK business at 
the start of 2012.

“In the current challenging environment it
is particularly pleasing to see continued
growth and evolution of the business,” says
country manager Paul Sherratt. “Spalding, in
particular, has been integrated very effectively
and we anticipate continued market
penetration in 2013 and beyond as we widen

REVENUE RISES AT UHLSPORT UK

SPORT ENGLAND FIGURES
RELEASED ON DECEMBER 6
SHOW THAT 15.5 MILLION
PEOPLE AGED 16 AND OVER
ARE NOW PLAYING SPORT AT
LEAST ONCE A WEEK. 

That’s 750,000 more 
than a year ago and 1.57
million more than when
London won the Olympic 
and Paralympic bid. 

The strongest growth has
been among women, with an
increase of more than half a
million in the past year
helping to cut the gender
gap in sport.

The number of people

playing sport has risen
sharply in the period since
the London 2012 Games got
underway, with significant
increases in Olympic sports
such as cycling and sailing.
Participation by disabled
people has been rising
steadily since 2005, but still
lags far behind that for non-
disabled people. 

“We set the bar high in
this survey, measuring only
the people who play sport
once a week, every week,”
says Jennie Price, Sport
England’s chief executive.
“These results show we are

on the right track. I’m
particularly pleased that
many more women are
taking up sports from
netball and cycling to
running.”

Two thirds of the sports
measured by the Active
People Survey have shown 
a positive trend over the
past year, with athletics,
judo, hockey, netball and
swimming among those
growing in popularity.
Cricket was among the
sports that suffered 
during the wettest summer
for a century.

Record numbers playing sport 
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SPALDING
FROM THE BEGINNING IT
WAS ALL ABOUT BEING
FIRST, BEING THE BEST,
BEING WHAT OTHERS COULD
ONLY ASPIRE TO BECOME.  

Established by Boston 
Red Stockings’ pitcher AG
Spalding in 1876, Spalding 
has long been a leader of
innovation and quality in the
sporting goods category.  

The Spalding Imprint 
teamwear range delivers high
performance fabrics in stylish
designs that offer consistency
in colours, styles and sizes 
and the continuity of service
that teams - and retailers -
need, season after season, year
after year. Available for men,
women and juniors.

For more information call 
01952 682 900, email
info.spalding@fotlinc.com 
or visit
www.spaldingeurope.com

QUICKLY ACCESSES
TISSUE TO LOCATE

AND ELIMINATE
SUPERFICIAL 

AND DEEP
MUSCLE/FASCIAL

TIGHTNESS

MUSCLETRAC
THE MUSCLETRAC HAS BEEN SPECIFICALLY DESIGNED TO PROVIDE
SUPERFICIAL TO DEEP SEGMENTAL PENETRATION AND STRETCHING OF
THE MUSCLES AND FASCIA, UNLIKE OTHER DEVICES THAT ONLY FLATTEN
THE MUSCLE LIKE A ROLLING PIN. 

Like the hands of a skilled sports therapist, the individual ‘tracs’ of the
Muscletrac quickly accesses tissue to locate and eliminate superficial and deep
muscle/fascial tightness, increasing tissue elasticity and improving
biomechanics, alignment and muscle output.

The product is used and preferred by athletes in the USTA, MLB, NBA, NFL,
NCAA and top physiotherapists, trainers and coaches for promoting muscle
regeneration and treating myofascial restrictions.

The goal is to create innovations that reduce the likelihood of pain, decrease the
chances of injury, enhance musculoskeletal and myofascial function, optimise
performance abilities and accelerate recovery after training and competition.
For more information call Live On The Edge on 07711 131617.

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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PRODUCT ROUND-UP

TROLLEY DASH

1. ROCKTAPE. LIVE ON THE EDGE. 0333 400 8181  
2. CYBERTILL. ENQUIRIES@CYBERTILL.CO.UK. 0800 030 4432
3. IRON GYM. SALES@IRONGYM-EUROPE.COM. 075 0644 3652

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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SURRIDGE SPORT BOOM 
BATS BACK IN STOCK
AVAILABLE AT DISCOUNTED AND ATTRACTIVE PRICES,
SURRIDGE SPORT IS DELIGHTED TO ANNOUNCE THE
RETURN OF THE BOOM BATS TO THE COMPANY’S
EXTENSIVE CRICKET RANGE. 

The SS Boom Bats are designed to give you the ability to hit
the ball much higher and further than a normal cricket bat and
boast an amazing hang time of up to seven seconds. The
revolutionary half-rubber bat is back and contributing to more
and more incredible catches around the cricketing world.
To place your order or for more information call the 
business development team on 01282 418448 
or email sales@surridgesport.com. Twitter: @surridgesport

DESIGNED TO GIVE YOU THE
ABILITY TO HIT THE BALL

MUCH HIGHER AND FURTHER

SHOCK DOCTOR ULTRA WRAP
LACE ANKLE SUPPORT
SHOCK DOCTOR’S INNOVATIVE ANKLE SUPPORTS AND
SLEEVES ARE DESIGNED TO PROVIDE SUPPORT AND
COMFORT FOR YOUR ANKLES AND FEET.

Advanced security is ensured with the 851 multidirectional,
adjustable strap wrap stability system. The anatomical, low
profile fit compresses and stabilises your ankle while
providing a therapeutic warmth and healing throughout the
joint. This product is highly recommended for moderate to
major ligament sprains or strains.

Performance Level 3: medium stability and support for
moderate to major ligament sprains, muscle strains and
unstable joints, allowing for use as necessary for recovery.
The multidirectional strap wrap provides lateral and medial
support without taping. Other features include a no-slip
footbed with silicon gripper pattern, low profile lacing loop
system and integrated antimicrobial technology to reduce
odour causing bacteria.
For more information about the Shock Doctor range 
email sales@hy-pro.co.uk

ADVANCED SECURITY
WITH THE 851

MULTIDIRECTIONAL,
ADJUSTABLE STRAP

WRAP SYSTEM

1 2 3
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TEAM COLOURS
TEAM COLOURS’ FULLY BESPOKE FOOTBALL KITS ARE
AVAILABLE IN A LARGE RANGE OF STYLES, SIZES AND
COLOUR COMBINATIONS. THE COMPANY OFFERS A FULL
PRINTING AND/OR EMBROIDERY SERVICE THAT ENABLES
PERSONALISING IN THE FORM OF TEAM LOGOS, PLAYER
NAMES, NUMBERS AND TEAM SPONSORS. 

Every football kit is made from traditional jacquard or Team
Colours’ own moisture management fabric, which combines
performance oriented design with the superior comfort the
modern footballer demands.

Custom teamwear is available and consists of tracksuits, hooded
tops, polo shirts, baselayers and accessories. All teamwear is
available with the option to reflect bespoke kits.
For more information on this, or any custom sportswear enquires,
call +44 01920 876 240, email trade@team-colours.co.uk 
or visit www.team-colours.co.uk

ZINC
THE ZINC SPORTS TEAM IS PROUD TO ANNOUNCE THE
LAUNCH OF ITS NEW VOLT ELECTRIC SCOOTER INTO THE
UK MARKET. 

Initial interest has been extremely positive, which indicates
the Zinc Volt will be a key line for the future success of the
brand. The powerful 24v electric scooter reaches speeds of
up to 12kph and can travel up to 13 kilometres on a single
five-hour charge. In addition, the scooter includes a variable
speed motor that is controlled by a ‘twist and go’ throttle
mechanism - an innovative feature that’s ideal for its
intended youthful market.
For more information about the Zinc range 
email ying@hy-pro.co.uk

16 Follow us @SportsInsightUK

MADE FROM TRADITIONAL
JACQUARD OR TEAM

COLOURS’ OWN MOISTURE
MANAGEMENT FABRIC
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TROLLEY DASH

1.  GFORCE PLUS. GFORCESPORTSWEAR.CO.UK. 01507 523 243
2. REEBOK. SALES@RFEINTERNATIONAL.COM. 01908 793020
3. TEAM COLOURS. TRADE@TEAM-COLOURS.CO.UK. 01920 876 240

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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SHOCK DOCTOR
AN EFFECTIVE PIECE OF SAFETY
EQUIPMENT, IT’S HIGHLY
RECOMMENDED THAT THE RIGHT
MOUTHGUARD IS USED IN ALL
CONTACT AND COLLISION SPORTS
FOR PROTECTION OF TEETH AND THE
ORAL FACIAL AREA. 

The use of bright coloured mouthguards
is also advised, so that coaches and
trainers can easily monitor use among
players. 

Shock Doctor has grown from being the
undisputed leader in mouthguard
technology to the leading innovator in
sports protection around the globe. 

The highly rated Gel Max mouthguard
delivers all the essentials - from
protection to comfort. Its heavy duty
rubber frame provides impact protection,
while the multi-layer construction and
internal shock absorbing frame offers
protection and fit that outperforms
conventional mouthguards.

For more information about the Shock
Doctor range email sales@hy-pro.co.uk

1

2

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

IRON GYM PUSH UP-MAX
IRON GYM PUSH UP-MAX ROTATING PUSH UP
GRIPS ALLOW YOUR ARMS AND SHOULDERS
TO MOVE NATURALLY. 

More muscles are targeted more effectively
while reducing strain on wrists and joints. 

Strengthen and tone your chest, shoulders,
arms, back and abs - fast. It’s the ultimate
upper body workout.
For more information call 075 0644 3652,
email sales@irongym-europe.com 
or visit www.irongym-europe.com
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PRICE 
OF BATH
DESIGNING, PRODUCING AND
DEVELOPING BALLS FOR
TENNIS, MINI TENNIS,
SQUASH, RACKETBALL AND
MINI SQUASH, AS WELL AS
MANUFACTURING
PROMOTIONAL BALLS AND
RUBBER PRODUCTS OF ALL
KINDS SINCE THE 1930S,
PRICE OF BATH HAS A
WEALTH OF KNOWLEDGE TO
SOLVE YOUR SUPPLY NEEDS.

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

BROOKS PUREDRIFT
EXPERIENCE THE NEXT THING TO NAKED FEET WITH THE

HYPER-LIGHT PUREDRIFT (RRP: £100).  

Spread those toes with dual Toe Flex splits that allow your forefoot
to flex through its three functional units, creating natural balance

and a springy push-off.  

An anatomical last mimics the shape of your foot for a closer fit and
the ‘hardly there’ upper provides just a little more coverage than a

birthday suit. When you really want to feel free as a bird, remove
the sockliner for a zero drop experience. The no-

seam construction keeps it comfortable and a
soft platform mellows impact. Feet,

meet feel.
For more information visit
www.brooksrunning.co.uk. 

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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PRODUCT ROUND-UP

1.  COBRA MIRRORED GOGGLES. 01539 622322
2. VOLT ELECTRIC SCOOTER. ZINC. YING@HY-PRO.CO.UK 
3. NBA MINIBOARDS. UHLSPORT. SALES@UHLSPORTUK.COM
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TECNIFIBRE
THE NEW TECNIFIBRE ATP T.FIGHT RANGE - AVAILABLE
FEBRUARY 1, BUT CAN BE ORDERED FOR DELIVERY
FEBRUARY 1 NOW - HAS BEEN ENGINEERED TO BE A
PERFORMANCE PRODUCT TO BE USED BY BOTH ATP
PROFESSIONALS, SUCH AS JANKO TIPSAREVIC, AND
CLUB PLAYERS. 

The range is split into two, with the light weights featuring
Synergylink technology to increase power and reduce
vibrations, while the heavier racquets feature a Tour
Prepared handle to counteract the vibrations caused by
polyester strings.  

