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As the “strongest name in fitness”, York Fitness has 

been providing high-quality fitness and gym equipment 

all over the world for over 80 years. Today, York Fitness 

continues to set the standard within the fitness industry

for product styling, durability, performance and value.

To find out more about becoming a York Fitness stockist, email  
retail@yorkfitness.co.uk or call 01327 701800.



Discover the full range at...

WWW.SPALDINGEUROPE.COM
Prestige Leisure 
T: 0800 652 1234

PenCarrie UKL  
T: 0800 252 248

Ralawise
T: 0800 212 180

Ralawise Ireland
T: 1 800 599599 ®

SMALL IN SIZE.  
BIG ON PERFORMANCE.
From juniors to seniors, the new range from Spalding represents  
sportswear without compromise, on and off the field of play.



• STAG Winter Buying Shows for 2013

• Every STAG member is invited

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

• STAG members overnight costs paid by STAG

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

To find out more on STAG visit    www.stagbuyinggroup.com
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SPORTLUUB.COM

For more information contact
ian@uksportingproducts.com

MAKE

SURE
YOU

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

Suit-Luub is more than a lubrication product; 
it has been specifi cally formulated to consider 
the suit and your skin. During wetsuit swimming 
high rotation and movement within the wetsuit 
and the skin can be subject to chaffi ng, no 
matter how good your suit and its materials. 
Open water swimming demands regular 
sighting and high head positions, in these 
positions wetsuits can tend to fi ght back. 
Suit-Luub has a non-petroleum formula which 
ensures the neoprene foam is not attacked 
and deteriorated early in its life. Brittle-ness is 
reduced and comfort enhanced.  

SUITLUUB.COM

Sportluub trade advert.indd   1 30/04/2013   09:48



T
he summer offers an excellent
opportunity to analyse the
performance of the outdoor

category during the preceding 
winter months.  

This sector, perhaps more than any
other, is influenced by the weather.
Higher average selling prices for winter
jackets and boots can be justified by
consumers when the weather is
particularly cold or wet, but retailers can
often be left with surplus stock if the
winter’s a mild one. 

TEMPERATURE
2011 was a particularly mild year - the
average minimum temperature for the 12
months was 8.3 degrees Celsius - and we
experienced an especially warm Q4 - the
critical quarter for this category - with an
average minimum temperature of 7.4
degrees Celsius. Compared with an
average minimum temperature of 5.1
degrees Celsius for Q4 of 2012, we can
begin to understand just how mild the
winter of 2011 was. With a colder winter, it
wouldn’t be unreasonable to expect a
sales bounce for the outdoor category in
2012, especially in Q4.

Using the NPD Consumer Panel,
which tracks tens of thousands of

Source: The NPD Group - Sports Footwear and Apparel Panel

OUTDOOR CATEGORY GROWTH RATE (£%) FOR
MAJOR EUROPEAN COUNTRIES

COMERAINOR

08 Follow us @SportsInsightUK

purchases each year, we can build 
an accurate picture of the sports 
apparel and footwear market and 
the categories within it. 

When comparing the
full 12 months of 2012 to
2011, the outdoor
category grew by four
per cent, fuelled by an
especially strong
performance in the
fourth quarter (nine per
cent growth). It was a
similar story across the
rest of Europe, as the
colder winter wasn’t just
a UK phenomenon -
France, Germany and
Italy all experienced
strong growth. 

RETAIL
So where specifically did
we see growth in the UK market for
outdoor products? From a retail
perspective, it will come as no surprise 
to learn that Sports Direct is now the
leading outdoor retailer and shows no
sign of relinquishing that position. Other
specialist stores such as Cotswold
Outdoor and Go Outdoors continue 

to establish themselves in the market, 
but face a considerable task to 
overhaul Sports Direct. 

The strength of the
Mike Ashley owned
retailer means a
complicated strategy for
brands that choose to do
business with the chain,
as well as other high
street names and
independent stores.
Product mix and pricing
are critical to ensure
brands hit all price points,
without relying too much
on the lower priced
model of Sports Direct. 

Berghaus, which is
owned by the Pentland
Group, is the number
one outdoor brand in the
UK. Nike and adidas,

while still among the top brands, do not
own the category. Sports Direct own
brand Karrimor is the market leader in
outdoor footwear.

PRODUCT
In terms of specific outdoor products
that performed well in 2012, the colder
weather helped the jacket category 
post some strong growth numbers
within apparel and on the footwear 
side outdoor multifunction was the
standout shoe type.

Interestingly, female consumers have
been the predominant driving force in the
category, with 13 per cent growth within
outdoor apparel and five per cent growth
within outdoor footwear. While Sports
Direct is still the retailer of choice for
females, they are much more likely to
purchase in outdoor specialists than
males. Strong product selection,
knowledgeable staff, competitive prices
and a welcoming shopping environment
are essential elements for retailers
targeting female shoppers. 

“WHEN
COMPARING
THE 12
MONTHS 
OF 2012 TO
2011, THE
OUTDOOR
CATEGORY
GREW BY
FOUR PER
CENT”

The outdoor sector is enjoying healthy growth, says the NPD Group 
SHINE...
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The NPD Group monitors the sales of sports footwear and 
apparel in many countries around the world. For more information
contact the NPD Group sports team on 01932 355580.

OUTDOOR

09www.sports-insight.co.uk
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TRADING FOR OVER 10 YEARS, THE BUSINESS HAS CONCENTRATED ON
OFFERING SALES AND MARKETING SOLUTIONS FOR SPORTS BRANDS,

COUNTING AMONG ITS CLIENTS UHLSPORT, SPALDING, KEMPA, MCDAVID, SPENCO AND
IRONMAN, AS WELL AS A PORTFOLIO OF SMALLER COMPANIES.

Such clients are offered an end to end solution that includes customer care, credit control,
marketing and sales.

This range of services has now been expanded to include:
■ Solutions for sports brands.
■ Solutions for sports retailers.
■ Business development.
■ Social media solutions.
■ Web development solutions.

“As the UK sporting goods marketing is evolving, we have found ourselves offering a much
broader range of services, including complete business development and strategic advice, as
well as web development and social media advice,” managing director Paul Sherratt says.

“Our new website - solutionsforsport.net - outlines these services in more detail and is
driving an evermore diverse range of clients, with the biggest number of new enquiries
coming from sports retailers.”

TWITTERING Sports Insight is on Twitter. For the latest industry news, new product information and details of
forward features and special advertising opportunities follow us @sportsinsightuk. 
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“I TEXTED
HIM TO ASK
HOW HE
KEPT SUCH
A STRAIGHT
FACE.” 
CHRIS BROAD AFTER
SON STUART REFUSED
TO WALK AGAINST
AUSTRALIA

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

THAT’S ACCORDING TO A STUDY
FROM CLOUD BASED RETAIL
SOFTWARE PROVIDER CYBERTILL.

Reasons given for contemplating 
a move included lower rents, 
free parking, better access for
deliveries, more space and an
environment that is better suited 
to multichannel retail.

The survey of 640 retailers 
from a range of sectors, including
sports, outdoor, footwear and
fashion, found that 28 per cent 
of respondents were undecided
about leaving their present high
street location.

The study also asked retailers
about their investment plans for the
future. Just under 50 per cent said
they planned to invest in
ecommerce over any other sales

channel, whereas just one in six
were looking to invest in bricks 
and mortar stores. 

The apparent growing
importance of ecommerce was also
reflected in the fact that 40 per
cent of respondents sell on eBay,
with more than one in five retailers
saying they also sell on Amazon. 

“The high street is struggling,
with many retailers complaining
about excessive rent and rates,” 
Ian Tomlinson, Cybertill’s CEO, 
says. “This survey clearly shows
how retailers are focusing more
online than ever before.

“Retailers will leave the high
street in droves and relocate if it
helps them deploy a more
successful multichannel approach to
retail where they can trade online,
in-store and over the phone.”

20% OF RETAILERS
WOULD CONSIDER
OUT OF TOWN MOVE

Solutions for Sport expands services
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Situated in London’s Covent Garden, the 400 square foot
unit showcases Brooks footwear and apparel alongside
brands such as ASICS, Nike, adidas, Gore and Saucony.

The outlet, which opened in July, also features a state
of the art footwear wall and video gait analysis technology. 

“Brooks Sports is delighted to be involved with the new
Covent Garden Runners Need store,” says Mike East,
Brooks Sports’ UK marketing manager. “Both brands have
close synergies, one of which is the desire to provide the
running community with the best product and service. 

“This relationship further cements the growing
partnership that exists between Brooks and Runners Need.” 

Hamish Mansbridge, Runners Need acting CEO, adds:
“Brooks has long had a loyal following among our
customers, so we’re excited to be teaming up with them for
our latest store. 

“Brooks’ range of quality running products, combined
with our dedication to ensuring customers receive
outstanding service and the right product for their running
needs, promises to be a successful formula.” 

TOM INCE SIGNS WITH
WARRIOR FOOTBALL

11www.sports-insight.co.uk

SARA CHANDLER
(PICTURED),
FORMERLY
MARKETING
MANAGER AT STAG,
HAS BEEN MADE A
DIRECTOR OF THE
BUYING GROUP. 

Says managing
director Ward
Robertson: “Sara joined
STAG as marketing
manager three years
ago and during this
time has taken the
brand awareness of
STAG and our communication
levels to new heights via all
forms of media.

“She has a unique
understanding of the
independent sports trade and an

in depth knowledge of the STAG
membership and suppliers.”

Chandler will continue in her
marketing capacity, while actively
involving herself in all aspects of
the business in order to help
STAG achieve further growth.   

THE 400 SQUARE
FOOT UNIT

SHOWCASES BROOKS
FOOTWEAR AND APPAREL

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

INTERSPORT Q2 2014
SHOW
September 25-26,
Solihull

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

SPORTS SOURCE
ASIA
October 29-31, AsiaWorld
Expo, Hong Kong

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

ISPO MUNICH 
January 26-29,
New Munich Trade Fair

ISPO BEIJING 
February 19-22
CNCC, Beijing

TAISPO
March 4-7
Venue: TBC

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

STAG appoints
new director

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

THE DEAL WAS CONFIRMED AT THE SAME TIME AS 
THE BRAND’S LATEST BOOT WAS UNVEILED.

“Signing Thomas at this stage in his career is a tremendous
coup for Warrior,” Ben Haworth, global sports marketing
manager for Warrior Football, says. “He’s a gifted flair
player who has a fearless approach, taking on and passing
opponents with a rare natural ability to score goals.”

Ince, the current Football League Young Player of the Year,
will wear the Gambler boot, which is
described by Warrior as “designed
for unparalleled control 
and distribution.”

“I chose Warrior because it’s a
brand that does things differently
and matches my ambition,” Ince
says. “I like that it’s bold and the
people behind it aren’t
afraid to take risks. 