Like all Tecnifibre products, these racquets have gone
through Tecnifibre’s Playlab, an on-court testing laboratory
designed for one thing - to develop product innovation to
propose the most efficient product for specific player
targets.
For more information call Smash Sports on 01932 781311
or visit www.smashsports.co.uk or www.tecnifibre.com

1

STRETTON FOX - TOUGH STUFF. THE
FUTURE OF CRICKET PROTECTION
OVER 100 PROFESSIONAL CRICKETERS FROM THE UK, 
AUSTRALIA, SOUTH AFRICA AND THE WEST INDIES CAN’T 
BE WRONG - ALL HAVE PURCHASED STRETTON FOX’S NEW
RANGE OF PROTECTIVE EQUIPMENT.

Made by hand in the UK with technology originating from police 
and military protection, these cricket guards are 1cm thick and
incredibly light, but provide outstanding protection. A patent has
been applied for.

Neil Carter, Jim Troughton, Darren Maddy, Boyd Rankin and Tom Milnes
are just a few of the players using the pads. Visit strettonfoxsports.com
to see feedback from players and video impacts.
For more information email George Fox at
sales@strettonfoxsports.com or call 07989 909859.

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

|||||||||||||
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|||||||||||||
|||||||||||||
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– PERFORM LONGER –
WITH ZONED MUSCLE SUPPORT,  
DRY SKIN AND A WARM BODY

www.odlo.com

ISPO 2013, 03. –  06.02.2013, Hall B3, Booth 202

Slide 18. –  20.02.2013 Telford international centre stand B28

For more information please contact 0845 603 7289 or email uk@odlo.com.
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CAN YOU GIVE US SOME
BACKGROUND ON THE SHOW?
TaiSPO 13, the longest running sporting
goods show in Asia, celebrates a major
milestone in the spring when the exhibition
takes place for the
40th time at the
Taipei World Trade
Center Exhibition Hall.

This year the
show, which takes
place on March 19-23,
is part of Asia’s Super
Sporting Goods
Week, an event that
combines TaiSPO
with Taipei CYCLE,
the world’s second
largest bike show; SPOMODE, the Taipei
International Sports Textile and Accessory
Expo; and DiWas, the Taiwan International
Diving and Water Sports Show.

Offering the sporting goods industry the
second largest procurement hub in Asia,
we’re hoping to break last year’s record of
attracting 3,088 overseas buyers from 88
countries, which was a 63 per cent increase
on 2011.

Podium
On the

support features, while personalised
exercise will focus on exercise gear and
fitness machines that are, for example,
compatible with the iPad and can provide
the user with instant feedback about their
workout.

WILL THE WORLD FEDERATION OF
THE SPORTING GOODS INDUSTRY
BE IN ATTENDANCE AGAIN?
Yes. This is the fourth year the WFSGI has
chosen TaiSPO for its manufacturers forum,
which in 2013 will be providing expert advice
for brands wanting to enter emerging
markets like Russia and Brazil.

Also in attendance will be the S-Team.
Made up of the Taiwan Sporting Goods
Manufacturers Association, the Corporate
Synergy Development Center and the
Footwear & Recreation Technology
Research Institute, the S-Team debuted at
TaiSPO 2012 and got some rave reviews for
inspiring developments across Taiwan’s
fitness equipment sector.

For more information on TaiSPO 13 visit
www.taispo.com.tw

PROFILE

Laura Chiang, TaiSPO’s publicity manager,
gives us the inside track on the second
largest procurement hub in Asia

21www.sports-insight.co.uk

WHAT SPORTS DOES THE SHOW
CATER FOR?
The show has over 350 confirmed exhibitors
and features 1,700 stands that showcase
brands from the worlds of martial arts and

boxing to swimming
and racquet sports.

Individual areas
include fitness
equipment, sportswear
and accessories,
outdoor sports
products, sports balls
and massage
products. 

CAN YOU TELL US
ABOUT THIS
YEAR’S SPECIAL

FOCUS AT TAISPO 13? 
It’s green, senior and personalised exercise.
Green exercise looks at smarter, more eco-
friendly equipment and designs, such as
tracksuits made from old PV bottles and
treadmills that utilise the energy generated
by the user to recharge their mobile phone.

Senior exercise will showcase product
that incorporate low impact and special

“THE SHOW
HAS OVER 350
CONFIRMED
EXHIBITORS
AND FEATURES
1,700 STANDS”
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HOW WAS BUSINESS IN 2012?
We are pleased to report that, after 21
years of trading in the UK, 2012 was
another great year for the company. 

Last year we introduced some real
innovation with regards to the full colour
decoration of garments and textiles for
the sportswear, workwear and
promotional markets. The demand for
product decoration continues to grow
alongside the increasing range of new
and unique
performance
garments and
fabrics now
available for a
multitude of
sports and
leisure activities.
This year also
saw the
expansion of
our in-house
training facility
at our offices in Dunstable, Bedfordshire.

CAN YOU TELL US ABOUT THE
PRODUCTS AND SERVICES YOU
OFFER?
Since 1989 we have pioneered the digital
image transfer process throughout the
world  - we now have representations in
over 50 different countries. 

Our core business is manufacturing
and marketing a range of coated transfer
papers for many different aspects of
product decoration. 

Along with the transfer papers for
toner based printers, we supply and
support a range of professional heat press
equipment, sublimation, plotters, plus a
range of flex, flock and garment vinyls,
together with printable promotional items.

HOW BIG’S THE MARKET?
The personalisation market will continue
to grow for many years to come.
Customers no longer want to wait weeks
for orders and respond positively when
offered a sample of the item or product
to ensure total satisfaction. 

The arrival and acceptance of online
greetings cards and photo gifts makes us
all aware that you can now have what you
want, when you want, without the
traditional set up and artwork costs
normally associated with short run
printing. 

We have been instrumental in this
market for many years, as our transfer

papers also enable full colour printing
onto mugs, plaques, awards, bags, mouse
mats, phone and tablet cases and lots
more, including temporary tattoos - as
seen at the Olympics.

HOW MANY SPORTS RETAILERS
USE YOUR PRODUCTS?
Our customers in the retail sports market
continue to grow steadily and have some
great success stories going back many

years throughout the
UK. The only issue in
the past has been the
entry level cost of the
full colour printers. We
see great potential in
the retail sportswear
market over the
coming years due to
the simplicity and
marketing advantages
the process offers. We
also have an increasing

number of customers using the process
to decorate plaques and award products.

YOU RECENTLY INTRODUCED THE
OKI C711WT COLOUR-PLUS WHITE
LED PRINTER TO YOUR RANGE.
HOW’S IT BEEN RECEIVED?
In the past we have been involved with the
latest in digital printers, colour copiers and
large format options, but nothing as unique
or innovative as this new printer concept of
using white toner. Having the ability to
produce full colour transfers using white
toner offers colour matching and durability
as never seen before. We believe having the

Runners
Front

Jim Nicol, managing director of TheMagicTouch

22 Follow us @SportsInsightUK

ability to send any design, logo or image
from a PC direct to a printer and then
applying it to almost any garment, regardless
of colour or composition, has real potential.

Combine this with an entry level cost of
less than £2,000 and the C711WT offers a
real profit making opportunity. The printer is
affordable and, with a small footprint, can be
easily incorporated into a retail environment.
The printer also features our own utility
software, making the process both simple
and consistent. 

The new WoW 7.5 transfer paper used in
the printer involves no cutting or weeding,
plus it is applied at 120°C using a professional
heat press, thus avoiding any garment
scorching or press marks on the printed item.

We pride ourselves on our training and
the support given to all our clients and
always acknowledge that no customer is the
same - they each have different demands
and expectations. Therefore, by installing all
printers and conducting on-site training, it
gives us a better understanding of our
customers’ short and long term goals.

THE NEXT 12 MONTHS WILL BE…
We hope sports retailers consider
TheMagicTouch as a great addition to
their sales and marketing plans for 2013.
The process will help them gain new
business and expand the level of business
with existing clients. The option to move
into the workwear and promotions
market also offers good potential and
opportunity.

For more information visit
www.themagictouch.co.uk

PEOPLE

“THE
PERSONALISATION
MARKET WILL
CONTINUE TO
GROW FOR MANY
YEARS TO COME”
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The increasing demand for low volume runs 
of personalised sportswear make the Xpres 
Cut® transfer system a must for all suppliers 
of sports apparel.

Lease 
Xpres Cut 

for as little as 

£11 per week 

over 3 years

l	 Produce	single	and	multi	
	 colour	transfers	for	
	 Football	Shirts,	T-Shirts,	Bags,		
	 Polo	Shirts,	Caps,	Jackets,		
	 Tracksuits,	Promotional	Wear		
	 and	more			

l	 No	screen	or	set	up	costs						

l	 Superb	profit	potential

www.xpres.co.uk  
Tel: 01332 85 50 85

XPRES CUT®

THE PERSONALISED
SPORTSWEAR SOLUTION



performance 
teamwear

www.gamegear.co.uk  01332 85 83 85

K
K
97

8

K
K
99

4

K
K
99

6



HOW DID YOU GET STARTED IN
SPORTS RETAILING?
As a qualified rugby and cricket coach, I
realised it was really difficult to buy
sports balls economically. Through
sourcing and
supplying balls to
my local rugby
club and school, I
could see the
potential to make a
big difference and
change the way
clubs bought balls
- and opened the
business in 2008.

WHAT
EQUIPMENT DO
YOU STOCK?
Our main market is supplying clubs,
schools and coaches of any sport that
requires a ball. With 22,000 square feet
of warehousing available to us, we are
able to buy a huge range of balls, across
all sports, into stock, for immediate
delivery. 

HOW HAS TRADE BEEN SINCE YOU
LAUNCHED?
We started trading in the midst of the
recession - not the best time to start a
new venture - but we’ve seen excellent
growth throughout. Last year we grew
by 98 per cent and sales continue to
grow steadily as we develop our range
and improve our multi-buy packages.
We’ve developed software that allows us
to build multi-buy prices into our
website - the more balls you buy the
cheaper they become. 

WHAT ARE YOUR CURRENT
BESTSELLING
PRODUCTS/BRANDS?
We had great success in our first year
with Slazenger tennis balls, but over the
last two years we have worked closely
with Readers, Gilbert and Molten. Last
summer our biggest selling products
came from the Readers cricket training
ball range, while over the autumn Gilbert
Zenon rugby balls sold well. Now Molten
has been taken over by the Unicorn
Group, we look forward to working
closely with them to help develop the
brand further.

WHO ARE YOUR COMPETITORS?
HOW DO YOU COMPETE?
The sports ball market is every
competitive, so it is vital we stock the
current ranges that clubs and coaches

want - and we have to
ensure our website
looks knowledgeable.
Some customers
prefer to talk to us by
phone, so we’re proud
to offer that facility.
We take great care to
make sure
everyone a
customer
comes into
contact
with knows
about the

products. We offer regular
training sessions, including
cutting balls in half to
show how they’re
made. It’s also
great to get
feedback from
our customers
and we use this
information to
improve the
services
offered.

ARE THERE
ANY
CURRENT
OR FUTURE
MARKETING
STRATEGIES
YOU CAN TALK
ABOUT?
For now we are
concentrating on
product expertise,
making sure we
have the best
knowledge and
range and, if you
are a school or
college
looking for
multiple
sports balls,
that we are
the easiest to
deal with.

HOW DO YOU FIND OUT 
ABOUT NEW PRODUCTS? 
We are proud of the relationships we
have developed with our suppliers over
such a short period of time. They trust us
to market their brand and products and
they are in regular contact, offering
advice and information about any new
products.

ARE YOU PURELY AN ONLINE STORE
OR DO YOU ALSO HAVE A BRICKS
AND MORTAR SHOP?
We are an online retailer, but we used to
have a retail outlet in Oxfordshire. It
quickly became clear that people were
comfortable buying large quantities of
balls online, so we chose to focus on
stocking great products with bulk buy
discounts delivered quickly and
efficiently. 

WHAT ARE THE BIGGEST
CHALLENGES YOU FACE?
Our business is very seasonal, but
supplying a ball for every sport that uses
one helps to overcome that. The biggest
challenge though has been to learn

about sports we had never
encountered before and then
become an expert in that field -
such as korfball. We hadn’t seen
this game before, so a few of us
went along to a local club to try it
out. This dedication to detail
hopefully stands us in good stead

for the future. By
participating or speaking to
people who are actively
involved with sport we are
able to share the
knowledge and then
supply balls that

everyone wants,
needs and uses. 

The
Insider
Sports Ball Shop founder Stuart Cardy says business
has boomed since he launched four years ago
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“LAST YEAR
WE GREW BY
98 PER CENT
AND SALES
CONTINUE
TO GROW
STEADILY”

RETAIL 
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Official Kit Supplier to the
LV Division 1 & 2 Champions

Established in 1867 Surridge Sport is proud to boast an established legacy that 
places equal value from the professional to the grass roots sectors and is one of the 
reasons why Surridge have retained their No.1 position in the cricket marketplace.  
Surridge Sport is pleased to announce that 2012 was a record year for sales with 

the focus on further improvement for the Surridge trade customer in 2013.

Without doubt, 2012 has proven to be an incredible year for Surridge 
Sport with both Warwickshire and Derbyshire County Cricket Clubs 

winning the LV Division 1 & 2 Championships.

Order Your New 2012/13 Catalogue...
Contact the Business Development Team on
01282 418448 or email sales@surridgesport.com
www.surridgesport.com

Surridge Sport is pleased to announce that 2012 was a record year for sales with Surridge Sport is pleased to announce that 2012 was a record year for sales with Surridge Sport is pleased to announce that 2012 was a record year for sales with 
the focus on further improvement for the Surridge trade customer in 2013.

NEW 2012/13 CRICKET
CATALOGUE AVAILABLE NOW

Trade Dealers Preferred•
Special Trade Discount & Prices•

New Lower Prices On Many Items•
New Products Added for 2013•

Full Cricket & Trainingwear Range•

New Lower Prices On Many ItemsNew Lower Prices On Many ItemsNew Lower Prices On Many Items
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SUCCESS
Last year the British sports industry enjoyed a once in a lifetime

opportunity to reach out to the world. Adrian Hill asked a selection
of manufacturers for their thoughts on their export business in 2012

OVERSEAS

t could be said that 2012
was a year of years for the
British sports industry. The
spotlight that comes from
hosting the Olympics shines

once in a few generations. Both factual
and anecdotal evidence suggests that
what was lauded as the greatest Games
ever has had benefits of association for
British companies around the world.

Research by UPS and the Centre for
Economics and Business Research
revealed that the London 2012 Olympic
and Paralympic Games could drive up to
£21 billion in additional demand for
British goods and services over the next
five years.

A total of 80 per cent of 500
multinational companies surveyed

been a change from road to off road -
everyone is going into the hills now. In
Northern Europe CrossFit and functional
fitness are really strong. 

“The Scandinavian countries have
been a growth area for us. Sales to
Sweden, Norway and Finland combined
went up by 300 per cent last year. It’s
such a strong market for off road as they
are more cash rich at the moment than
elsewhere and are not afraid to buy.
Germany is very strong as well for us.”

Inov-8’s sales increased 40 per cent in
2012, are up 30 per cent overseas and the
company currently sells in 60 countries.

Mouthguard brand OPRO has also had
a great year exporting. Exposure at the
Rugby World Cup in the autumn of 2011
was beneficial, although the amount of

currently buy goods and services from
UK businesses. 70 per cent said London
2012 has made them more inclined to
source UK exports, while 10 per cent of
those that did not currently source goods
or services from the UK said they were
now more likely to do so. 

DIVIDENDS
Snappily titled brand Inov-8 has reaped
export dividends from the continuing
success story that is running, although
alongside the Olympic angle 2012 saw a
different tack come to the fore with the
more adventurous pounder looking for
new terrain to explore off road. 

Says Eoin Treacy, Inov-8’s European
marketing manager: “People are living
more active, healthy lives and there has

I
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London 2012 was effectively a shop
window to the world for the British sports
industry. The unequivocal success of the
Games boosted the ratings of products
associated with the host nation. 

Graham Richards, brand director -
sales and marketing - at Hilly says his
contacts around the globe had foreseen
the sales spike a good Games would
provide. He explains: “There has been an
upsurge of kids joining athletics clubs,
certainly around Olympics time, and a
general upsurge of people taking up
running and this has carried on. This has

been happening in the UK and
worldwide.

“The Olympics was a catalyst.
Overseas retailers said to me: ‘don’t
underestimate what the Olympics will do
for UK brands’. It has been a big
advantage this year. We are now trading
in over 20 countries. We’re particularly
strong in the United States, Canada and
Ireland. UK brands are held in great
esteem at the moment. The key drivers
have been the United States, Canada,
Ireland and the Netherlands, but we have
also been targeting central America.

“In 2011 exports represented 15 per
cent of our turnover. In 2012 it made up
25 per cent. We are in the third year of
our current business plan and when we
started exports were just three per cent
of our turnover. There has been quite a
significant shift.”

Richards is looking to technical
innovation to take Hilly forward, believing
that quality will always attract sales: “We
launched a very good lightweight
waterproof jacket priced at £140 - way
above the price we normally sell our
products at - and they flew out the door.”

SHOP WINDOW
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coverage given to the company’s
product could not be foreseen. England
star and OPRO brand ambassador
Manu Tuilagi was disciplined for
advertising the brand on his
mouthguard against the tournament’s rules.
The publicity was a godsend, as Richard
Evans, sales director at OPRO, explains:

“With hockey and rugby we have seen
growth in Africa, Australia and New
Zealand. In New Zealand we have had a
very good 12 months growth post Rugby
World Cup 2011. We had good exposure
for various reasons and have grown our
profile. Our sales have increased by 35 per
cent in New Zealand. We haven’t been in
that market very long, but year on year it
has been exceptional export growth.”

Evans adds: “Our biggest marketing
spend is getting as many elite players as
possible wearing our mouthguards. We
have recently signed up the Western Force
and the Melbourne Rebels and have Manu
as our brand ambassador. We supply teams
more than individuals, so that when, for
example, England play New Zealand we
have numerous players wearing our product
because they play for a team who we
supply.”

HALO
EFFECT
UK exporters
expect an
increase in
international sales
as a result of the
magical summer,
with not just
companies based
in London
benefiting. Firms
in northern
England and Scotland expect to profit from
the so-called ‘halo effect’.

“We had a private equity injection that
has facilitated growth,” explains Eoin
Treacy. “We are based in the north east of
England, which is an incredibly competitive
area for warehousing. It is as economic to
export from the north east as it is from

London.
We distribute to
Germany in a
guaranteed two days and as
a young company our IT systems are
sharp.”

UK Trade & Investment (UKTI)
research reports that 33 per cent of
businesses in all sectors say that lack of
contacts is a barrier to exporting. Richard
Evans says that OPRO, which now has a
distribution presence in 18 countries, has
used traditional means to develop
business contacts overseas. He says there

is no substitute for
getting a captive
audience at a
trade fair to
harvest contacts
and create new
sales angles: “The
foundation for our
export market is
ISPO MUNICH. The
vast majority of
the organisations
we export to were
sourced, either

directly or indirectly, at ISPO. If there is
one thing that has helped our export
business it is ISPO.”

Businesses generate an average
growth of 30 per cent after exporting for
just two years, according to Barclays. A
total of 31 per cent of those who currently
export are planning on branching into new

markets in the next year and a further 24
per cent in the next two years. 

Digital services provider Hibu and UKTI
launched a new online service in October
called Open to Export in an effort to help
UK-based small and medium-sized
enterprises trade successfully
internationally. Almost 5,000 unique users
per month are using the site, which
provides advice on subjects as diverse as
managing international payments and
choosing a translation provider.

CHALLENGE
The year ahead sees the challenge of
building on the massive platform 2012 has
created. OPRO has signed a five-year deal
with Ireland’s Gaelic Athletic Association
that starts this month and Richard Evans
says the company is looking to branch
out into combat sports.

Eoin Treacy is realistic about the
challenges ahead, offering some advice
based on the impact of fast export
growth on a business still developing. “It’s
been about keeping our focus,” he says.
“We are a very small, but rapidly growing
brand. It’s about doing less things well.
The temptation is to be in every market in
every country, but we have been
concentrating on doing things that are
our core very well.”

“BUSINESSES
GENERATE AN
AVERAGE
GROWTH OF 30
PER CENT AFTER
EXPORTING FOR
JUST TWO YEARS”

EXPORTING
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TAG has done the double - again. The
buying group followed its Ireland show
in October, where business written was
significantly up on 2011, with a
successful UK event four weeks later.  

The UK Buying Show at the Cotswold Water Park
provides established suppliers such as HI-TEC and
Magnum with a superb platform to showcase their key
product stories, as HI-TEC’s UK marketing manager
Helen Durant told Sports Insight.

It’s also a perfect place to meet members, according
to Roger Allen, sales director of Maru, who incidentally
said sales with the group are up 20 per cent on 2011.

But, as STAG emphasises, the two shows are all
about placing key future orders and taking advantage of
a range of special offers.

FIRST LOOK
New ranges on show included Samurai’s first ever
rugby boot, the Iconix SCS, which, says BrandCo
Management’s James Lawrence, got a positive
response from retailers. 

Also unveiled was the newly redesigned
OPROshield range for 2013 - well received by STAG
members, according to area manager Catherine
Hughes.

STAG’s buying shows
last October and
November have set
the group up for an
even more prosperous
2013, as it plans to
introduce two
additional event dates

Precision Swim, the latest extension to the
Precision brand, and the new Precision Goalkeeping
Schmeichology 3 and Running ranges, got rave
reviews as well, according to David Sanderson, brand
and marketing director at Reydon Sports, who adds:
“There was a real buzz at the show this year and we
are delighted with how our new developments have
been received.”

First-time exhibitors Warrior and Optimum also
had a fruitful two days in the Cotswolds. “We were
really impressed with how organised and efficiently
run the show was,” says Sean Deane, operations
manager at Optimum. “Our attending sales
representatives were able to meet up with numerous
retailers to discuss their requirements, write orders
and make appointments for future visits, while
showcasing our brand in full.”

James Thexton, trade marketing executive at
Warrior, said the show presented an excellent
opportunity for the brand to showcase its Liverpool
FC products, as well as non-Liverpool football range:
“The show had a terrific atmosphere and we’re
delighted to be working with the group.”S
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In 2011 it was former England
manager Graham Taylor, in 2012 it
was current Wales manager Chris
Coleman’s turn to make an
appearance on the Precision
stand.

The former Fulham and Coventry
boss (pictured with STAG’s Ward
Robertson) was officially
launching Precision and the
Football Association of Wales’
multi-year training aid supplier
partnership.

“It is vital at international football
level that we are using the
highest quality training products
on the market - and Precision
certainly delivers that,” Coleman
said.

“All coaching departments
throughout the FAW will benefit
from the deal and I have no
doubt it will make an impact on
the grass roots of the game in
Wales.”