“I’ve been testing
and playing in
Gambler for a
couple of months
now and love it.
The boot is
lightweight,
comfortable
and gives me
a feeling of
complete
control 
when I’m
wearing it.”

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

RUNNERS NEED OPENS STORE
IN PARTNERSHIP WITH BROOKS

News_News 1QX (lewis)  26/07/2013  10:10  Page 2



THE 
NEWS

TICKER

1. ADIDAS
Expects to achieve record
football sales of €2 billion
during the World Cup 
year of 2014. adidas is 
the official sponsor, 
supplier and licensee 
of the tournament.

2. ASICS
Its first online store is to
launch in the UK in
September. The site will give
consumers access to ASICS’
full range of running, cricket,
rugby, hockey and indoor
sports products.

THE GRANT GIVING BODY IS DEDICATED TO
RAISING THE PROFILE AND CHANGING THE
PERCEPTION OF WOMEN’S SPORT IN THE UK.

Anna Watkins MBE, an Olympic gold medal rower
and patron of the Women’s Sports Trust, explains:
“We see ourselves as much as a movement as a
grant giving body - focused on attracting new
funding and profile for women’s sport. 

“We have been amazed and delighted by the
remarkable response we’ve already had to the trust.
People are clearly thrilled to have an opportunity to
make a difference to women’s sport.” 

A grants panel, chaired by Olympic medallist
and GB hockey captain Kate Walsh, will shortlist
applicants before those who have donated have
the chance to vote on where their money is spent.

Further explaining the rationale for
establishing the WST, one of its founders, 
Tammy Parlour, said: “Like many others, I was
hugely inspired and moved by the incredible
impact of so many female sports role models
during last year’s Olympic Games. We want the
WST to build on this and support the legacy for
women’s sport in the UK. 

“Sport is one of the most important public
arenas and has the potential to shift how women
are seen and how they see themselves.”

The WST is backed by a diverse range of elite
female athletes, along with representatives from
business and the media. 

Arsenal Ladies’ Kelly Smith MBE is also a
patron, with other athlete supporters including
Shelly Rudman, Elinor Barker and Liz Yelling,
along with a number of high profile business
women, including Justine Roberts, founder and
CEO of parenting website Mumsnet. 

ASICS extents netball deal
IT’S TO REMAIN THE OFFICIAL FOOTWEAR PROVIDER TO THE ENGLAND
NETBALL SQUAD, UNDER 21 TEAM AND COACHING STAFF.

“We are delighted to continue our partnership with ASICS as official footwear
provider,” says Joanna Adams, England Netball commercial director. “They
are an innovative and well established brand who provides England Netball
with excellent support.”

Barry Mellis, ASICS managing director UK & Ireland, adds: “After such a
successful start to the season, we look forward to helping support England
Netball for the rest of the season and beyond. The athleticism, fitness and
commitment that is consistently displayed by England Netball fits perfectly
with our brand ideals.” 

Meanwhile, ASICS has won Retail and Leisure International magazine’s
International Retailer 2013 award for its flagship stores in London, Barcelona
and Stockholm.

All the outlets provide expert technological services and advice for
runners and stock ASICS’ full running collection alongside other sports
performance categories such as tennis and volleyball.

“It’s a great honour for ASICS to be given this prestigious award,”
Fernando Pina Mulas, director of retail for ASICS EMEA, says. “It underlines
our positive development in retail business and particularly gives recognition
to ASICS’ unique store concept. 

“Our flagship stores educate consumers about the science of running
and provide the highest level of service - both of which are hugely
important to ASICS.”

THE AGREEMENT MEANS THE COMPANY WILL DEVELOP A RANGE OF
FOOTBALLS, ACCESSORIES AND LUGGAGE ITEMS AND ALSO INCLUDES
DISTRIBUTION INTO SELECTED EUROPEAN TERRITORIES.  

Experienced at executing innovative and creative products for FIFA as the
license holder for the last World Cup in 2010, Hy-Pro has already begun
developing the product
range, which will
incorporate the four 
key graphic elements 
of Core, Classic, Teams
and Mascot.  

“FIFA 2014 is a great
licence to add to our
portfolio in the category of
footballs and accessories,”
Atul Shah, managing
director of Hy-Pro, says.
“FIFA is a global brand
and gives us exposure on
an international level.
From the feedback we are
getting from retailers, the
2014 World Cup in Brazil
will be a massive event.” 

Hy-Pro secures FIFA
World Cup deal

1
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3

3. GOODE SPORT
Is the new distributor for 
Volkl Tennis in the UK and
Eire. “Volkl offers a range 
of high quality tennis
racquets, designed and
engineered in Germany,” 
says partner Paul Smith.

4. JORDAN FITNESS 
Has become the exclusive 
UK agent of Loumet fitness
balls. “Loumet is well known 
in the industry for producing
high quality fitness and 
studio equipment,” says 
the company’s Zak Pitt.

5. INOV-8
Has made Tim Parkin 
head of European sales.
Parkin has worked at
Sweatshop and ASICS, 
where he was UK sales
manager - performance
running category. 

THE RUNNING SPECIALIST MARKED ITS 21ST ANNIVERSARY BY
GIVING AWAY GOODY BAGS TO CUSTOMERS WHO SPENT OVER £50
IN ONE OF ITS STORES.

Based in Yorkshire, the family owned Up & Running is run by husband and
wife team Gillian and Dennis Macfarlane, who oversee 30 stores.

Gillian says: “In 21 years we have seen many changes in the specialist
running market, but we have evolved for the needs of our customers for
today while maintaining our core values.

“It is important to recognise that in an age of increasing online activity
customer service becomes all the more important, especially as it’s the one
thing online shopping can’t provide. It is, however, the one thing customers
seem to desire. We recognised that 21 years ago and things haven’t
changed since then.”

The goody bag, worth £21, contained a limited edition choob, pair of
technical running socks and training diary.

SALES-I IS A
FANTASTIC TOOL FOR
SALES PEOPLE TO
PROFESSIONALISE
THEIR OPERATION 

SALES-I JOINS
BUYING GROUP

“I HOPE 
YOU GUYS
ENJOYED IT.”
ANDY MURRAY AFTER
WINNING WIMBLEDON.
WE CERTAINLY DID

THE BUSINESS, SALES AND CUSTOMER
INTELLIGENCE SOLUTION FOR FRONTLINE
SALES PEOPLE IS STAG’S LATEST MEMBER.  

Sara Chandler, director at STAG, says: “sales-i is
a fantastic tool for sales people to
professionalise their operation and increase their
sales - a real must have within today’s industry.”

sales-i provides sales people with timely,
relevant information and quick, easy access to
extensive customer relationship management data. 

“As STAG’s most recent partners, we are
pleased to have joined a network of thriving
sports businesses,” Simon Doyle, head of UK
sales for sales-i, says.

“sales-i is an incredible bit of kit to have
under your belt as a sales person and I’m glad
that STAG and sales-i share a common goal of
reducing costs and increasing the bottom line
of every business.”

13www.sports-insight.co.uk

UP & RUNNING
CELEBRATES
BUSINESS MILESTONE 

JORDAN FITNESS
RELOCATES TO NEW
HEADQUARTERS
THE FITNESS SPECIALIST HAS MOVED
FROM RURAL CAMBRIDGESHIRE TO 
KINGS LYNN, NORFOLK FOLLOWING A
GROWTH IN BUSINESS AND EXPECTED
FUTURE EXPANSION.

The premises comprise 94,000 square feet
of combined office and warehouse space, a
purpose built design concept room,
photography studio and fully operational
gym showcasing the Jordan Fitness range. 

The new head office will also house 
the Results Based Training Academy,
Jordan Fitness’ range of digital and face 
to face REPs accredited courses for 
fitness professionals.

“Our new headquarters will support our
mission to remain the leaders in the design,
manufacture and supply of premium grade
functional fitness equipment, both in the UK
and internationally”, Neil Jordan, chairman of
Jordan Fitness, says.

“With a location that has excellent
transport links and with much larger
warehousing on site, Jordan Fitness will
provide the very best service to our
customers, stocking a greater range and
volume of products and resulting in faster
delivery times.” 

News_News 1QX (lewis)  26/07/2013  10:12  Page 4



KITSTOP
ESSENTIAL STOCK FOR YOUR SHOP
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www.sportindustry.biz

Sponsored by

SMALL IN SIZE. 
BIG ON PERFORMANCE
FROM JUNIORS TO SENIORS, THE NEW RANGE FROM
SPALDING REPRESENTS SPORTSWEAR WITHOUT
COMPROMISE - ON AND OFF THE FIELD OF PLAY.

Spalding’s Junior Essential Tee and Core Training Shorts are
available in five great colours to help school sports day teams
stand out. The super soft moisture wicking fabric helps rising
stars stay cool while they play and flat lock seams reduce
friction and irritation on sensitive skin.

And help schools prepare for all weathers on game day with
Spalding Response Base Layers. The company’s most versatile
all rounder is available in long and short sleeve tees, leggings
and shorts, all with built in UV
protection factor 50+. The
engineered fabric offers stretch
and compression benefits, is
quick drying and provides an
extra layer of warmth too.  

Available in ages 7-8 to 
12-13 and colours black, 
white, navy, red and royal.

For the full game plan visit
www.spaldingeurope.com. 
For more information call UK
customer services on 
01952 682 900 or email
info.spalding@fotlinc.com

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

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

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

For more information call Live On The Edge on 
0333 400 8181 or email info@live-on-the-edge.com
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OPTIMUM STREET
RUGBY BALL AND BIG
HIT TACKLE BUDDY
ORIGINALLY DUE FOR LAUNCH IN 2014,
THE OPTIMUM STREET RUGBY BALL AND
BIG HIT TACKLE BUDDY ARE BEING
RELEASED EARLY ON A SPECIAL OFFER
FORWARD ORDER PROMOTION FOR A
NOVEMBER DELIVERY, GIVING RETAILERS
THE CHANCE TO MAXIMISE ON THOSE
EARLY CHRISTMAS SALES.

The Optimum Street Rugby Ball is
emblazoned graffiti style with vivid 
colours and has been manufactured 
with a heavyweight tyre grip material to
ensure maximum grip and hardwearing 

use in all conditions. Size 5: RRP £9.99. 
Size mini: RRP £4.99.

The Optimum Big Hit Tackle Buddy is the
ultimate tackle companion for budding young
rugby players. Inflatable to 116 cm tall and
weighted with sand for ‘bouncebackability’,
it’s sure to provide endless fun for all young
rugby enthusiasts. RRP: £12.99.

For more information or to place an 
order contact your local Optimum
representative or call direct on 01942

497707.

PRODUCT ROUND-UP

15www.sports-insight.co.uk

TROLLEY DASH

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

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

It features a Gel-Fit liner for a tight,
comfortable fit; an integrated lip

guard that protects both the upper
and lower lips; an exoskeletal shock
frame that provides impact
protection for the teeth, jaw and
brain; and a triple layer design for
maximum protection, fit and comfort. 

The Gel Max is also convertible for
use with or without a strap. You can
even personalise the mouthguard by
choosing from one of the various
colours available.

For more information on the Shock
Doctor range email info@hy-pro.co.uk

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

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

1.  STRETTON FOX. SALES@STRETTONFOXSPORTS.COM. 07989 909859
2. CYBERTILL. WWW.CYBERTILL.CO.UK. 0800 030 4432
3. BALMORAL KNITWEAR. BESPOKE CRICKET SWEATERS. 01900 829 229

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

1 2 3

SHOCK DOCTOR GEL MAX MOUTHGUARD 
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INOV-8’S X-TALON OFF-TRAIL
RUNNING CLASSIC HAS BEEN
IMPROVED EVEN FURTHER
SOON AFTER ITS LAUNCH FIVE YEARS AGO, INOV-8’S X-
TALON RANGE BECAME A GLOBAL HIT. ULTRA
LIGHTWEIGHT, SUPER FLEXIBLE AND BOASTING AWESOME
GRIP, IT REMAINS THE ULTIMATE SHOE FOR MOUNTAIN
RUNNING SPEEDSTERS AND OBSTACLE COURSE RACERS.

ADVANTAGE 
PRO 
TESTED TO ITF STANDARDS,
ADVANTAGE PRO IS THE LATEST
VERSION OF ADVANTAGE - THE UK’S
NUMBER ONE TENNIS SURFACE - OFFERING THE
SAME INDUSTRY LEADING PERFORMANCE, BUT NOW
WITH AN ADDITIONAL 29 PER CENT LONGER LIFESPAN. 

The surface has been created using pioneering yarn technology that reduces
maintenance and degradation, while the sand infilling provides stability and
resilience that encourages player development. 

Advantage Pro has been designed to withstand high usage levels, keeping its
shape and structure after heavy use, and also negate shine when wet or under
floodlights, making it a year round surface for every level of player.

For more information call + 44 (0)1299 253966 or visit
www.tigerturfworld.com/eu/home

ADVANTAGE PRO IS
THE LATEST VERSION
OF ADVANTAGE - THE

UK’S NUMBER ONE
TENNIS SURFACE

Now for autumn/winter 2013 both the X-TALON 212 and X-
TALON 190 - weighing in at just 212g and 190g respectively -
have been updated to improve them even further.

The X-TALON 212 has been given an injected EVA midsole -
matching that already in the X-TALON 190 - to increase comfort,
while both have been DWR (durable water repellent) coated.

A retained 6mm drop (heel to toe differential) in the 
X-TALON 212 and 3mm in the X-TALON 190 ensure both
precision fitting models provide a light, fast and natural ride.
Outstanding grip remains guaranteed, courtesy of an 
aggressive sticky rubber outsole.
For more information call 01388 744900 or visit www.inov-8.com 
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1. TRIBAL RUGBY BALL. OPTIMUM SPORTS. WWW.OPTIMUMSPORT.COM
2. ST TRISUIT. SOLOSPORTS BRANDS. 01539 622322
3. RED-I. ZINC. YING@HY-PRO.CO.UK
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CYBERTILL HELPS SPORTS RETAILERS MANAGE THEIR STOCK
IN-STORE AND ON THEIR WEBSITE. IT IS A MULTICHANNEL
EPOS AND ECOMMERCE SYSTEM THAT IS WEB BASED. THIS
MEANS THE SOFTWARE IS HOSTED ON THE INTERNET AND
RETAILERS ACCESS IT VIA THEIR TILL, IPAD OR ANY DEVICE
THAT CAN CONNECT TO THE INTERNET. 

Cybertill gives sports retailers real time stock, sales and 
order information, so you only sell what you have in stock. 
It unifies a sports retailer’s store and website and with
Cybertill your customers can reserve online and collect 
in-store, again in real time. 

Sports retailers can access Cybertill from any location, so
they can work on their business when it’s convenient for
them, without being tied to the store or office.

For more information call 0800 030 4432, email
enquiries@cybertill.co.uk or visit www.cybertill.co.uk

CYBERTILL
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ZINC’S NEW RANGE OF CHOZEN
STUNT SCOOTERS LOOKS SET
TO BE ONE OF THE COMPANYS
MOST ANTICIPATED LAUNCHES

ZINC TEAM SERIES CHOZEN
SCOOTERS
FIRST PRESENTED AT ISPO MUNICH, ZINC’S NEW RANGE OF
CHOZEN STUNT SCOOTERS LOOKS SET TO BE ONE OF THE
COMPANY’S MOST ANTICIPATED LAUNCHES OF 2013. 

Zinc has developed a higher spec scooter aimed at the advanced
scooter rider market, further extending its Team Series stunt
range. The Chozen scooters were created and first used by Zinc
team riders at the Zinc Chozen tour in February 2013. 

The Team Series Chozen scooter is available in four colours and
features a CNC threadless headset and an anodised aluminium 6061-
T6 extruded deck with unique ZINC detailing. It also features a
seagull steel handlebar, along with 10mm, six spoke alloy core wheels.

For more information about the Zinc range email ying@hy-pro.co.uk

1
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TEAMWEAR AND
GEMSTONES
TEAM COLOURS

SPECIALISES IN CUSTOM
MADE SPORTS KIT,
TEAMWEAR AND
CORPORATE
CLOTHING. THE
COMPANY HAS
OVER 12 YEARS’
EXPERIENCE AND 
IS CONFIDENT IT
CAN MEET 
YOUR PERSONAL
REQUIREMENTS -

WHETHER BIG 
OR SMALL.

Team Colours’ website offers a large variety of teamwear options
across a selection of sports, including tracksuits, hoodies, polo
shirts, onesies and ties, to name a few.

All its teamwear is available to design and customise online 
using Team Colours’ range of designer tools. These allow you 
to experiment with colour combinations, styles and
personalisation options before placing your order, ensuring 
you get exactly what you want.

As well as a comprehensive printing and embroidery service,
Team Colours also offers gemstone application. This gives you 
the opportunity to offer your customers something special for
their tours, events and special occasions. 

For more information call +44 (0) 1920 876 240, email
trade@team-colours.co.uk or visit www.team-colour.co.uk

THE BENEFITS OF TOETOE SPORTS
BALANCE AND PROPRIOCEPTION ARE NOT ONLY IMPORTANT
CHARACTERISTICS FOR IMPROVING SPORTS PERFORMANCE,
BUT THEY ALSO PLAY A CRUCIAL ROLE IN THE PREVENTION
OF INJURIES. 

When your toes are encouraged to move independently they
function better, improving your brain’s spatial awareness and
assisting in improving balance and posture. Moving the toes
involves muscular contraction, which helps improve blood
circulation through the foot. This keeps your feet at the right
temperature. The close fitting helps wick moisture away from
the foot, eliminating odour and fungal problems.

Enhanced proprioception technology promotes natural toe
movement and function and improves body balance and
communication between body and feet. The process ensures the
fabric moulds into the contours of the foot for a perfect fit and
controls temperature, as heat producing toe friction is eliminated.

For more information call +44 (0) 208 830 9955 
or visit www.toesocks.co.uk 

ENHANCED PROPRIOCEPTION
TECHNOLOGY PROMOTES

NATURAL TOE MOVEMENT
AND FUNCTION AND

IMPROVES BODY BALANCE
AND COMMUNICATION

BETWEEN BODY AND FEET
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TROLLEY DASH

1. WINMAU. WWW.WINMAU.COM. 01656 767042
2. KETTLEBELLS. YORK FITNESS. RETAIL@YORKFITNESS.CO.UK
3. TC PRO. UHLSPORT. SALES@UHLSPORTUK.COM

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

PRODUCT ROUND-UP

TRIPLE PACK
CHRISTMAS

STOCKING
THE PERFECT GIFT FOR

RUNNERS THIS CHRISTMAS,
THE HILLY TRIPLE VARIETY

PACK FEATURES A
COMPLETE SET OF THREE

WELL LOVED AND BEST
SELLING STYLES - IDEAL

FOR BOTH EXPERIENCED
AND NEW RUNNERS.

The pack includes 
a TwinSkin Anklet, 

Supreme Anklet and a 
free Lite Anklet.

Trade £10 net for RRP 
£20. Normal RRP: £31. 

Order deadline: August 9,
2013. Available: 

mid-October 2013.  

For more information 
or to place an order 

call your local sales rep 
or Hilly’s sales office on 

0161 366 5020.

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

1

USN WHEY
PROTEIN
DEVELOPED FOR ATHLETES
AND BODY BUILDERS WHO
WANT TO BUILD LEAN
MUSCLE, USN WHEY
PROTEIN IS IDEAL FOR
ACTIVE PEOPLE FOLLOWING
A LOW CARB EATING PLAN.

Protein contributes to the
growth and maintenance of
lean muscle mass. Whey
protein is one of the highest
biological value proteins
available in nature.
USN’s Whey Protein provides
the purest form of this single
protein substrate. Whey
contains proteins such as
lactalbumen and
immunoglobulins.

USN Whey Protein is available
in banana, chocolate,
strawberry and vanilla flavours.

For more information 
call 0845 1800556 or 
visit www.usn.co.uk

2 3
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integrity, respect and excellence we will
nurture and enrich our relationships with
our customers, retailers and the
environment in which we run or business. 

KEY FEATURES AND BENEFITS?
We are proud of our hard earned
reputation for engineering footwear that
provides the perfect ride for every stride
and the perfect fit for every foot type.

We create running
shoes for feet big and
small, wide and
narrow, in need of
support or looking for
a little cushioning. And
we base our success
on whether we get it
right for the runner.

Our efforts are
focused on ensuring all
of our footwear
products meet the
biomechanical needs
of runners, enhance
comfort and aid in the
prevention of running
related injuries. We are

dedicated to reducing running injury
risks and have partnered with some of
the top researchers and universities from
around the world to help us tackle this.

Not only are we committed to building
great running gear, we do so with minimal
impact on humanity and the earth. We
continuously strive to make better choices
regarding design, fabrics, technologies
and processes that help protect our
planet without diminishing performance.
With products like the Green Silence 
and technologies like BioMoGo and
HPR Green, we’ve taken steps in
the right direction, but still
have miles to go. 

CAN YOU GIVE US SOME
BACKGROUND ON THE BRAND?
Brooks Sports is a subsidiary of Berkshire
Hathaway Inc and was founded in 1914 in
Philadelphia, Pennsylvania, USA. As a
leading running company that designs
and markets high performance men’s and
women’s running shoes, apparel and
accessories in more than 40 countries
worldwide, we are dedicated to inspiring
people to run and
be active by
creating innovative
gear that keeps
them running
longer, farther,
faster and happier. 

We are
responsible for
unveiling many
advancements in
running footwear,
including Brooks
DNA, the cushioning
system that instantly
adapts to a runner’s
biomechanics,
weight, pace, gait
and surface, and the world’s first
biodegradable midsole, BioMoGo.