“The STAG show provided the perfect forum for manufacturers
and retailers to undertake business in a positive and productive
environment. It has truly established itself as an important date in
the UK sporting goods diary.”
Paul Sherratt, Solutions for Sport.

“Once again, both Ronhill and Hilly had a very successful
show in terms of orders placed and meeting new customers. The
format and positive atmosphere made it very effective and
rewarding. It is very important for both suppliers and members to
support such events and make it worthwhile for all.”
Graham Richards, brand director - sales and marketing - Ronhill
and Hilly.

“The show provided a shot in the arm to both retailers and
suppliers in the sports and outdoor retail market. Many retailers
talked about seeing green shoots of recovery in the economy, as
they were looking to invest in their businesses.”
Ian Tomlinson, CEO of Cybertill.

“As a specialist brand, Reusch products can offer a point of
difference to independent retailers. It was therefore nice to see so
many returning customers at the STAG show who were looking to
place orders for new 2013 styles after a successful sell through in
2012. Despite the state of the economy, orders placed at the show
were up on the previous year and increased exposure of Reusch
gloves within the professional game was a contributory factor for
many retailers wanting to stock the Reusch brand.”
Bob Fidler, Reusch UK.

“This year we are celebrating 25 years supplying STAG. We
were one of the first companies to agree terms with the group
and it is great to see them going from strength to strength.
Without doubt, the STAG show has been invaluable in building
relationships with their membership. As always, this year’s event
was brilliantly organised and well supported.”
Robert Pringle, sales and marketing director, Harrows Darts.

“The STAG show was as ever a well organised and well
attended event. Customers were friendly, interested and most of
all there to buy.”
Josu Shephard,
director Jakabel.

PERFECT FORUM
EXTRA DATES
STAG will be introducing additional shows in the UK
and Ireland this year, as it builds on what managing
director Ricky Chandler described as an “amazing
2012”. 

He told Sports Insight: “We could not be more
delighted with the turnout of members at The Irish
STAG Show 2012. With almost 100 per cent
attendance from members, it made for a great
buying atmosphere and many suppliers reported
big increases in the amount of business written in
response to their excellent show deals.

“The UK show was also a great success. Great
offers from suppliers, members that came in their
hundreds, wonderful surroundings and service from
the hotel, a party night to remember and a huge
amount of business written meant it was a true
buying show. These are exciting times for the STAG
Buying Group.”
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s a youngster Oman international
goalkeeper Ali Al-Habsi knew all about
the likes of Peter Shilton, Ray
Clemence, David James, Neville
Southall and other goalkeeping

legends of English football.
“All Arab countries are crazy about 

the English game,” he explains. “They 
know every player in the Premier 

League and follow everything on TV 
and the internet. They just talk about

football, football, football.”
So did young Al-Habsi. He 

never dreamed that talk would 
be transformed into action in a
most remarkable way. That in 
just a few years he would not 
only be a Premier League player
like his heroes, but would also
be a major figure in relaunching
the iconic goalkeeping gloves
they wore in those distant
glory days.

HIGH PROFILE
At 31, Wigan Athletic’s
charismatic keeper is now
one of the first high profile
signings to be wearing
Sondico goalkeeping 

gloves as part of a three-
year deal that also includes 

a key role in developing future
Sondico products.

“I’m extremely proud and
excited to follow in so many great

goalkeepers’ footsteps and be part of 
the Sondico relaunch,” Al-Habsi says. “I’m

now wearing the new gloves in the greatest
league in the world.”

“Ali is a fantastic goalkeeper and a super guy and
it’s great news that this season he’s wearing our
gloves,” says David Baxter, product and marketing
director for dbx sports, which is designing, 
developing and marketing the brand under licence
from Sports Direct.com to sell goalkeeping equipment
in the UK and Europe.

He founded the Stockport-based company a year

The Wigan goalkeeper talks to Tony
James about his journey from a desert
village in Oman to the Premier League 

MY SPORTING LIFE

A

Ali Al-
Habsi
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Sir Alex Ferguson wanted the
youngster, so did Kevin Keegan at
Manchester City and Sam Allardyce at
Bolton, but work permit problems meant
he headed for a three-year stint in
Norway instead with Lyn Oslo. He
remembers: “I was so happy. I was the
first player from the Middle East to sign

and play in Europe. To
be honest, I didn’t know
anything about Norway.
When I arrived there I
was shocked by the
snow and the dark all
day. It was minus 15.
But when you have a
dream you forget
everything else. It was a
fantastic three years.”

Al-Habsi’s dream of
playing top class
English football finally

came true in 2006 when Sam Allardyce
signed him for Bolton Wanderers, then in

the Premier League.
The

problem
was that
Bolton already
had a first choice
keeper in Jussi Jaaskelainen
and Al-Habsi only made 18 first
team appearances before being
loaned to neighbouring rivals Wigan in
2010, where he became the club’s player
of the year before signing a four-year
contract with them a year later.

“I am very happy,” he said at the time.
“I want to thank everyone in Bolton for
helping me get established in this country,
but I need to be playing first team

ago and has already launched three
ranges of gloves incorporating cutting
edge latex technology and new 
materials that improve a goalkeeper’s 
grip in wet weather.

Originally an Indian company making
sports accessories, including cricket
equipment, Sondico began making
football kit when it
relocated in
England. In its
prime, the company
counted many top
UK goalkeepers
among its
customers.

Baxter
likes working with
goalkeepers. “I always
describe them as
individuals in a team
game,” he says. “They are a
breed apart and always great
characters. You can talk to
goalkeepers for hours on end about
products and they love it. Someone like
Ali will want to know all about our gloves,
from the way they are made to the
fabrics and technology.” 

Ironically for someone now regarded
as one of the outstanding stoppers in the
Premier League and with nearly 80 caps
for Oman, the 6ft 4½ in Al-Habsi had no
early ambitions to be a goalkeeper.

“I started playing in the street in my
village in the Oman desert,” he explains.
“You don’t have a grass pitch - you play
on sand or stones. I started as a striker,
but when I got to 16 my brother Abdulaziz
said: ‘Ali, why don’t you try to be a
goalkeeper?’. But I was just playing for fun.
I never dreamed I would be in the national
team, let alone the Premier League.”

BUDGIE BURRIDGE
When he was a fringe player in the Oman youth team and a
part-time fireman at Muscat airport Ali Al-Habsi caught the
eye of one of football’s most celebrated eccentrics - John
‘Budgie’ Burridge.

Budgie was Oman’s national goalkeeping coach at the
time and a legend in his own lifetime. He played for 29
clubs, including Newcastle United, Aston Villa, Wolves and
Blackpool, in nearly 800 top class games. He was said to
sleep in his goalkeeping gloves and got his wife to throw
fruit at him when he wasn’t looking to sharpen his reflexes.

But he knew about goalkeepers and when he saw Al-Habsi
save a penalty in a training match he thought he had spotted a
winner. He told the 18-year-old: “I saw how you saved that
penalty and I can see that you can go very far. Concentrate,

train hard and I promise you I’ll get you to England.”
For a part-timer playing in the Oman third division it

sounded a pretty far fetched claim. “To be honest I just
laughed,” says Al-Habsi. “No player from the Middle East
had been given a trial or played in Europe.” But Budgie
Burridge kept his word and from that moment the young
keeper’s life changed beyond recognition.

“When someone believes in you, you do everything,” Al-
Habsi says. “When I was 18 John brought me to England at
his own expense. I trained with Bolton and had a trial with
Manchester United. He took a picture of me at Old Trafford
and said: ‘This is to remind you. You will play here and you
will be a star’. When I eventually played there for Bolton I
got man of the match and John was there. It was brilliant.”

INTERVIEW

football. Wigan is building a really exciting
young team and I am thrilled that I can be
part of that.”

KEY FIGURE
Since then he has become a key figure in
manager Roberto Martinez’s team and
has settled happily in East Lancashire. A
devout Muslim, Al-Habsi says his religion
has helped him a lot and has nothing but
praise for the support of his teammates
and the Premier League. “When it is time
for prayer, the other players respect that,”
he explains. “When we go to away games,
before kick-off there is a special place for
me to pray.”

Not surprisingly Al-Habsi’s displays for
Wigan have not gone unnoticed by the
Premier League big guns, but he says he
isn’t pushing for a move. Manager
Martinez declares: “I would not take any
keeper in the Premier League to replace
Ali. That’s how much we rate him.”

And the man himself is looking
forward to performing

his weekly heroics to
keep perennial
underdogs Wigan

in the top flight
against all the odds - in the very latest

Sondico gloves, of course.

“NO PLAYER
FROM THE
MIDDLE EAST
HAD BEEN
GIVEN A TRIAL
OR PLAYED IN
EUROPE”
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forget the legendary outdoor party
taking place on Sunday night after
the show. 

In 2013 ISPO MUNICH will
showcase an exciting new topic that is
proving highly significant -
‘Healthstyle’. This describes the fusion
of sports and health - product
innovations, high quality lifestyle
design and new customer groups will
revolutionise the sporting goods
market and the healthcare industry.
The second healthcare market is
booming and in Germany alone it is
forecast to grow by 8.7 per cent in the
medium term, with the total turnover
set to reach €100 billion by 2020. 

This trending topic will be
presented with two events at ISPO
MUNICH - ISPO Health Forum at ICM
and in the ISPO Healthstyle (booth in
Hall C1.121 with 250 sq m and corridor
between Halls B3 and B4). 

In addition to this, there will be, in
cooperation with body LIFE and
Trainer Magazines, an ISPO Health
Trainer Corner, creating an area of
interest for this sector and anyone
studying sports science.  

Specialist halls, seminars,
showcase awards and features 
all await. Just head to ispo.com to
find out more.

ISPO BEIJING
From February 27-March 2 the focus
moves to China, where ISPO BEIJING
is paving the way to sports business
success. It is no longer about ‘made

SHOW PREVIEW

in China’, as the aspirations of 
young wealthy Asian consumers 
are all about made for China. 
Quality and authenticity are a
reflection of their increasing focus 
on lifestyle statements.

A strong interest in outdoor has
resulted in a vibrant and vital show for
Asia. ISPO BEIJING is not just setting
the trends with product innovations
on display, but setting the trends by
becoming the ultimate resource. The
OIA will have a group area for its
members once more, with a lounge
for networking hosted by UKTI. 

Exhibiting at ISPO BEIJING creates
attention for any UK brand, as the
market has a passion for authentic
branded goods and a post Olympic
legacy of engaging with ‘cool culture’.
It’s the proven route for networking to
find distribution. For those who already
work with China, the show provides a
perfect platform for business
engagement with existing connections
or new ideas and introductions.

BEIJING TO BRAZIL
Brazil is one of the fastest growing
consumer goods markets in the 
world and is the next stop in the
global sports calendar, with the FIFA
World Cup and Olympic Games
already in preparation. 

We are already seeing the positive
impact London 2012 made on Brazil,
as British construction firms head
there to start preparing the
infrastructure for the next Games and
football championships. Through ISPO
that sporting interest can ultimately
develop into sporting business,
particularly for anybody with an
outdoor focus. Already ISPO has
taken its first matchmaking group to
Brazil to get an overview of this
exciting emerging market.

When it comes to talking business,
there has to be a right time and
place. The place has to have all 
you need to make contact under 
one roof, with every possible
communications opportunity. And
no real travel headaches. The time 
is now, for business never stands 
still - it is constantly evolving with
new challenges, opportunities 
and inspiration. 

We’re talking about ISPO. It’s more
than a trade show - it’s an experience.
Where you can meet, see and speak
about everything that provides the
energy within our industry. 