Not only are we dedicated to runners,
we are runners. We’re not just a shoe
company or an apparel company - we
are a running company. It’s all we do. To
us ‘Run Happy’ is a celebration of the
spiritual essence that make running the
most addictive sport the world has ever
known - an activity fuelled by motivations
that are as varied as its participants.
Whether young or old, fast or slow, male
or female, master or newbie, runners
share a passion we live 24/7. 

WHO ARE YOUR 
RANGES AIMED AT?
Our mission is to inspire
people to run and be active.
No matter if you are an
elite athlete or a first time
runner, our philosophy
translates and resonates
with each individual. We aim
to provide each runner with
the perfect stride for every ride.
We approach this challenge with a
unique authenticity, passion, focus and
energy. We know that by acting with

PRODUCT

On the

Mike East, Brooks’ marketing manager, extols
the virtues of the brand’s footwear, apparel
and accessories 

HOW ARE THEY MARKETED?
We aim to equip and provide our
retailers with the upmost support, from
the best in-store tech training right
through to bespoke marketing initiatives,
such as the PureProject ‘Try It On’
campaign we ran at the beginning of the
year to support the launch of the new
PureProject 2 range.

We have partnerships in around 50
events dotted all over the UK and Ireland
and are connecting with young
influencers in the field via hosting
engaging events where our products can
be trialled in a fun filled environment. We
are extending our reach through digital
marketing by creating platforms on
Twitter [@Brooksrunninguk] and
Facebook [www.facebook.com/
brooksrunning], where runners can
communicate with us freely in a time
sensitive manner.

WHY DO YOU THINK 
THEY SELL SO WELL?
The end consumer knows we produce
credible run specific footwear and
apparel. With many styles steeped in
history, we are a brand the runner can
trust and connect to. We are also
incredibly thorough at telling our
product stories. We work closely with all
of our retailers and understand that a
fully informed conversation at the shoe
wall will result in sell through. 

WHAT’S THE MOST EFFECTIVE 
WAY A RETAILER CAN MARKET
YOUR RANGES?
Every selling platform must engage. As a
brand, we have to engage with retailers
and, in turn, the retailer has to engage
with the end consumer. Whether a
retailer or a runner, we all want a
bespoke solution. We have to tailor our
stories and communications to enable
them to resonate fully. This is why social
media is effective, as it is such a
malleable platform, thus allowing us to
be nimble with our communications. 

Working on an emotional and rational
level is also hugely important.
Acknowledging these two points will allow
a greater connection with the runner.

For more information visit
www.brooksrunning.co.uk
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Front

station at Happisburgh. Attempting the
three highest peaks in the UK is certainly
not the average weekend for me but,
along with my RNLI crew mates, I’m sure
we’ll have a great time, as well as raising
funds to help keep the nation’s 236 RNLI
stations running efficiently.

PROUDEST PROFESSIONAL
MOMENT?
Admittedly this crosses over to my
‘hobby’, but seeing QCamz products
fitted to helmets at our local RNLI station
was a proud moment. I am thrilled the
product was tried and tested by my local
station and, having passed all the rigorous
tests, there are now plans to roll the
product out to RNLI stations nationally.

WHY EXTREME SPORTS?
It’s a really exciting environment to be
involved in. Despite its sometimes
‘underground’ reputation, extreme sports
are actually much more mainstream than
most people think. You only need to go
to the local skate park or mountain
biking track to see extreme
sports in action. 
The professional
extreme sports scene
continues to grow 
all around the world.
It’s an interesting
market, with interesting
products and, most 
of all, it’s fun.

Runners
“WE ARE SEEING
GROWING
INTEREST IN ALL
OUR PRODUCTS,
ESPECIALLY OUR
HELMET CAMS”

HOW DID QCAMZ COME ABOUT?
In 2010 I was working for telecoms
company Anovo. It was at that time that
me and a close friend had a ‘eureka
moment’ and saw the potential in
cameras solely designed for the rough
and tumble of extreme sports. 

It was soon after that when the
QCamz Scope camera was born, closely
followed by our fish eye model. We
enjoyed a successful European launch
and this confirmed our thinking that there
was a market for portable, highly rugged
action cameras and prompted us to
develop other, high definition, models.

WHAT OTHER BRANDS 
AND BUSINESS LEADERS 
DO YOU ADMIRE?
The creator of Extreme TV, Al Gosling, is
someone who deserves a mention. His TV
station, catering purely for extreme
sports, came out of nowhere. Al was the
first to seize the extreme sports initiative
and, as a result, his station is now seen in
60 countries with an audience
approaching 45 million. 

I also cannot answer this question
without mentioning Apple founders Steve
Jobs and Steve Wozniak. I think the
success of their business model speaks for
itself and I am a big admirer of their
‘product first’ ethos - something we try to
emulate at Maptaq with QCamz.

GREATEST PERSONAL
ACHIEVEMENT?
August sees me attempting the Three
Peaks Challenge in aid of the RNLI. I am a
big supporter of the charity and am also
a reserve crew member at our local

WHAT DOES THE FUTURE HOLD 
FOR MAPTAQ AND QCAMZ?
We have recently entered into a new
business partnership with Midwich, the
UK’s leading specialist trade only
technology distributor, and we now feel
like we have auxiliary staff supporting our
ambitions. We are seeing growing interest
in all our products, especially our helmet
cams, which are proving very popular in
motorsport, as more people are enjoying
their own track days. 

We are constantly developing new
products to bring to market and are
currently working on rugged heart rate
monitors and pedometers, which will be
available exclusively from Midwich.

Discover more about QCamz by watching
videos of the products in action at
www.midwich.com/qcamzvideos

Alternatively, call Midwich on 
01379 646889 or visit
www.midwich.com/qcamzproductrange

David Cato, managing
director of Maptaq,
maker of QCamz
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“MY LOCAL
RESTRINGING
SERVICE HAS
PROVED
EXTREMELY
POPULAR”

WHEN DID YOU GET INTO
SPORTS RETAILING?
In the early 1990s. As a tennis player, I
regularly visited my local racquet sports
specialist retailer to get my racquets
restrung and they offered me a part time
job while I studied for my A Levels. I then
went full time until the late 1990s. As an
ex-Avon county tennis player, tennis has
been my life since I was seven, so it made
sense for it to become my business.

HOW HAS TRADE BEEN 
SINCE YOU LAUNCHED?
Trade has grown month by month. I
launched my website -
www.baselinesports.co.uk - in January
2013, which runs in conjunction with my
eBay shop. As customers have become
more aware of Baseline Sports, I have
been a lot busier. Customers who
originally bought from me through 
the eBay shop have started to buy
through the website, which helps 
keep costs down.

HOW DO YOU FEEL ABOUT
SPORT ENGLAND CUTTING
FUNDING FOR TENNIS?
It’s always sad to hear that funding for
tennis in England keeps getting reduced. I
think the reduction will hit player
development rather than those who want
to play, so I don’t think the trade will
suffer, as there will always be players who
need racquets, clothing and footwear.

Unfortunately, those players won’t be able
to realise their full potential without
additional funding. 

WHAT ARE YOUR CURRENT
BESTSELLING PRODUCTS 
AND BRANDS?
Black Knight squash racquets, the
Tecnifibre tennis range and accessories
from Head, Tecnifibre, Prince and Wilson.
I can’t believe the quantity of vibration
dampeners and grip enlargers I sell. My
local restringing service has proved
extremely popular and as I have been
stringing for over 20 years, I am able to
offer a personalised service with regard
to matching customers to the best string
suited to their game.

WHO ARE YOUR
COMPETITORS? 
My main competitors are the other racquet
sports shops on the internet. Being a lot
smaller than some of the more well known
names and without the finance and space to
hold high levels of stock, I compete by
ensuring my customers get their goods on
time and offering a personal service. I don’t
claim to be the cheapest, but always try to
be competitive and offer free delivery on
web orders over £30. The discounts from
manufacturers aren’t always there unless
you can commit to large, frequent orders, so
I work off a smaller margin, but ensure
where possible that my customers keep
coming back to me.

ARE THERE ANY CURRENT
MARKETING STRATEGIES 
YOU CAN TALK ABOUT?
As my website is my front door, I am
constantly thinking of ways to keep it
interesting. My new web developer is
working with me by looking at the site
through someone else’s eyes, as it’s all too
easy to become blinkered.

WHY DID YOU OPT TO BE
PURELY AN ONLINE STORE?
WOULD YOU EVER CONSIDER 
A PHYSICAL SHOP?
I considered opening a bricks and mortar
shop in my hometown of Weston-super-
Mare a year before I launched Baseline
Sports online. However, the areas in which I
wanted to have the shop were just too costly
when taking everything into account and I
didn’t want to have a tiny shop in a back
street that no one walked past or even knew
about. Online made sense and enables me to
be around for my wife and three children.

WHAT DO YOU LIKE MOST
ABOUT YOUR BUSINESS?
Being able to work and enjoy family time
too. Before I launched the website, I had a
typical 9-6 job, which in reality was an 8-7
job, and I’d see the family for about an hour
a day. This way I can split my day up to
include the kids and, as I don’t mind a late
finish, am happy to work in the evening
when they are in bed and my wife, who
works shifts, is at work.

WHAT HAS BEEN YOUR
BIGGEST CHALLENGE SO FAR?
Sports companies who won’t entertain
supplying to internet only shops. These
range from wholesalers to well known
manufacturers. They need to walk down
their local high street and see the empty
shops and understand that online is the 
way forward. 

High street and town shops are being 
hit hard by online purchases and are falling
by the wayside because of it. I guess when
there are no sports shops left in town,
these companies will supply to the likes of
me, but until then I’ll still be knocking on
their doors. On the flip side, some
companies have welcomed me with open
arms and I have forged great working
relationships with them.

The
RETAIL 

Insider
A lifelong love of tennis made it the perfect business
for Baseline Sports owner Richard Davies to move into
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Tracking shopper insight and performance is
definitely worth investing your time in, according
to retail expert Craig Phillipson of Shopworks
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Another option is to reinforce your
local credentials, maybe by offering
discounts for members of local clubs or
sports groups. This increases your
chances of word of mouth
recommendations and is great for
building customer relationships. 

Loyalty options are a fantastic way
for independents to make an impact. But
don’t fall into the ‘card for your wallet’
approach, as everyone does that. Instead
try the Belgian fashion loyalty system.
Keep the customer’s details on a
Rolodex and take a few details each time
they shop with you. Then at the end of
the year offer a discount off their total
spend. It’s really simple, but very
effective and all about having a
conversation with your customers. 

Another key strategy should be
reducing the number of customers 
who walk out without buying. The
easiest ways to do this are reviewing
your store layout - which we’ve
covered in previous issues - and having
a good pricing strategy. 

Once you’ve got more people
coming in through the door, you’ll 

want them to buy more. That means
increasing the average value of
transactions and calls for two tactics -
upselling and accessorising. 

There’s a fine line between upselling
and annoying the customer and sensitivity
is the keyword. Many of us have
encountered over eager store staff trying
to sell top of the range items
inappropriately - the key is listening and
responding to customer cues. 

A parent buying gym kit for school
doesn’t necessarily want to pay top prices
for something their child will have grown
out of by next term, whereas a young
professional who’s passionate about a
new hobby may be tempted to splash out
on a better golf club or more expensive
item of clothing. 

With accessories, the key is to sell
more profitable ones - from socks or laces
with new shoes, to handgrips or balls with
a new racquet. Time spent thinking about
complementary products and positioning
them adjacent to each other in your store
displays can pay dividends, making it
convenient for the shopper to get
everything they need within a few steps. 

KEEPING SCORE
Of course, if you’re playing the game
effectively you need to know about it. And
that’s why it’s so important to keep track
of your score in each of these areas. Some
straightforward ways of tracking your
store’s effectiveness include: 

■ Measuring footfall - if you’re not big
enough to install sophisticated footfall
counters, don’t worry, just mark each visit
with pen and paper when someone comes
through your door. 
■ Increasing transaction values - track the
total of every sale and compare the
figures each day, week and month. 
■ Increasing frequency - you need to have
your finger on the loyalty pulse. Start out
by checking how many customers are
registered on your loyalty programme,
then over time start to measure the
frequency and transaction value for each
person on the programme or the types of
product and service someone may be
receptive to. 
■ Increasing conversions - to test this 
at a very basic level divide the number
of people walking through your door 
by the number of transactions put
through your till. 

Finally, remember this is a team game. So
your staff need to be clear what the store
objectives are and how you’ll be keeping
score along the way. The more everyone
focuses on the numbers, the more the
game becomes real and the better you’ll
become. It’s a motivational process.

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

eople often ask us how
they should measure store
effectiveness. Our team
believes that anything you
do as a retailer should be

targeted at one of four things:  

■ Increasing customers. 
■ Increasing conversions. 
■ Increasing transaction values. 
■ Increasing frequency of visits. 

Let’s look at each of these in turn. 

ADDING VALUE 
Want to increase customer footfall
through your door? Then adding value
through extra services is a great bet.
Many independent sports retailers
struggle to compete with the multiples
on price, but by offering extra services -
such as shirt printing or restringing
racquets - you’re giving people
something useful and building trust. Even
better, when you sell a tennis racquet
offer a discount for future restring
services and create demand for the
shopper to come back to you in future.

P

On track for
profitability

RETAIL
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Confused about the
running shoe market
and the array of
minimalist shoes on
offer? Fiona Bugler
explains what makes a
shoe minimalist and
what the future holds
for this evolving market

NEW BREED
But how new are these shoes? Are zero
drop shoes just racing flats and shoes
with 4mm heel to toe drop the same as
racer trainers? Or does new technology, 
a wider toe box and increased flexibility
make this a new breed of shoe entirely?

Pete Larson, author, blogger 
and expert on all things minimalist,
explains: “Minimalist spectrum shoes
come in a wide variety of weights, 
have variable amounts of cushioning,
tend to be very flexible and typically 
have a wide forefoot.” 

When it comes to the definition of
what a minimalist shoe is, Ben Le
Vesconte from VIVOBAREFOOT says:
“The thinnest sole VIVOBAREFOOT
makes is 3mm and the thickest 7mm.
They are all zero drop and barefoot, a
subcategory within minimalist.”

Rob Henderson, UK marketing
manager at Mizuno, says he would
consider zero drop to be a true
minimalist shoe and shoes with 3-4 mm
drop to be transitional.

Larson points out that heel to toe
drop isn’t everything. He opts for adidas
Gazelle, with a 6mm drop: “Because it has
a firm forefoot with quite a bit of outsole
rubber - it doesn’t feel a whole lot
different on the run than the softer, zero
drop Saucony Hattori LC.”

Le Vesconte is keen to point out the
difference between minimalist and
VIVOBAREFOOT. “VIVOBAREFOOT’s

philosophy is barefoot is best, so let’s get
as close to barefoot as possible and
maximise proprioceptive feedback,” he
explains. “Minimalist philosophy is that
shoes with some cushioning are good.
This is a fundamental difference.”

The story continues with another
new brand to hit the market. Tony Post,
who was CEO of Vibram when
FiveFingers launched, has just created
the ToPo Athletic range with a USP of a
split, hoof like toe (not completely new,
Nike also featured this style in its 1990s
shoe, the Air Rift), a new lacing system
(that is not a lace) and, importantly, very
lightweight materials. 

Runner’s World Newswire reported in
January that the focus of the ToPo is on
being lightweight not minimalist (the
shoes also feature a stabilising heel
counter - a feature more often found in
traditional running shoes).

Across the board, whether minimalist
or not, ‘lighter is better’ is a theme that
seems to be staying. As Mizuno’s
Henderson says: “It just feels better when
a shoe is lighter.” Mizuno is a good
example of a brand that prides itself on
using the latest materials to produce the
lightest shoes, with an even lighter Wave
Rider (its best seller) using Euphoric
material, to be launched soon.

It’s worth remembering that the
minimalist shoe, which has had some
serious exposure in the press in recent
years, has only currently a small share of

hris McDougall’s Born To
Run book is often cited as
the start of the minimalist
shoe story. The book
documented the lives of the

Tarahumara Indians from Mexico, who
ran ultra marathons in sandals that
were simply strips of leather and who
seemed to avoid the injuries that
plague almost 80 per cent of
westerners. Vibram FiveFingers were
also given an airing in the book,
resulting in $100 million sales in 2012. 

The book catapulted barefoot
running into the mainstream at the same
time and the subsequent response by
shoe manufacturers to the potential
threat of shoe free runners was to launch
‘minimalist’ shoes.

C

THE NEXT
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the market. “In the
US minimalist only
accounts for 11 per
cent of running
shoes sold and
when you take Nike
Free out of the
equation you’re left
with a four per cent
share,” says
Henderson. 

Recent shifts in
the marketplace
include the rise and
possible fall of Vibram FiveFingers. At
the time of going to press, the company
is coming close to losing a lawsuit
because of unfounded claims about the
benefits of wearing FiveFingers, which
has also stunted the growth of the
pioneer of barefoot. 

WAY FORWARD
Despite its relatively small share, some are
convinced that barefoot and minimalist is
the only way forward. “It’s 1975, it’s
smoking,” says Le Vesconte. “Cushioned
shoes, whether minimalist or not, allow
and potentially encourage runners to run
with a heel strike. The more cushioning
between you and the ground, the easier it
is to heel strike and lose good form. And
heel striking is not an efficient way to run. 

“The consumer is left confused.
There is a correct way to run and there
is a good shoe - both are based on
biomechanics, motor control theory and
evolutionary anatomy. We’ve been
running on hard surfaces barefoot for
two million years. It is the interaction of
gravity and skilful movement that
shaped our anatomy.

The reality is that barefoot and

29www.sports-insight.co.uk

■ The key message is to get your
technique right. “If you’re
crashing down on your heels or
you’re running on your toes you
will get injured in minimalist
shoes,” says Rob Henderson. “It’s
vital to use common sense and
learn correct technique and run
on the mid to forefoot.”
■ “Run with your hips under your
head and your feet under your
hips. Land on the ball of your foot
and allow your heel to kiss the
ground,” advises Ben Le Vesconte.
“As a barefoot running coach, I
would take the runner through a
series of drills, including 180
degree skipping and deep squats.” 
■ Wear everyday minimalist shoes
to strengthen your feet. Mizuno
offers Be, while Vivo has a range
of shoes for day wear, walking
and off road.

TOP TIPS

RUNNING

minimalism,
although a small part
of the market, do
have a future. “At
The Triathlon Show
this year 26 per cent
of our sales were our
Evo zero drop
shoes,” says
Henderson.
“Triathletes are a
captive market. They
are more technical
and concerned with

fine tuning their performance. Runners are
more likely to put on their old faithfuls and
get out and run.”

Says Larson: “One need only look at
the number of zero drop offerings that
came out in early 2013 from top brands
like Mizuno, Brooks and Saucony to see
that zero drop is alive and well.” 

Of these new offerings, the trend in
2013 has been for a more cushioned, more
mainstream type shoe, like Mizuno’s Evo
Cursoris and Merrell’s Bare Access zero
drop shoe, described as ‘connection with
cushion’.  It seems the extra bit of
cushioning will appeal to more runners than
the quirky FiveFingers and as the big boys
step in the smaller brands - the pioneers
with passion - may have to step aside. 

EDUCATIONAL
Many of the brands are taking an
educational stance, with Merrell, New
Balance, Saucony and VIVOBAREFOOT
offering packages to teach runners to run
with good form - and this seems to be a
legacy that will remain. As Le Vesconte
says: “What goes on your feet is less
important than learning to run skillfully. It’s
running that causes injuries, not shoes.” 

We might be putting our shoes back on,
but it’s a different type of shoe. As Larson
says: “The trend has pushed the market in a
new direction away from the old neutral-
stability-motion control paradigm.”

There’s more choice for runners now,
with more options to choose a shoe to
suit an individual’s specific running style.
The minimalist shoe has changed the
priorities for consumers, who are now
more concerned with how their foot
lands than whether it rolls in or out and
who are demanding lighter shoes with
sturdy, but flexible outsoles.

“THE MORE
CUSHIONING
BETWEEN YOU AND
THE GROUND, THE
EASIER IT IS TO
HEEL STRIKE AND
LOSE GOOD FORM”

minimalist_SI Template  26/07/2013  09:57  Page 2



e hasn’t thrown a dart
competitively for the past
13 years, yet people shout a
greeting wherever he goes
and taxi drivers can’t wait

to boast that he’s been in their cabs.
Like snooker’s Steve Davis and motor
racing’s Stirling Moss, Eric Bristow MBE,
‘The Crafty Cockney’, is a timeless icon
of his sport. The glory days may be long
gone, but Bristow is still almost certainly
the most recognised and charismatic
darts player in the world.

“Everything about Eric is larger than
life,” says Robert Pringle, Sales and
Marketing Director at Harrows Darts, which
has marketed a top selling range of Bristow
endorsed products for the past 28 years.
“Whatever he does, from his personal life
and business ventures, to going into the
jungle for TV’s I’m a Celebrity…, is
guaranteed to make the headlines.”

POMP
Bristow was in his pomp when Harrows -
founded in 1973 and trading in over 100
countries - signed him in 1985. Five times
world champion and five times winner of
the World Masters, he was indisputably
the name and face of darts, despite
legendary rivals like Bobby George,
Jockey Wilson and John Lowe.

The endorsement deal, netting
Bristow £250,000, was the biggest ever
seen in the world of darts and was signed
live on TV. It was a pivotal moment for
Harrows, dramatically increasing the
company’s profit overnight, and for
Bristow it was: “My best business
decision. They’re nice people and have
become good friends. I act as an
ambassador for the company and they

send me all over the place. It’s enjoyable
and provides a steady income, which
takes the pressure off.”