ISPO MUNICH
February 3-6
At ISPO MUNICH over 2,300
international exhibitors present a
complete selection of sporting goods,
athletic footwear and fashion from
outdoor, ski, action and performance
sports to more than 80,000 visitors
from over 100 countries.   

The UK and Ireland are strongly
represented at the show throughout
the halls. The FSPA will have a
showcase UK area in Hall B4 featuring
The London Lounge, a reflection of
our 2012 sporting legacy. All are
welcome to drop by - and there is a
Monday get together from 5pm.

In addition, Andrew Denton will be
presenting the Outdoor Industries
Association campaign ‘Britain On
Foot’ on the Summit Stage in Hall A6
on February 5 at 3.30 pm. And don’t

37www.sports-insight.co.uk

WE TALK ISPO
Connecting sports business professionals across the globe
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Ticket registration is
now available online
with significant discounts at: 
www.ispo.com/sports-
business-connected/ 

ISPO’s UK Information Center
is run by industry specialist
Totally Foxed, who can be
contacted for all things ISPO
on 01923 233683 or
ispo@totallyfoxed.com. Follow
on Twitter: @ispoUKnews
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t’s me against the world.
What small business owner
doesn’t feel like that from
time to time? Indeed, being
in control of your own

destiny, responsible for all your
successes and directly involved in all
aspects of the business, is why people
set up alone. But it can get lonely,
especially if the manure hits the air
conditioning unit. 

So consider joining a business
association. There’s a lot of choice - local,
national, international, trade specific,
general, big and small. What you’re
looking for in an association will define
who you pick. You may want commercial
support, technical advice, expertise
outside your field, opportunity to share
experience or meetings where you can
have a good moan with like-minded
peers. It’s all available; you pays your
money - in varying amounts - and you
takes your choice.

FORUM
Since there are 60 of them, we’ll consider
first the Chambers of Commerce. Their
main virtue is that they are each a forum
for local businesses, with that word ‘local’
at the top of the agenda. Membership is
generally perceived (accurately) as a
networking opportunity - not just doing
business with local peers, but sharing
experience concerning practical issues
and needs. Chambers are typically a

he listens to them. Annual subscription
varies from £100 (£130 in the first year)
for a sole trader to £240 for someone
employing 20 staff, £450 with 100
employees and so on, although I doubt
that anyone with 100 employees regards
themselves as a small business.

It’s what members get for their money
that makes it good value. A 24/7 legal
advice line plus advice on tax, VAT, benefits

and employment law is a
good start. It’s backed up by
representation costs up to
£50,000 in those areas
where the small businessman
feels most friendless, such as
in depth Inland Revenue
investigations, appeals to 
VAT tribunal decisions,
motoring prosecutions and
appeals under health and
safety legislation. There is
also advice and cover of
costs for employment and
PAYE disputes.

Given those 200,000
business members, it’s no surprise that
the FSB has negotiated some good
money saving deals, too. They’re all
business relevant and these are just a few
that would make your subscription
worthwhile: discounted insurance; lower
call rates with BT, without a minimum call
spend; and free business banking.

The FSB operates on national,
regional and local levels. For those

mixture of retailers and the professions,
but members also cover all facets of
business. Costs vary, with the classic
range, based on company size, being
£200-£2,000 per annum.

What you get for your money varies
from chamber to chamber. It will include
access to funding, training programmes
and advice on expansion. Most offer
business related specially negotiated
rates on such things as
fleet cars and HR
management. Your local
chamber will have its
relevant issues, which you
quite probably share -
parking, transport,
policing, etc - and which
you have a route to
influence via
membership. They are
also a unique resource for
exporters. There are
chambers worldwide
offering access to local
markets, running trade
missions and providing access to local
knowledge from business people on the
ground in a target location.

Give serious consideration to the
Federation of Small Businesses. This is
fundamentally a business protection
organisation with a powerful lobbying
function. The FSB is national and it’s big -
over 200,000 members big. The prime
minister doesn’t just talk to these people,

I
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Paul Clapham explores the benefits of joining a business association

TOGETHER
EVERYONE
ACHIEVES MORE

“THE
FEDERATION

OF SMALL
BUSINESSES

IS BIG -
OVER

200,000
MEMBERS

BIG”
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ASSOCIATIONS
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looking for an advertising and PR
opportunity to reach businesses in their
locality, the regional magazines are ideal.
The FSB product is good and reaches the
right people. Moreover, because people
have paid for the magazine through their
subscription it gets read. 

NETWORKING
Let’s address the topic of networking,
since this is an inherent business
development opportunity in joining
organisations. I will freely admit I’ve never
been good at it, so this is a distillation of
others’ successful habits. 

Be a regular at meetings because it’s
a long term plan, plus you’ve paid for
membership, so get your money’s worth.
Don’t go to the first meeting, foist your
business card on everybody and talk
incessantly about your business. You will
get a well deserved reputation as pushy
and self absorbed - and no business. Be a
good listener. It’s the basis of good
selling, in any case, so ask people for their
advice, take their business cards, buy a
few drinks. Quite simply, become
everybody’s friend. 

In the case of general (ie, non sports)
associations, talk to the honorary secretary -
after a while - and offer to do a presentation
on the benefits of company sports teams or
similar. Organisers of associations are unpaid
and often desperate for a good, relevant
speaker. Your topic has the benefit of being
propped up by some interesting products. 

Don’t turn this into a 30 minute
sales pitch. Give them advice and they’ll
talk to you when they’re ready to buy. If
you’re something of a raconteur, make it
entertaining - the daft things people ask
you for (other retailers will enjoy this in
particular) or the behind the scenes
shenanigans that sports organisations
manage to brush under the carpet. 

I have a friend who is a commercial
insurance broker - how dull could a
topic be? In Jim’s hands it works fine.
There are lots of funny horror stories
and he says he invariably gets a call
saying: “Actually, that idiot we were
laughing at is, ahem, me. You’d better
come and see me.”

In due time be ready to do a year’s
turn as one of those unpaid committee
members. It increases your authority
within the group and gives you more
access to members.

There is not a sport that isn’t
bristling with associations. They are
national, regional and local. Typically,
local associations cover a county, which
for most Sports Insight readers is an
ideal catchment area. The trick is
choosing which one(s) to join, given that
your time is finite. Go to a few meetings
as samplers - you’ll recognise
immediately the buzzy organisation
where most business potential lies and it
may not be one of the big sports,
although it should be one where you
have some specialisation.
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Sports retailers in the UK
have the benefit of two
groups to consider. So what do
you get from membership? The
basic principle is that they help
towards a level playing field with
big retailers by combining
independents’ purchasing, so
achieving a better overall deal.

STAG is the largest sports
buying group in the UK and
Ireland. It offers trade discounts
on a range of around 160
brands. It stresses some good
practical benefits to retailers,
including one cheque for
multiple invoices, hence less cost
and time spent. 

Joint managing director
Ricky Chandler makes the very
pertinent point that for
everybody to benefit from
membership, everybody should
be actively involved - it’s a team
game. The more retailers buy,
the stronger STAG’s negotiating
power and the stronger the
promotional offers from
suppliers. The more retailers buy,
the more members STAG
recruits, the greater its
purchasing power and so on. It’s
a virtuous circle.

In the same way, every
member should plan to go to
the shows STAG organises. The
UK event last November had a
good vibe and members who
didn’t take advantage of the free
overnight hotel deal missed out,
all round.

INTERSPORT offers a
globally recognised brand and
mutual status, which means all
profits are returned to members.
It provides exclusive products
from major brands and an own
label range.

INTERSPORT runs four
shows a year at its head office in
the West Midlands, where there
are some great deals available to
members. Internationally, the
company is big, but promises to
fit with the small retailer, too.

The general principle is that
everyone in the business should
give serious consideration to
joining a buying group. The
financial benefits are significant
and you’ll be more involved in
the trade as a whole.
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t’s been a good 12 months
for hockey. Great Britain’s
women won bronze at
London 2012 and Sport
England’s latest Active

People Survey indicates that 30,000
more adults are playing the game, the
fifth highest spike in participation
registered by any sport in the past year.

Yet within the media and the hearts and
minds of the masses it remains a minority
pastime that only raises its head above the
parapet once every four years when the
perennially competitive British teams are in
medal contention at the Olympics. It’s an
age old problem for manufacturers and
retailers.

INITIATIVES
The sport is on the move thanks to new
initiatives such as Rush Hockey, a five-a-
side derivative, and Back to Hockey,
aimed at getting former female players
back into the game and attracting new
participants in an informal, ‘no strings’
environment.

able to watch top level hockey and
hopefully be inspired to go to their local
club and get involved.”

The clubs have benefited from the
increase in participation, with 5,500 more
young people playing in clubs compared
to 2011-2012. More people playing should
mean more sticks being sold and the
evidence backs that up, but
manufacturers yearn for more. Simon
Mason, president of England Hockey, has
a foot in both the administrative and
manufacturing camps as a partner of
Mercian Sports Company.

“There has been a small upsurge, but
not a revolutionary shift in purchasing
patterns,” says Mason. “I see it as a
bubble. The Olympic Games was one of
the greatest dampeners for sales. For two
weeks people were sat in front of the TV.
Then they realised they needed new kit
and August, September and October
have been encouraging. It’s been the best
first half of the season for three to four
years.”

PLAYING BASE
Getting youngsters involved is the goal
not just for hockey but all sports, as it’s
the most obvious way to develop a long-
term, wide playing base.

“The school market is really
important,” agrees Walsh. “My stick
manufacturer - Gryphon - is looking to
move into schools more. We have five or

It harks back to the halcyon days of
1988 when the British men won gold at
the Seoul Olympics and inspired large
numbers to get involved. Sadly that influx
gradually drifted away, just as the elite
team dropped down the rankings and the
intense media interest melted.

Kate Walsh, who led the GB team to
third place in Stratford in August despite
sustaining a broken cheekbone during the
tournament, believes if her side and their
male counterparts, who lost their bronze
medal match to Australia at the
Riverbank Arena, can make that push to
become number one in the world it could
open the door to greater interest and
profitability for the sport’s industry.

“What we need is more success, then
we will get more media attention,” says
Walsh. “The Olympics showed the
potential - every game was sold out. The
governing body was uncertain before the
tournament began, but the stands were
full and they were delighted. If we do well,
the success will attract the media to
tournaments and more people will be

I
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GIVE
IT
SOME

Hockey goes back into publicity hibernation after
its quadrennial fortnight of Olympic attention.
How tough is it for niche manufacturers in a
sector dwarfed by other team sports in the UK?
Adrian Hill reports

STICK

give it some stick_SI Template  04/01/2013  14:21  Page 1



Hockey retailers are not alone in having
suffered during the recession, but the
sport’s position some way down the
ladder of British team sports places an
extra strain. Football, cricket and rugby
dominate the media and the
preponderance of small-sided soccer
matches pushes the available time for
other sport on artificial turf to the
margins. 

Simon Mason has a phlegmatic
attitude to fighting an unequal struggle

against the big-time sports. “In the UK
and Ireland we have two or three
sports engrained in our culture - we
have to accept our lot and make the
most of our opportunities,” he says. We
can never compete. If Reading Football
Club and Reading Hockey Club
[Premier League in both men and
women’s hockey] are both playing at
home on the same day the football will
get 30,000 and the hockey 1,000 -
that’s just a fact of life.”

Kate Walsh, an eloquent
spokeswoman for her sport, who
combines training with the England
squad at the National Hockey Centre at
Bisham Abbey with working for public
relations firm Promote PR, says it is
essential hockey maximises its
advantages, with all shareholders
pulling the same way.

“As a relatively small sport it’s vital
we all work together - we all want the
same thing,” she argues.

“IT’S VITAL WE ALL WORK TOGETHER”

HOCKEY
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six manufacturers in this country. adidas
came in and shook things up with cooler,
brighter colours attractive to children and
now we have sticks specifically coloured
to show children where to put their hands.
When I started I
remember the
hardest thing was
to know where to
hold the stick, so
this has been a
great innovation.”

Mason adds: “It’s
really important for
juniors to come into
the game. They are
influenced by
hockey heroes and
the success and
increase in
participation we have seen recently has
meant sales of first sticks and
intermediates have grown.

“Schools are the best place to try to
keep children in the sport. We have been
expanding our junior offer to four, five and
six-year-olds and upwards through mini,
mini, mini colts. I feel the sport is in a
good place; I’m sure that nothing more
could have been done to increase interest
this year.”

Many sports use technological
advances to inject excitement and
anticipation into the market as a driver for
sales. The modern hockey stick is far
removed from the original, but seven
years ago a radical move - increasing the
degree of bow in an effort to get faster
ball speed - was introduced. The
authorities placed a limit of 50mm on the
maximum depth of bow over the length
of the stick, but within a year had
downgraded this to 25mm.

“The International Hockey Federation
changed the rules to decrease the level of
the bow, which has limited the amount of
development that can be made to the
stick,” says Walsh. “Grays experimented
with increasing the holes halfway up the
shaft to improve the follow through, but
that didn’t really take off. I don’t see too
much change to the design of the stick
coming through in 2013.”

RAW MATERIALS
“We are pushing through technology with
our sticks as much as we can through the
Pro Line range,” Mason explains. “They
are made in Pakistan, but the best carbon

fibre available is in
Scotland. So we get
the carbon fibre from
Scotland, ship it to
Pakistan, the sticks
are made and then
are shipped back to
the UK. It’s all about
the quality of raw
materials and you
can’t always get the
best from the site of
manufacture.”

Hockey stick
manufacturers are

using more and more vivid colours to
zero in on the move towards greens and
fluorescents for the young, fashion
conscious sports person. With sticks, as
much as apparel, boots and racquets,

getting the look right is crucial, as design
is a major factor in purchasing decisions
for impressionable young customers. The
Grays Fluo Junior Composite has all the
colours of the rainbow on it, the adidas
HS10 Monster is a lime green creation and
Kookaburra’s Solo starter stick is a canary
yellow option. 

The game is the same, but the look
and feel has been altered rapidly in the
past few years, with the blue and pink
playing surface used at London 2012 an
iconic statement. Hockey has been
punching above its weight in the past 12
months, but just needs another ‘moment’
such as 1988 to kick on. Its growth is
limited by public perception, as much as
anything else.

“I’m positive about the marketplace -
it’s competitive in the UK, but we’re global
so have growth areas in other countries,”
says Mason. “Participation numbers are
up, we are building on the Olympic profile
and the players are world class role
models.”

“THERE HAS
BEEN A SMALL
UPSURGE, BUT
NOT A
REVOLUTIONARY
SHIFT IN
PURCHASING
PATTERNS”
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M-Konzept Revolution
Art. 100148901

M-Konzept Turnier
Art. 100149101
Art. 100149102

M-Konzept Resistent
Art. 100149701

M-Konzept Level
Art. 100149301

M-Konzept Team
Art. 100150301
Art. 100150302

M-Konzept Challenger
Art. 100149601

To view our full range 

visit us at the 2012 UK Stag show.

• The Uhlsport M-Konzept football range
• The M-Knozept footballs features an Uhlsport patented
  22 panel design. The special panel construction focuses 
 on creating a ball with perfect roundness. 
• The shape and the special positioning of the panels 
 provides exceptional shape retention allowing a stable 
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CROSSFIT

15 minute blend of gymnastics,
weightlifting and
monostructural endurance,
CrossFit was spawned in a
Santa Cruz garage in 2000 by

former gymnast Gregg Glassman. When he
started to post his short, intense workouts
on a blog every day (the ‘workout of the
day’ or WOD) for readers to try out and
comment on, fitness fans flocked to the site
and the CrossFit phenomenon exploded.

CrossFit is now used by more than 4,500
affiliated gyms across the world and by many
fire departments and law enforcement
agencies, including the Royal Danish Life
Guards. Since 2007 the world CrossFit Games,
which are sponsored by Reebok and held in
Carson, California, have seen people from
across the globe compete for prize money
that in 2012 reached $250,000. 

CORE EXERCISES
CrossFit consists of about 20 core exercises,
which include the likes of box jumps and
burpees, and a small range of simple,
functional kit such as pull-up bars, kettle
bells and skipping ropes. 

So what’s the big deal about CrossFit?
According to Andrew Keaton, who runs
CrossFit Colchester with his business partner
Carl Saville, gyms don’t make good venues
for this form of exercise. “They have too
much equipment,” Keaton says. “The
CrossFit arena is known as a box, because
it’s essentially empty, though we do use
climbing ropes sometimes, which gyms
don’t tend to have. The essential component
of a CrossFit gym though is space, because
it is practised in a group.”

Indeed, the community aspect of
CrossFit has been sited as a big part of its
success. “People come along to us not
knowing anyone and have struck up
friendships already,” says Keaton. “It’s a
friendly, community based exercise. That
helps people to stay interested and stick at
it.”

GETFIT
DON’T GET CROSS,

A

CrossFit has taken the States by storm, put Scandinavia into a spin and got
Australia up and literally running. Will it have a similar impact in the UK?
Louise Ramsay investigates
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The sport is also attractive to beginners
because fitness is achieved quickly and
simply. “It’s easy to get bored in a gym
because it’s difficult to see any
progression,” says Keaton. “In CrossFit you
work on skills. For instance, there’s a
gymnastics element that includes walking
on your hands or doing hand stands.
Learning to do that is inspiring. It gives you
something to aim for that isn’t just about
increased muscle size.”

The aim of CrossFit is to prepare you
for the unknown. “You never know what
life’s going to throw at you, but if you do
CrossFit you can do anything,” says
Keaton. “Even digging a ditch. CrossFit will
have developed the muscles for you to do
it. If you’re a marathon runner, CrossFit will
develop muscles other than the ones you
use for running. This gives you support
when you run, means you get less tired
and the chances of injury are less.”

It's also designed to be a broad and
inclusive fitness programme. Since Keaton
and Saville opened CrossFit Colchester last
September, they’ve recruited 130 members.
“We get people aged from 16 to 60
coming along,” says Keaton. “I know in
some CrossFit places they’ve got people
doing it in their 80s. All ages can work
together because the regime is so easy to
adapt to each person’s needs.

“An elderly gent can be doing pretty
much the same exercise as a younger man
next to him because the exercise can be
adapted. There’s always an alternative, but
the most important thing is to keep people
working together.”

ELITE ELEMENT
While CrossFit is inclusive, the world
CrossFit Games ensures there is an elite
element - and it isn’t easy to qualify for
the tournament. “But we have lots of
regional competitions that are easier to
get into,” says Keaton. “There’s the London
Throwdown this month [January], which is
open to the whole of Europe. We also
have friendly competitions, a bit like in
football, with another local club in
Chelmsford.”

For the last two years Sam Briggs, a firefighter from Manchester, has been
one of the strongest female competitors in the CrossFit Games.

In her first year Briggs finished 19th in the 2010 CrossFit Games. The
next year she came back even fitter. Each stage of the 2011 CrossFit Games
season saw Briggs improve - from her third place worldwide finish in the
Open and second place finish in the 2011 Europe Regional, to her fourth
place finish in the 2011 Reebok CrossFit Games, which she rounded off with
a win in the final event.

Disappointingly, Briggs was unable to compete in the 2012 CrossFit
Games due to a knee injury, but last October she was back on form to
compete in the CrossFit Invitational in London and The Pantheon Games 
in Miami. 

FEMALE COMPETITOR

Different to the heptathlon in that it
isn’t sport specific, athletes at the CrossFit
Games compete in workouts they learn
about only hours beforehand, sometimes
including surprise elements that are not
part of the typical CrossFit regimen to test
athletes ‘ready for anything’. 

Kit is pretty non-specific and is based
around workout apparel and lightweight
shoes. “A lot of people swear by Converse
All Stars because they’re light and you can
do anything in them,” says Keaton. “Others
are into Vibram shoes, which imitate being
barefoot. Reebok have also produced a
CrossFit specific shoe, which is good to

progress into. Running shoes don’t work
because they only allow the foot to
progress in one direction. Some people
also wear weightlifting shoes for that part
of it, but not all.”

So far CrossFit hasn’t taken off with
children in the UK, but is big news in the
States. “It’s been taken on in schools and
it’s doing really well,” says Keaton. “It’s
popular because it’s a non-elite sport that
doesn't rely on being part of a team or
scoring goals.”

And what’s the future looking like for
CrossFit in this country? ”Excellent,” says
Keaton.

IN SEASON
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INOV-8
INOV-8’S NEW NATURAL F-LITE RANGE
BUILDS ON THE SUCCESS OF THE
ORIGINAL F-LITE, WHICH HAS BECOME
THE ‘GO TO’ SHOE FOR THE RAPIDLY
GROWING CROSSFIT MARKET. 

The new range offers the same snug heal
fit, industry leading sticky rubber outsole
and fascia band technology of the original
and much more. 

Rope-tech technology offers bur resistant
clamps for fast rope climbing, a redesigned
wider toe box allows toes to splay naturally
for more efficient natural running and the
new range still offers the best options for
transitioning to natural running with 6mm,
3mm and zero drop options. 
Inov-8’s new natural F-LITE range is what
the CrossFit market is looking for.

www.inov-8.com
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ASICS GEL-
EXCEL33 2 WITH
REVOLUTIONARY
FLUIDAXIS
TECHNOLOGY
UNTIL NOW, ALL RUNNING SHOES HAVE
BEEN DESIGNED AROUND THE UP AND
DOWN MOTION OF THE ANKLE. YET YOUR
FOOT DOESN’T ONLY MOVE UP AND
DOWN THE WAY A LAPTOP OPENS. IT
ALSO ROTATES AROUND DIFFERENT
ANGLES. THE SUBTALAR JOINT ALLOWS
FOR THESE ESSENTIAL SIDE-TO-SIDE
MOVEMENTS - PRONATION AND
SUPINATION. THESE ARE THE MOVEMENTS
THAT ALLOW THE FOOT TO FUNCTION
NATURALLY.

Based on this fact, ASICS has completely
redesigned the running shoe to work with
the subtalar joint, creating FluidAxis, a
technology that adapts instantly to your
foot’s natural movement.

FluidAxis is a revolution in running. It allows
every part of the shoe to adapt to your
foot’s natural movement. The result is a
running shoe with unparalleled fit and
comfort, providing a more responsive,
natural ride. So you can run the way nature
intended.
For more information call 01925 243360,
email info@asics.co.uk or visit
www.asics.co.uk/33
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INOV-8’S NEW NATURAL F-LITE
RANGE BUILDS ON THE SUCCESS OF
THE ORIGINAL F-LITE, WHICH HAS
BECOME THE ‘GO TO’ SHOE FOR THE
RAPIDLY GROWING CROSSFIT MARKET 
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SWIMMING

While most sports more than met the UK’s
high expectations in 2012, swimming was off
target. But why did it perform quite so badly
and can we get back on track in time for Rio
2016? Louise Ramsay investigates  

eam GB’s swimming dreams
drowned in the 2012 Olympic pool
when they won just three medals -
a silver for Michael Jamieson and
two bronzes for Rebecca Adlington

- two medals short of their target of five.
This was despite the sport receiving a funding

award of £25 million for 2009-2013 from UK Sport,
putting it in the same bracket as athletics, cycling,
rowing and sailing.