Yet in his glory days, when he was
world number one for seven years,
Bristow admitted it was pressure that
made him tick: “I’ve earned millions, but
I’ve spent millions, too - there’s not much
point in being the richest man in the
graveyard.” He cheerfully admits to
winding up opponents
before and during
matches and enjoying 
the hostility of crowds
who had usually come in
the hope of seeing him
lose - and invariably went
away disappointed.

Nothing, it seemed,
could shake Bristow’s self
belief and massive
confidence that he could
beat anyone who stepped
up to the oche - and the
more hostile the crowd,
the more he seemed able
to raise his game. 

A typical example was a
British International
Championship match in
1982, when Bristow was
subjected to what one
journalist called “the most sustained barrage
of jeering ever heard at a darts match.”
Totally unruffled, Bristow scored three
treble twenties to win the game and the
crowd, at first stunned into silence, cheered
the master at his incomparable best.

STREETWISE
Fame and fortune didn’t come easily to
The Crafty Cockney: “We never had any

H

FINDING HIS SUCCESSOR
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Eric
Bristow

The Crafty Cockney tells Tony James
what it’s like to be one of the most

recognised darts players in the world

MY SPORTING LIFE

But they don’t laugh any more, which is hardly
surprising. The unknown was Phil ‘The Power’ Taylor,
generally reckoned the best darts player of all time and
winner of 16 world championships. 

It was a bitter-sweet irony that Bristow’s last 
classic performance was losing to his protege in the 
1997 world championship.

In the late 1980s, in an extraordinary piece of generosity that
his critics found hard to fathom, Eric Bristow sponsored and
financed an unknown player who he felt had real potential.

“I funded him all over the world for about four years,”
Bristow has said. “And the idea was to see if he could do it.
When I first started sponsoring him, he kept getting beaten
and people were laughing at me for encouraging him.”

money when I was young and growing 
up in Stoke Newington in the east end.
My dad was a plasterer and my mum 
a telephonist. My parents were
hardworking and always did the best 
they could for me. That environment
rubbed off on me and I soon became
streetwise and realised you’ve got to
work hard to get on in life.

“My father believed that everyone is
good at something and you’ve just got to
find out what.  He took me to pitch and
putt golf, snooker and pool, but it wasn’t
until he bought a dartboard when I was 11
that we found out what I was really good
at. By the time I was 14 I had joined a
local darts team and knew where my

future lay - not that
anyone at school agreed.
I was told to knuckle
down and get a life. It
didn’t matter because I’d
decided I was going to
follow my dream.”

At 15, Bristow was
earning £12 a week in a
City advertising agency -
and making five times
that playing in weekend
darts tournaments: “By
the time I was 16 I was
winning two or three
contests a weekend, so I
ditched the job and
concentrated on darts.”

He became The
Crafty Cockney in 1976
when he visited a bar of
that name in Santa

Monica, California and was given a shirt
bearing the bar’s logo. Bristow explains: “I
brought it home and wore it on TV and
the name just stuck. The bar’s not there
any more - it’s a car park.”

Now there was no stopping Bristow.
At major tournaments he tore into the
opposition, using a strange and
controversial grip - raising his little finger
as though holding a teacup. Years later, he

“BY THE
TIME I WAS
14 I HAD
JOINED A
LOCAL
DARTS TEAM
AND KNEW
WHERE MY
FUTURE LAY
- NOT THAT
ANYONE AT
SCHOOL
AGREED”
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INTERVIEW

mates. When I won the money at craps, I put 
$500 in the tip box. I’m a good tipper. It’s the 
way I was brought up.”

DARTITIS
Big houses, smart cars (although he doesn’t drive),
celebrity mates and impressive business deals were
all part of the charmed life of Eric Bristow. Then
things started to go seriously wrong. During the
1987 Swedish Open, Bristow was alarmed and
baffled to find that on the oche he had dominated
for so long he couldn’t let his darts go.

He was diagnosed with a psychological
condition known as dartitis. As Bristow has
explained: “It slowly comes on. No one knows why
it happens. Your action gets slower and slower and
eventually you can’t throw at all. For a while I
wondered what I would do if I didn’t recover.”

What he did was to build a media career that
finally replaced competitive darts when he retired
after the 2000 world championship. Bristow’s now
constantly in demand for promotional
appearances, exhibition matches and as a Sky TV

pundit for the top darts tournaments. 
Today at 56, Bristow is still a
household name, particularly since

coming fourth in last year’s I’m A
Celebrity…, and his personally

endorsed darts, including
replicas of his world
championship winners, 
are among Harrows’ 
best sellers.

“Eric’s always in
demand as an after
dinner raconteur and a
speaker at high profile
corporate events,”
says Robert Pringle.
“He’s a really
entertaining

speaker with a
fund of
wonderful
stories. As you
can imagine,
he’s never 

at a loss 
for words.”

admits that the style was “just for
show” and had no effect on his play.

In 1980 he beat arch rival Bobby
George to win the world
championship and began a decade
of darts domination that has never
been equalled since. He was making
big money - and spending it. An
unashamed gambler, he was seen
regularly in Las Vegas casinos, where
his luck was legendary.

He recalls: “I won 17 grand on a
gaming machine and 12 grand playing
craps. I even won 11 grand playing a
bingo game while sitting at a bar with
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The failure of the roller sports bid to join the Olympic movement
was met by a mixture of disappointment and relief by
skateboarders, a community proud of its anti-establishment image.
But is it a missed opportunity to branch out from its teenage
market image to reach different consumers? Adrian Hill reports

32 Follow us @SportsInsightUK

kateboarders see
themselves as the height of
cool, doing ‘their thing’
without the barriers of
etiquette or rules that have

to be obeyed in other activities. Yet a
curious sequence of events occurred
recently where the archetypal rebel sport
was on the brink of being accepted into
the epitome of the sporting establishment
- the Olympic Games.

Skateboarding was a key aspect of a
bid by roller sports - a wide ranging
assembly of everything from artistic roller
skating to street hockey - to join the
quadrennial jamboree in 2020. The issue
caused unease among the hardcore, who in
most other sports would be termed as
‘traditionalists’ - a phrase that sits uneasily in
such an edgy environment - who want their
passion to remain outside the mainstream.

THUMBS DOWN
Those fears melted away in May when the
executive board of the International
Olympic Committee recommended that
baseball/softball, squash and wrestling be
proposed for possible inclusion in the 2020
Games at the IOC session in Buenos Aires
in September. Roller sports - alongside
karate, sport climbing, wakeboarding and
wushu - were given the thumbs down. Cue
sighs of relief around the world.

The Olympic idea may have been as

S

ITS TARGETS
BOARD MEETING

BUYING HABITS
Online is the great engine that feeds
the market, but the nature of the sport
lends itself to small specialists making
their mark locally.

“Internet sales count for the vast
majority of our sales, 90 per cent,” says
Chris Palmen of Kates Skates. “We
have computers in our store and so can
point people to items we can’t display.

“We have a large store, but it’s
impossible to have everything on
show. In retailing in general we see
people going online to buy things. 
If a lad has broken his deck and 
wants a new one by Saturday, he 
will go to the store. But if it’s for a
birthday or Christmas present, it 
will be bought online.”

popular as a deck without grip tape
among boarders, but there is no doubting
that the publicity surge from being part of
the world’s biggest event would have been
gold dust commercially.

“As a retailer, of course it would have
been good, but in terms of skateboarding
it is not the sort of thing it’s about,” says
Chris Palmen, owner of Cumbria based
Kates Skates. “Skateboarding has the X
Games. The only discipline, if you can call it
that, that could be included in the
Olympics would have been vert ramp, due
to its defined criteria, but the kids who are
into skateboarding want it to be an
underground sport - they don’t consider
themselves to be athletes.”

Skateboarding is both young in
demographic and youthful in history. It
was only 60 odd years ago that it first
appeared in California - home made
wooden boards on roller skate wheels for
so called ‘sidewalk surfing’. The initial
manufacturing base was made up of
surfboard makers.

The development of polyurethane
wheels with more flexible axles and wider
decks in the 1970s allowed boarders to
perform a greater selection of tricks and
skateboarding took off. Skate parks were
developed in America, the ubiquitous ‘ollie’
(no hands aerial) was invented and
skateboarding began to become entwined
with music as an expression of an

alternative lifestyle.
The growth of BMX pushed

skateboarding into the shade in the 1980s,
but the past two decades have seen
skateboarding make a comeback, with
clothing and footwear becoming 
as much as part of the scene as the 
decks themselves.

KEEPING PACE
Skateboarding is clearly a lifestyle choice,
feeding off innovation and fashion - a heady
cocktail that leads to a dynamic
marketplace where things rarely stand still
for long. The challenge for those
manufacturing and selling is to keep pace
with the fluidity.

“There are two types of skateboarders -
those who are really into it and those who
see it as a fashion accessory,” Palmen
explains. “The first group know what they
want; they can be demanding, but generally
are easier to please. They know the
technology and want to get it from a
recognised brand.

“Those that are concerned with fashion
will either buy a cheap board or the latest
thing. Penny boards are the thing to be
seen with at the moment - a penny board
with a backpack. The fashion houses are
really getting into street culture. Caps are
massive at the moment.

But at the end of the day a lad who is a
serious skateboarder doesn’t necessarily
need four t-shirts, but when his board snaps
he must get a new one.”

Skateboarding has such a strong,
powerful image that seduces teenagers,
still predominately male, to take it up, but
even the height of cool was bitten by the
recession as cheaper alternatives were
promoted.

“The market is starting to pick up,” says
Palmen. “Extreme sports go in cycles. The
massive scooter wave had taken away from
skateboarding. It started with six to 10-year-
olds and there was a feeling they would
progress to skateboarding, which didn’t
quite happen. Now the scooter market is
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“THERE ARE TWO TYPES OF
SKATEBOARDERS - THOSE WHO ARE

REALLY INTO IT AND THOSE WHO
SEE IT AS A FASHION ACCESSORY”

BOARD SPORTS

saturated and it’s going back to
skateboarding again.

“It takes time to build up, as it’s a peer
thing. One person gets it and then they all
get one. The teenage market is the core.
Older people do skateboard, but it’s those
who did it when they were younger. Not
many at all take it up when they are older.”

The UK took time to adopt the
American principle of skate parks - purpose
built arenas for boarders to practice their
skills - but recent years have seen a wave
built around the country. These innovations
have helped support the market, as parents
who were reticent about seeing their
children skate on the streets due to safety
concerns are willing to send them to a more
open, controlled area without the threat of
traffic and the perceived dangers of street
corners and alleyways.

Skateboarding is serviced by a
bewildering collection of brands, many
trading on the sport’s alternative image,
such as Anti Hero and Deathwish. Serious

boarders build their pride and joy from
buying the constituent parts separately,
but there has been a recent increase in
sales of ‘completes’ - basically ready to
go skateboards - trading for anything
from £20 to £120.