T

SWIMMINGLY
NOT GOING

Swim intro_SI Template  04/01/2013  14:23  Page 1



51www.sports-insight.co.uk

SPENDING
In a bid to become the first host nation to be
more successful at both the next summer
Olympic and Paralympic Games in terms of
medals won, UK Sport is spending a record
£347 million across 27 sports in its Olympic
2016 funding programme. However,
swimming is among a number of sports to
have its funding slashed - by 15 per cent to
£21.4 million. This is mainly because UK
Sport bases its funding levels to a large
extent on how many medals are won. 

However, funding isn’t only decided on
past performance - it also takes into account
whether Britain’s swimmers are good
enough to improve in Brazil. So what does
the GB swim team need to do to ensure it
betters its London 2012 medal haul?

A review panel set out to discover
exactly that. Chaired by British Swimming
Board member Craig Hunter, members
included Michael Phelps’ coach Bob
Bowman and Michael Scott, formerly British
Swimming’s national performance director.
The panel’s report was published in
December.

As a result of
the review, Scott,
who has lived in
Australia since
joining British
Swimming in 2007,
resigned his post
because the panel
decided that his
need to spend half
the year in his native
Australia did not fit
with his role.

American head coach Dennis Pursley,
who returned to the States after the Games
when his contract ended, was also criticised
for weaknesses in the sport’s ‘technical and
coaching leadership’. Pursley has since said
that he accepts full responsibility for the
team’s failings - and it can now be seen why. 

The report found that coaches decided
on their own methods and training
programmes and were not adequately
challenged or monitored. Some coaches
even made changes to their swimmers’ usual
programmes in the weeks leading up to
London 2012, affecting their performances at
the Games. 

To stop the same thing happening again,
Bob Bowman has agreed to advise Britain’s
coaches on how to adjust their training

programmes to prepare for summer trials
in Barcelona. 

The review also recommended
abandoning the current practice of
holding the main senior trials in the winter
and following the American model of
holding them in the summer - a few
weeks before the championship. Britain
held its Olympic trials in March last year,
13 weeks before the start of the Games,
and a number of swimmers experienced
a decline in performance levels during the

intervening
period. 

David
Sparkes, chief
executive of
British
Swimming, said
a worldwide
hunt had
begun to find a
new
performance
director and

head coach, but Rebecca Adlington was
critical of the delay in naming the new
person, calling the situation an “absolute
mess”. She was also unhappy that a new
head coach hadn’t been appointed to
help with the review. 

She said: “Us swimmers are like, who
do we go to? And this is the biggest
thing. We’d like to know who the person
is we can go to if we have a problem or if
we want something to happen. We like
routine, we like structure. We’re very
regimented and we like to know who is
going to be leading us.”

EMPHASIS
Martin Newton, sales and marketing
manager at Aqua Sphere UK, suggests

the problem is one of overall
management: “There’s been a lot of
debate and picking over the bones, but
at the heart of the issue it’s a
management failure. British Swimming
has seen a fundamental change in
coaching since Bill Sweetenham moved
on five years ago. There’s a lot to be said
for his tough discipline approach and an
emphasis on the power of the team,
rather than focusing on individuals. 
There is an argument as well that too
much time has been spent in commercial
areas such as sponsorship and promotion
and not enough has been focused on
training.”

Newton does, however, have positive
points to make: “The tally of medals from
swimming during the Games was
certainly disappointing. But that said,
there were some uplifting performances
from the GB Paralympic team, as well as
from competitors around the world, and
the feelgood factor from the Games has
translated into an increase in swim
participation and sales across all our
product segments.”

Ross Black from Hamilton retailer
Sportmax, which supplies a specialist
online swimming company, said its client
achieved records sales as a direct result
of the TV exposure swimming received
during the Olympics. Zoggs too has
reported an increase in casual swim
participation, though thinks that might
have had more to do with the poor
summer than the Olympics. However, the
company says its business in the UK is
showing double digit growth and
anticipates the trend to continue into
2013.

David Annand, Zoggs’ UK marketing
manager, says: “The Olympic medal
count was down, but it’s important to
counterbalance that by saying British
swimmers made more finals than ever
and were third behind the US and
Australia in the ranking of finals made.”

It’s certainly a different view from the
one that only looks at performance levels
in terms of bronze, silver or gold. Perhaps
things aren’t as gloomy as we might have
first thought. Given too that David
Sparkes has agreed to implement all of
the review’s recommendations, who
knows? Rio could be a return to
swimming glory for Team GB in 2016. 

■ Predator Flex Reactor: featuring lenses that react to different light conditions.
■ Predator Original Polarized with polarized lenses.
■ Ultima Air Gold: comprising the company’s Air Cushion technology with gold
coloured mirrored lenses. 
■ Sea Demon: fun goggles for children that have hologram ‘sea demon’ eye
lenses and a reptile look frame.

ZOGGS GOGGLES
FOR 2013

“THERE’S BEEN A
LOT OF DEBATE, 
BUT AT THE HEART
OF THE ISSUE IT’S 
A MANAGEMENT
FAILURE”

IN SEASON

Aqua Sphere’s new Seal 2.0 builds on the company’s original Seal model,
which uses curved lenses to deliver 180 degree vision. Offering a light,
streamlined profile, Aqua Sphere’s New Advanced Fit Technology makes
water penetration virtually impossible and, combined with cushioned
comfort, is designed to significantly reduce red marks and discomfort, even
when swimming for long periods. 

AQUA SPHERE
GOGGLES FOR 2013
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SWIMMING
IN SEASON SWIMMING

THE 2013 LINE UP FROM THE
JAKABEL TEAM
THE NEW JAKABEL LINE UP INCLUDES RANGES OF FRONT
FACING SUN PROTECTION WEAR AND WETSUITS FOR
AGES 0-13 YEARS, MAKING THEM EASIER TO GET ON OR
OFF.

Fabulous new floatsuit colours, towelling ranges and Jakabel’s
very own swim nappies are just part of the new collection.
High quality at low prices equals good value for money.

info@jakabel.com or call Josu on +44 (0) 20 8715 2385.
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ARENA
THE NEW ARENA COLLECTION FOR SS13 COMBINES
VIBRANT AND MODERN ALL OVER PATTERNS, STRIKING
PLACEMENT PRINTS, PANELS AND PLAINS IN BOLD,
EXCITING COLOURS. 

Design profiles cascade down from ladies’ and men’s to juniors,
giving continuity within the collection, with all costumes
benefiting from Italian design, innovative styling and fabrics. 

The Black collection (pictured) takes its inspiration from
Arena’s 40 year history within swimming and water sports, with
availability in chlorine resistant Waterfeel X-Life eco fabric
guaranteeing maximum comfort, precise fit and total freedom
in the water.

For more information call 01539 622322.

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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HILLY COMPLETES REDESIGN
OF ENTIRE SOCK RANGE 
HILLY HAS COMPLETED A REVIEW AND REDESIGN OF
ALL ITS 27 RUNNING SOCK STYLES IN ORDER TO
IMPROVE AND UPDATE THE BRAND OFFERING. 

The project took 12 months to complete, with the first range
of sock styles released in spring 2012 and the second and
final range launching in spring 2013. 

The new range has already been a success, with Hilly
winning an array of awards in both the running press and
from retailers. All awards were voted for by end consumers
or independent testers. 

Marketing manger Oliver Carter says: “Recent awards
highlight what the team are trying to achieve. Hilly is a world
class running sock manufacturer and we will continue to
develop through 2013. We have exciting plans for the brand
in spring 2014 for our customers in the UK and abroad.”
To book a presentation call Hilly on 0161 366 5020.

lllllllllllllllllllllllllllllll|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

SAUCONY
THE LATEST UPDATE TO SAUCONY’S
REVOLUTIONARY KINVARA WILL BE
LAUNCHED IN MAY 2013 WITH THE
BIGGEST MARKETING PACKAGE THE
COMPANY HAS EVER IMPLEMENTED,
INCLUDING TV ADVERTISING, A
COMPREHENSIVE DIGITAL STRATEGY
AND FURTHER BOLSTERING OF THE
BRAND’S PR SUPPORT.

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

The Kinvara is already Saucony’s top
selling shoe in the US and is now the
fastest growing style in the UK. 2013 will
also see the introduction of new off-road
and Gore-TEX versions.

For more information call UK headquarters
on 01794 537537 or contact your rep.

THE PROJECT TOOK 12
MONTHS TO COMPLETE,
WITH THE FIRST RANGE OF
SOCK STYLES RELEASED
IN SPRING 2012 AND THE
SECOND AND FINAL
RANGE LAUNCHING IN
SPRING 2013
56 Follow us @SportsInsightUK
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INTRODUCING THE LIGHTEST
KAYANO YET - THE ASICS GEL-
KAYANO 19 
WHEN SETTING OUT TO UPDATE THIS LEGEND FOR 2013,
ASICS FOCUSED ON THREE KEY ELEMENTS: IMPROVED
UPPER FIT, SIGNIFICANT WEIGHT REDUCTION AND
IMPROVED DURABILITY. 

With the GEL-Kayano 18 having won Runner’s World
magazine’s ‘Best Update’ Award, it was crucial ASICS
accomplished these goals without diverging from its famous
ride, support and cushioning.

The 19th version of the GEL-Kayano series takes a ‘stop at
never’ approach by becoming the lightest version in its storied
history. Much of the weight savings can be attributed to the
new Guidance Trusstic.

The GEL-Kayano 19’s upper fit also receives special attention,
with upgrades that improve this legend’s fit, feel and
durability. For these reasons and more, the new GEL-Kayano
19 is, from literally heel to toe, the best in its history. The shoe
will also be featured in the new ASICS TV campaign on air in
March/April 2013.
For more information call 01925 243360, 
email info@asics.co.uk or visit www.asics.co.uk

IN SEASON RUNNING
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HI-VIZ RUNNING CLOTHING WITH
A TWIST
RONHILL HAS JUST LAUNCHED ITS AUTUMN/WINTER 2013
COLLECTION TO RETAILERS.

The centrepiece is the capsule range of special hi-viz styles in
vibrant colour choices called ‘Twisted Vizion’. The splash of vivid
colours to the already bright range sets an exciting choice for
runners next winter. 

The AW13 range is built on solid foundations, following the
brand’s haul of awards from both the running press and retailers.
Ronhill won over 10 awards for both individual products and
specific ranges. 

Marketing manager Oliver Carter says: “Twisted Vizion is a bold,
bright and brilliant way for retailers to add new clothing choices
to their running customers next winter. We want to excite our
customers with our latest range, building upon a foundation of
quality.”
To book a presentation call Ronhill on 0161 366 5020.

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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RUGBY
IN SEASON RUGBY

OPTIMUM
FIRST PRESENTED AT THE RECENT STAG UK BUYING
SHOW, OPTIMUM’S NEW RANGE OF TRIBAL RUGBY
BOOTS (PRICED AT £24.99 JUNIOR AND £29.99
SENIOR) HAS PROVED TO BE THE COMPANY’S MOST
ANTICIPATED LINE IN RECENT YEARS AND, BASED
ON ORDERS ALREADY RECEIVED, IS SET TO BE
AMONG OPTIMUM’S BEST SELLERS FOR 2013.

Optimum has decided to extend the range to also
incorporate an easy fasten velcro version in sizes 10-3
with a moulded stud outsole for £19.99 and a six stud
outsole model for £24.99. In addition, the company will
also be launching a Tribal football boot in both junior
(£24.99) and senior (£29.99) sizes.

For more information, or if you would like to discuss 
the range with an Optimum sales representative, call 
01942 497707 or email enquiries@optimumsport.com

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

59www.sports-insight.co.uk

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

MAKURA SPORT
MAKURA SPORT WAS ESTABLISHED IN 2008 WITH A
SPECIFIC FOCUS ON PRODUCING PROTECTIVE SPORTS
EQUIPMENT. SINCE ITS INCEPTION, THE BRAND HAS
DEVELOPED A REPUTATION FOR PRODUCING HIGH QUALITY
PRODUCTS AT AFFORDABLE PRICES. 

Following on from the success of the Ignis Pro Mouthguard 
range, the latest product to be launched by Makura is the IRB
approved Warrior headguard.

This headguard has an ultra lightweight, flexible and breathable
design that provides a fantastic level of comfort and excellent
visibility. Hexaguard padding gives all around protection and
pivots in multiple directions to mould easily to the shape of the
head.
The full range of Makura products can be viewed at
makurasport.com. To place an order call 0330 333 8940 or
email info@makurasport.com

THIS
HEADGUARD
HAS A
FLEXIBLE AND
BREATHABLE
DESIGN
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he smartphone in
your pocket could
be set to replace
the mobile card
payment terminals

you may already be using in your
business. After sweeping the
business payments market in the
US, thanks mostly to the success
of mobile payment service
Square, which showed that the
smartphone could become a
secure mobile payment
terminal with the addition of
some hardware and an
accompanying app, the same
payment trend is tipped to
have similar success in the UK.

What these new payment
systems offer is a chance for
even micro enterprises to take
electronic payments. In the
past this may have simply
been too expensive to
contemplate, but now
incumbent banking systems,
with their integrated card
payment terminals, are 
not the only option if 
your business wants to
offer mobile card
payment services.

T
CONVENIENCE
With vastly reduced costs and infinitely more
convenience than traditional systems, smartphone
mobile payment systems look set to herald a new era
in business payments. Says Daniel Klein, CEO of
mobile payment company SumUp: “A lot of small
businesses are operating on very tight margins and
can’t afford to lose out on making a sale because they
can’t process a card payment. However, they are all too
often discouraged from partnering up with banks and
renting conventional payment terminals because of the
expense and difficulty inherent in doing so. 

“Our mission is to reduce the expense, remove the
difficulty and make it possible for every merchant -
no matter how small, unique or mobile their business
- to accept card payments. We’re taking the pain out
of taking payments and we’re helping small merchants
to build stronger relationships with their customers.”

Retailers who want to tap into this commercial
space can now do so for very little initial outlay. And
with individual transaction costs being kept low by the
entrants into this market, small business owners could
suddenly have a new payment channel.

UNLOCK
“The iZettle platform and solution demonstrate what can

be supplied without demanding retail capital investment
and unlocks the market for millions who would not or
could not previously take cards,” says Stewart Roberts,
managing director of iZettle. 

“The revolution may be starting with payment
acceptance, but will ultimately be in the face to face retail
world. Existing retail hardware and infrastructure providers
will need to reinvent themselves successfully to compete

with multiple small, agile and hungry new entrants. And
while some new entrants will fall by the wayside, I
expect some existing providers may also join them.”

Chris Minas, managing director at mobile agency
Nimbletank, adds: “The main pitfall I see at the moment
is consumer concern with security standards creating a
potential barrier for adoption. This is compounded by
the fact there are a few global players and several new
independent players hitting the market all with
different standards for different parts of the world.
Until this settles and is clear in the mind of the

consumer on which is safe and which is not, I do not
think mobile payments will take off quite as fast as

some people may think.”
Security concerns will always be an issue with any

new payment technology, but if the key vendors such as
mPOWA, SumUp and iZettle can assure their users that

robust systems are in place, these methods of payment
could become highly popular. 

Mobile money
Thanks to the smartphone, a range of mobile payment systems is now
available, but what advantages do they offer retailers? Dave Howell reports
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“WHAT THESE NEW PAYMENT
SYSTEMS OFFER IS A CHANCE

FOR EVEN MICRO ENTERPRISES
TO TAKE ELECTRONIC PAYMENTS”
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E-TAILING

WILL PLATFORMS LIKE MPOWA, SUMUP 
AND IZETTLE REVOLUTIONISE HOW
RETAILERS ACCEPT PAYMENTS?
Not in themselves. They all seem to be variants on ways of
facilitating existing payment methodologies and business
models. Truly innovative solutions, such as near field
communication payment schemes, are more likely to be
‘revolutionary’ if they can get enough traction among customers
and retailers and if they can deliver a business model that works
for payment systems, retailers and customers.

WHAT IS THE BIGGEST DOWNSIDE TO THE
CURRENT MOBILE PAYMENT SYSTEMS?
The biggest issue is that not enough people are using them
or, if you’ve signed up, there aren’t enough places to use the
solutions. I have enough trouble trying to use my Amex card
without fighting to get shops to accept something
completely new.

Even recent NFC trials seem a bit hit and miss, with
retailers like Boots recently switching out their NFC card
terminals. Devices containing the technology are few and far
between and the cost for many retailers of completely
upgrading an EPoS system with no guarantee of uptake - or
even that NFC will be the ultimate technology solution - is
going to hold adoption back.

And then when Apple, the world’s innovation leader for
mobile, bets consistently against NFC with its product
launches - Apple’s reasoning behind Passbook is that it creates
a frictionless experience by delivering barcodes within apps
and negates the need to install millions of readers for NFC
chips - you have to seriously question what the solution will be.
This is VHS versus Betamax replayed for the nth time and we
know that technological superiority doesn’t always win. 

63www.sports-insight.co.uk

Q&A Jason Cross, marketing director at mobile marketing specialist Incentivated

IS THE INDUSTRY SATISFIED THAT 
ROBUST SECURITY IS IN PLACE?
Internet Advertising Bureau research suggests that
consumers are less worried about this aspect of new
payment systems. I suspect the issue will be more whether
the credit card companies or clearing houses are satisfied by
the security offered in order to honour payments made
through these systems. If they are happy, then the rest of the
payment chain will probably fall into line. If customers start
to lose money through fraud - and claim this back, as
payments were made by card - I can see card companies
withdrawing support quite quickly.

THERE ARE NOW A NUMBER OF EPOS
SYSTEMS THAT ARE IPAD BASED. IS THE
FUTURE MORE INTEGRATION OF TABLETS AND
SMARTPHONES INTO THESE PLATFORMS?
This could easily help out smaller retailers, assuming the app
systems are cheaper and as secure as renting more
traditional card reader technology from the card companies.
If retailers can increase their margins slightly by having
cheaper card acceptance tools, these solutions may multiply.

Additionally, if you can align customer relationship
management and customer databases with these apps it may
well be possible to create much more quickly and cheaply
some truly innovative customer loyalty options for retailers.
Recognising a customer as they enter a shop, for example,
through a highly localised in-app link might allow retailers to
greet customers by name, understand what they bought on
their last visit or what they buy regularly. They may also be
able to highlight any relevant special offers or ask about an
event that a present may have been bought for, using tech to
reach that holy grail of the old fashioned corner shop.
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My accountant’s marriage has been
going through a sticky patch. His wife
works as his secretary and apparently
the confrontations, rows and silent sulks
were taking their toll. 

“I really began to wonder whether it
had come to a parting of the ways,” he
said. “Then I did some figures on the back
of an envelope and thought about what
lifting the computer down the stairs
would do to my dodgy back. So I took
her to Paris for the weekend and opened
an account for her at Monsoon.”

GLAMOROUS
I’m delighted to report the story has had
a happy ending. His wife’s glamorous new
image attracted the attention of a visiting
insurance salesman, with whom she’s now
living with in a bedsit outside Croydon. As
a result, my accountant has been able to
convert the main bedroom into a super
office. He also has a lot more time to play
golf and we’re having a game tomorrow.   

Of course, not everyone is so
fortunate. There was a case in the papers
only the other day of a divorced self-
employed retailer whose wife claimed half
the value of the shop and he ended up
sleeping in a deckchair in a friend’s
garden shed until he was evicted by a
delivery of early seed potatoes. Such
incidents only highlight a problem every
self-employed retailer has when his wife
or girlfriend comes to work in the shop.

It’s one I had to face last week when
my assistant Norman finally took the time
off he claimed to have been owed since
1994 and my wife
insisted on taking
his place. It might
sound a pretty
idyllic situation - a
leisurely breakfast,
a stroll around the
garden before
sending the wife to
open the shop and
get the kettle on
before you arrive. 

“I’ll bring your
coffee into the office,” says your partner
with a fond smile. “We don’t seem too
busy this afternoon, so I thought I’d nip to
Tesco. Salmon steak all right for supper?”

The truth is it doesn’t quite work out
like that, as my friend Harbottle will tell
you. He’s in partnership with his wife in a
sports clothing shop a few streets away. I
use the word partnership loosely - they
haven’t exchanged a civil word for four

years to my knowledge.
Harbottle keeps the shop

open all hours, even on Sundays,
as he desperately tries to earn
money for the alimony he
would be delighted to pay if
only Mrs Harbottle would
agree to divorce him.

We get quite a few
customers who come to
us because they can’t
buy what they want at
Harbottle’s, mainly
because his attention
seems to be
elsewhere. Like the
time his wife was
attacking the office
door with the angle
grinder she bought
in a B&Q sale or
cutting the coaxial
cable off his till with
a bread knife.

Indeed, the only time
Harbottle seems to get a bit
of peace is a couple of hours on Monday
and Friday nights, when his wife goes off
to work as a voluntary marriage guidance
counsellor.

Apparently they first discussed divorce
in the car from the church to their
wedding reception in 1988 and things have
gone downhill ever since. When I once
asked why they still went on holiday
together, Harbottle replied he would rather
take her with him than kiss her goodbye. 

Much of Harbottle’s limited spare time
is spent looking
in estate agents’
windows for
some premises
he could afford
to buy as a
home and shop
and so escape
from the living
hell in which he
resides. So far
he’s been
unsuccessful and

when he foolishly left the details of a
derelict butcher’s shop lying around his
wife cut the toes out of three dozen pairs
of Arsenal socks and stuck a four foot
high notice on the shop window reading:
‘My husband tortures our dog’.

TOLD OFF
An extreme case, I grant you, but most of us
will probably have experienced what usually
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Under the

TAIL-ENDER

“THEY FIRST
DISCUSSED
DIVORCE IN THE CAR
FROM THE CHURCH
TO THEIR WEDDING
RECEPTION IN 1988”

Counter
A sideways look at the world of independent retailing

happens when our better halves decide to
spend time behind the counter. For instance,
already this week I’ve been told off for:       
■ Leaving coffee stains on the running

shoe display.      
■ Putting commercial rubbish in domestic

black bin bags (horror!).
■ Putting the final demands in 

the tea caddy.
■ Saying: “Who’s that?” while the 

phone’s still ringing.
■ Having 40 winks in the women’s

changing room. 

And it’s only Tuesday. 
On the other hand, the mouse’s nest

has finally been removed from the box of
hydrocolloid blister plasters, the tea towel
we’ve been using every day since 1985
was ceremonially burned in the yard and
the whole place made so spick and span
you could carry out a brain operation in
the toilets without any fear of infection. 

Not only that, but my wife also
actually sold the Cristiano Ronaldo
sweatshirt that’s been in the bargain bin
since 2009, so all in all a little appreciation
might not go amiss.

Perhaps it would be wise to keep Paris
and the Monsoon account in reserve for
the next epic marital humdinger. In the
meantime, no one could object to a Marks
& Spencer voucher and there are
apparently some very reasonable
midweek winter breaks to Guernsey.
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