DISTINCT IDENTITY
Manufacturers can create their own distinct
identity through strong logos and creative
decoration of the decks. It’s an advantage
not afforded to racquet sports, for instance,
where there simply isn’t the space to place
anything more than a simple logo. Zero uses
dark, gothic imagery. Birdhouse goes for
bright, vivid colours with a strong theme to
each of its decks. Bootleg’s ‘super villains’
have an appearance of a work of art. 

The deck is a canvas for creative
imagination. Even more originality 
comes from sites that allow artists to
submit designs that are voted on by
visitors, with the best supported being
turned into boards.

The Olympic decision ensures that
skateboard’s identity remains on the
edgier side of life, which is just the way its
proponents like it. Its market position as
one of the most popular activities for
teenage boys opens it up to advertisers.
Although, as Palmen explains, the
attention is not always welcomed by the
skateboarding community - a group that
prides itself on maintaining a certain
image distinct from conventional life.
Middle of the road patronage is not
sought or appreciated.

“Skateboarding is its own worst
enemy,” claims Palmen. “What brings many
people into skateboarding is because they
are, or want to be seen as, rebels. They
don’t want to conform. Yet we have seen
recently skateboarding appear in adverts
that don’t fit that model. The lad in the
Wartner advert who has treatment for
warts and then skates off on a skateboard
without grip tape - I don’t know how far he
got - and the current McDonald’s ad.”
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A SPORTSWEAR BRAND 
WITH A UNIQUE POSITION
AKOA is the sportswear brand
owned by Trutex Schoolwear, who
are the longest established School
Uniform business in the UK. Given
this heritage and an intimate
understanding of the market, the
AKOA team fully understands the
needs of retailers and schools when
selecting performance sports kit.
Indeed, a key benefit of working
with AKOA is this wealth of
experience, helping you to develop
a greater share of the school
sportswear market and
guaranteeing footfall through your
door every year.

In addition to this expertise, what
sets AKOA apart is the combination
of style and product performance,
which is centred on its Endura Dri
technical fabric. The range has also
been developed with price in mind,
so that it’s not just restricted to the
elite athletes and first teams within a
school. In short, it has been created
for everyone, for everyday use as
trainingwear or
games kit.

OUR STOCK
RANGE
AKOA offers
both stock lines
and made to
order, so there is
an option for
everyone. With
the stock range
you are able to
choose from a
number of
different

Develop a greater share of the school
sportswear market with AKOA

products, including reversible
rugby shirts, standard and girl’s
fit polos, as well as hoodies,
track pants and baselayers. 
As each of these garments 
are available in up to ten
different colour options, it
provides an opportunity to
supply almost all schools with
kit right off the shelf. Plus if
any top ups are required, the
garments are available for
immediate despatch from
our UK based distribution
centre. Badges, text and
logos can, of course, be
added to all stock items via
AKOA’s in-house
embroidery department,
allowing you to build a
unique kit that can be
available for your customers to
purchase within a matter of days. 

MADE TO ORDER  
AKOA’s made to order range is
even more flexible. Not only are

there even more designs
from which to choose,
but you can also change
the colour of the various
garment panels to
create a completely
bespoke look for your
school or sports club.
And as there are 15
colours to choose from,
the options available 
to your customer are
extensive, particularly
when the school adds
their logos and any
required text to 
the garments.

UNRIVALLED
EXPERIENCE
AND SUPPORT
TO HELP YOU
GROW YOUR
BUSINESS

34 Follow us @SportsInsightUK
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Testimonials

“AKOA have been the perfect
partner for Emblazon to infiltrate
the school sportswear market.
They helped us target local
schools by creating a number of
stylish design boards that
provided credibility and an
increased level of professionalism
when pitching for business.” 
Gary Nash, Emblazon, Harrogate

“With the help and support of
AKOA I now supply eight local
schools with AKOA sportswear.
To me the brand is positioned
perfectly within the market, as it
offers high quality, technical
sports kit at a price that keeps
parents happy.”  
Glen Mewett. Emblematic,
Newcastle

WHAT OUR
CUSTOMERS
THINK

THE FABRICS
AKOA products are predominantly
made in high quality polyester fabrics,
providing exceptional strength to the
garment. These feature AKOA’s
unique Endura Dri technology, which
helps to keep skin dry. The fabric
structure promotes capillary
action, meaning
that perspiration
is taken away
from the skin
through the
fabric. This
moisture then
evaporates via
the surface of
the fabric. 

Endura-Dri
Endurance
Power means
an athlete 
can put in
their best
performance time
and time again. It
offers 100% wicking
capability wash after wash
without the use of chemicals that
will eventually wash off. 

THE AKOA WEBSITE
At www.akoa.co.uk you will find
details of all AKOA’s stock lines,
which are available for immediate
despatch, plus you can upload any
badges and logos to be added to
these garments. These can be printed
or embroidered as part of AKOA’s ‘5
Day Turnaround Service’, meaning
you can supply clubs and schools
with unique kit in a matter of days
and with low minimums.  Our online
kitbuilder is one of the most
advanced in the industry, helping you
create a truly bespoke kit in minutes,
which you can email to your schools
and clubs for their thoughts or direct
to AKOA for additional support. You
can even save your kits in your
account area for future consideration.
Further details on how to use the
AKOA kitbuilder can be found below.

HELPING YOU TO 
RECRUIT SCHOOLS
The AKOA Marketing Team can
design promotional literature on
your behalf, which can be used to
target schools in your area. Mailers
can be created using your corporate
style and company logo, so that the
school contact you directly with any
enquiries. Once you have received
the enquiries, we will support you in
creating a professional presentation,
including design proposals, to help
you secure new business. 

ASSISTING WITH KIT DESIGN
Schools and clubs often have very
specific requirements for their

sportswear. These requirements
demand a flexible and innovative
approach to the design and
development process. Ultimately,
schools look to their supplier to
create an identity that sets them
apart.  AKOA firmly believe it’s part
of their role to help manage a

school’s design expectations,
ensuring the final sportswear

kit reflects the culture and
ethos of the school or

club. As previously
mentioned,
AKOA’s state

of the art
website includes

kitbuilder
technology,

which allows
you to create

various kit
designs that
can be shared

with your schools or clubs.
The first step is to go to

www.akoa.co.uk and click
the ‘kitbuilder’ tab. You can

then select to design your kit by
product or by garment design.

From here you can select the type
of product you would like to design,
change panel and trim colours, as well
as upload badges and add text. Once
you have the garment you are
looking for, simply add this to your
list, enabling you to create the next
garment within your kit.

Once you have created all the
elements of the kit, you can then print
them off, email them to your school or
save them for later. If the kit design
has been approved, you can open up
your kit via your specific AKOA online
account, add sizes and move through
checkout.  Should you have any issues

or questions about our kitbuilder,
please email dtomlinson@trutex.com.
We are happy to help and be part of
the process.

ONCE YOU HAVE BEEN
APPROVED BY THE SCHOOL
Our support doesn’t stop when you
have successfully secured the new
business. The AKOA team can
provide a working document for
you, which details forecasting by
item, pricing, delivery, distribution
and stock provision.  

CONTACT To discuss how AKOA may be able to help your
business, call Andrew Bairstow on 07584644087
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WALKING THE

Diagnosed with prostate cancer when he was
49, David Annand, Zoggs’ UK marketing and
PR manager, strode purposefully around the

touchlines of over 30 Football League clubs to
raise awareness of the disease, as well as funds

to help beat it. Tony James reports

very Saturday of last season
David Annand began his
ritual walk around the
touchline of a Football
League stadium, starting

around midday and ending around 15
minutes before kick off.

By that time his purposeful stride had
covered at least 10 miles and everyone in
the stadium knew why he was there - to
make the predominantly male crowd
aware of the dangers of prostate cancer,
how to detect it
and how,
hopefully, to
survive it.

E
AMBASSADOR
Annand, an ambassador for Prostate
Cancer UK, official charity partner of the
72 Football League clubs, knows all about
prostate cancer because he’s had it.
Zoggs’ UK marketing and PR manager
was a fit 49-year-old with no apparent
symptoms when his wife Lisa persuaded
him to have a routine check.

“I was devastated when my doctor
gave me the news,”

Annand explains. “I
had no idea there
was anything
wrong with me. I
thought only old
men got prostate
cancer and I was

a fit guy who

played sport and knew that you should eat
five portions of fruit and veg every day. 

“I didn’t know exactly where my
prostate was and certainly didn’t know
what it did. I also knew there were an
awful lot of men like me. We don’t like
to talk about prostate cancer, but we
must. A man dies every hour from the
disease in the UK and after my
treatment - successful so far - I decided
to talk about it.”

Annand has been a football fan since
1972 and has visited all 92 first class
football grounds. His personal crusade
involved walking 500 miles around the
touchlines of over 30 Football League
stadiums during the 2012-13 season.  He
promoted Prostate Cancer UK campaigns
to over half a million people, talked to
men about a usually taboo subject and in
the process raised over £18,000 for
prostate cancer research.

He’s walked the Wembley touchline
four times: “I had to do it anti clockwise -
don’t ask me why - but it was a great
experience. I was at this year’s
Championship play off at Wembley
between Watford and Crystal Palace.
There were 80,000 supporters there and
I couldn’t help thinking that at least
10,000 of the men there could get
prostate cancer.

“If things go on as they are, prostate
will be the most common form of cancer
by 2030 and yet it gets only a third of
the funding of breast cancer research. It’s
the poor relation of cancer treatments.
Some of the current blood tests aren’t
adequate in my opinion and screening
processes could be improved.

“When I started my charity challenge,
raising awareness of the problems
surrounding prostate cancer was my
main objective. Anyone can walk 500

miles and the idea was to get in
contact with as many men as I could

- and you can usually find them
watching sport.

“At first I was a bit
apprehensive about the
reaction of football fans to
a bloke walking round
their touchline for hours. I

wrote to David Gold, the
chairman at West Ham - they

were still in the Championship
then - and explained what I

wanted to do. He was very
interested and supportive and

arranged for me to walk round the pitch. 

Follow us @SportsInsightUK36
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“The fans stood and applauded my
last two laps and the response was so
good that I went on from there. The great
thing is that Lisa has supported me all the
way and often comes on the walks with
me. I couldn’t have done it without her.
After the success of the West Ham walk,
the charity was pleased with the reaction
and asked me to become an official
ambassador and continue the walks on
other grounds. I just said: ‘Tell me where
you want me to go and I'll be there’.

“The vast majority of the Football
League clubs have been really welcoming
and cooperative. Top managers like Ian
Holloway, Neil Warnock, Gus Poyet and
Paolo Di Canio couldn’t have been more
helpful. Sometimes I met the teams.
Everyone realises just how important it is
to crack this thing.”

CAPTAIN
Indeed, since the cancer charity linked
with the Football League Annand, an avid
Gillingham fan, is now
captain of an ever
growing team of
soccer legends who
have become Prostate
Cancer UK
ambassadors. They
include the likes of
Luther Blissett, Ray
Clemence, Mike
Summerbee, Dwight
Yorke, Les Ferdinand
and Denis Law.

Annand used his
marketing skills to plan
his touchline walks: “I
got articles in the local
papers to explain what
I was doing and put
something in the match
programmes. While I
was walking, people would be constantly
coming up to chat. So many had either

had prostate cancer, knew people who
had or wanted to know about symptoms
and screening facilities. I urged people to

have regular checks and
to contribute to prostate
cancer research.

Annand hasn’t let
prostate cancer interfere
with his career. “I had just
over a week off work for
my treatment, which
involved implanting
radioactive seeds into my
prostate, and all my
campaigning has been
done in my spare time,”
he explains.

“The 12 month
campaign was time
consuming, particularly
organising the walks and
the constant
communication via social
media, to keep the

campaign alive and fresh in everyone’s
mind. I have a demanding full time job

that does involve some weekend work,
so it was a challenge to fit everything in,
but the love and support of family and
friends made it all achievable.

“Life certainly tends to throw up the
unexpected. If you’d told me two years
ago I’d be walking around football
grounds all over the country I would
never have believed you.” 

LUCKY
Today, looking back over the last two
traumatic years Annand says: “I’ve been
incredibly lucky in many respects. The
cancer was found early and I was
reasonably young and fit. It will be another
three years before I am considered cancer
free, but I haven’t had any major side
effects from the treatment. 

“It hasn’t impacted on my life, either my
working career or stopping me walking
500 miles. Will I do more fundraising and
awareness campaigning? Of course. I’ve
got a couple of ideas that could come to
something. There’s a long way to go
before we finally zap this thing.” 

37www.sports-insight.co.uk

David Annand says his
work is very important to
him. “It’s a joy to be
marketing manager of a
brand in which you have
such confidence,” he
explains. Annand claims
not to be a serious
swimmer, but he has
twice swum the
equivalent of the English
Channel for charity.

He joined Zoggs in
2009. Launched by

Australian swimming
enthusiasts in 1992, it’s
now a worldwide brand of
swimwear, goggles and
training aids and was the
first to offer goggles with
UV protection. Since then
it has made advances in
goggle technology
involving vision enhancing
lenses, improved fit and
comfort and designs that
mould to the contours of
a swimmer’s face.

“We are now the
number one brand in the
UK leisure market and go
into more leisure centres
than any other,” Annand
says. “We cater for all
ages and abilities and our
children’s ranges have
been particularly
successful. I have never
enjoyed a job so much
and am very grateful that
I’m still around to
appreciate it.”

WORK’S A JOY

PROFILE

“WE DON’T
LIKE TO TALK
ABOUT
PROSTATE
CANCER, BUT
WE MUST. A
MAN DIES
EVERY HOUR
FROM THE
DISEASE IN
THE UK”
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What’s the best marketing idea or approach for
selling business to consumer? Paul Clapham
examines some tried and tested techniques

hile among a group of
acquaintances from the
sales and marketing sector
recently, I raised the
question of what were the

best marketing techniques - and
everyone had something to say. There
were definitely some overall issues that I
found surprising, but I wanted to share
the best advice.

First up is the question of budget. On
the one hand, it was generally agreed that a
lot of marketing spend is wasteful (I didn’t
expect people in the business to own up to
that one). At the same time, everyone
admitted that a bigger budget would
almost always win the day. But the most
widely held view was that if you can’t
afford to do a project properly, doing it
bargain basement style usually has very
negative results. So save your money until
you can do it well.

Fashion in marketing is very susceptible
to the new latest thing. For example, it is
not so many years since SMS (text
messages) was predicted to dominate
marketing activity across all sectors - quick,
personal and cheap, SMS was ‘it’. In the
event, customers decided they didn’t like it,
so it fell by the wayside. A number of
agencies and their clients lost a lot of
money backing that horse. 

Similarly, social media is today the big
deal. In a young market like sports goods it
looks like a no brainer. The concern here is
that social sites have some track record of
meteoric rises followed by not so much a
dive as a plummet. It happened to Friends
Reunited after it had been bought by ITV,
who, last time I looked, had lost 97 per cent
of their investment.

RESEARCH YOUR MARKET
People don’t do enough research - they
don’t find out what their customer wants or
is buying. Instead they charge ahead selling
what they’ve got. Two comments in
particular stood out from the whole group.
First, small businesses should pester their
larger suppliers for information (which they
very often have), but few do. Second, small
businesses don’t ask their customers a
series of questions that could provide that
basic research. The reality is, so long as you
keep it short and sweet, customers are
happy to share their views and experience.

W

ATTRACT MORE
CUSTOMERS

Follow us @SportsInsightUK38
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Conversely, don’t trust research to the
exclusion of ‘gut feel’. Consider these
examples: James Dyson had some
research done when developing his
vacuum cleaner. It told him that the large
majority were happy with the
performance of their existing cleaner and
that they weren’t ready to pay twice as
much for a better one. Ignoring that has
made him a billionaire. By contrast, just a
small amount of consumer testing of the
C5 could have saved Sir Clive Sinclair’s
reputation and wealth. 

Both those cases demonstrate the
value of consumer
trial, which is an
element of research.
When consumers saw
Dyson’s product and
tried it, they wanted it.
The precise opposite
applied to Sinclair’s
product, but it had
already been launched
with public fanfare.

Share of ‘shout’ is
increasingly important.
There are so many types of media now
and they are in people’s faces so much
that your message can get lost very
easily. A first class case is email
marketing. Because it’s free, people get
deluged. So they just delete the lot.
Meanwhile, the post pile is smaller
because it’s expensive compared to
email. But as long as you don’t print on
the envelope ‘dreary sales message
enclosed’ it will be opened and, if it’s
pertinent, well written and well presented

you’ve got that share of shout.
Make an offer. My group all agreed

that it doesn’t matter whether you are
selling to a private individual or corporate
organisation (such as schools, colleges
and clubs), a promotional offer
consistently brings people to you. But it’s
essential to make it specific. In other
words, it should be clear what you want
people to do (try a rowing machine, for
example) and be clear on exactly what
they’ll get in return.

When you are selling to those
corporate groups, you may prefer to make

the offer more
professional, although
there was
disagreement on this.
One of my marketing
group said: “A free
Parker pen works with
anyone”, but his
comment was
followed by
someone’s retort: “Not
with my customer
base, never.” The

second guy agreed with the principle, but
the offer had to be more professional.

Never sell on price. It can only ever be
a race to the bottom and unless you’ve
got very deep pockets you’ll lose the
race. If you sell your expertise cheap, that
is how you will always be perceived.
Bargain basement pricing rings the bell
for less than one in four customers and
genuinely puts off lots of people. And
don’t forget that raising a price, having
once reduced it, is difficult.

REPEAT THE MESSAGE
Integrate your communications.
‘Integrated marketing’ is another industry
fashion which is no longer much boasted
about, but is happily still implemented.
Delivering the same positive, basic
message every time sounds dull, but it
works. It’s the same as ‘I love you’, ‘I still
love you’ and ‘I’ll always love you’. Word
is, that’s still a popular combination.

Get yourself good sales people and
train them properly. Note the ‘people’ bit.
Increasingly, buyers of sports goods are
women and therefore a woman will have
an edge when selling to them. Think
through that opportunity. 

A mother with school aged children
who has experience in the sporting world
(a PE teacher or sales rep, for instance)
could be exactly the person you need for
25 hours a week. I learned this from a
pharmaceutical marketer who had
recruited ex-nurses and pharmacy
managers to sell to doctors. 

Stress your expertise in PR activities.
Not all journalists know about the full
range of sports and journalists love to
have people available who can give
them 100 words of solid reliable
information, plus a pithy quote. Being
referred to in the local press as an
expert will raise your profile with
individuals and clubs alike.

39www.sports-insight.co.uk

The internet is a wonderful tool - if
you use it properly. Otherwise it’s next
to pointless and potentially harmful for
a business. Businesses and consumers
alike use it first to source and check
suppliers and they look at a lot of sites
before making contact, typically as
many as 10. It’s a competitive world
and your site has to be accessible,
professional and interesting. If it gives
a customer the run around, is dull to
look at or badly written, then ‘click’,
you’re toast. 

Get your website professionally
designed and make sure the designer
knows about search engine
optimisation (SEO). There’s no point
having a stunning site that Google and
Bing can’t find. 

Spend some money on a
copywriter or at least on someone
who is practised in writing for public
consumption. Use the best
photographs you can. Show people as
well as tell them. So many sites, even
in the retail field, miss that trick -
people buy from people and they
always will. Keep it updated. It helps
with SEO and it’s an important way to
prove you’re at the cutting edge.

BE ONLINE
NOT INLINE
FOR BUSINESS

MARKETING

“IF YOU SELL
YOUR EXPERTISE
CHEAP, THAT IS
HOW YOU WILL
ALWAYS BE
PERCEIVED”

Increasingly,
buyers of sports
goods are women
and therefore a
woman will have
an edge when
selling to them
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Swim Snorkel

The swim snorkel has been designed to allow the swimmer to focus on their swim technique 
rather than their breathing action.

Air is drawn in from the back of the head, while expelled through a valve in the mouthpiece. 

Securely wrapping around the head, the swim snorkel allows the swimmer to keep their head 
below the surface and to concentrate purely on correct body rotation, balance and alignment.

The snorkel is able to ‘swivel’, which means that it is both easy to pack away and to speak 
with the coach in between laps.

For more information please contact Solo Sports Brands Ltd - Tel 015396 22322

»



SWIMMING
IN SEASON SWIMMING
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THE GOGGLE 
OFFERS WIDE VISION
UNDER WATER, WHILE
THE SEAL IS SOFT,
COMFORTABLE 
AND DURABLE
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IT’S HOLIDAY
TIME AT
JAKABEL
YES, THE LINE-UP IS
STRONG AT JAKABEL
FOR THE SUMMER
HOLIDAYS.

Sun protection wear,
wetsuits, floatsuits and
pool toys/accessories for
kids from 0-13 years, 
plus adults.

Delivery is within 2-3 days
all year round with no
minimums, so dip your
toes in the water and
order today.

For more information call
00 44 (0) 20 8715 2385 
or 00 44 (0) 7957 541406,
email info@jakabel.com 
or visit www.jakabel.com

ARENA VIPER
MIRROR
WITH POLYCARBONATE
MIRROR LENSES AND A 
LIQUID SILICONE BODY, 
SEAL AND STRAP, THE 
VIPER MIRROR HAS AN ACS
SIDE CLIP AND SPLIT STRAP.

Suitable for open water and
triathlon, the goggle offers wide
vision under water, while the seal
is soft, comfortable and durable. 

For more information call
Solosports Brands on 01539
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72,23 cm2
72,60 cm2

bladder

Material 

Pane

certiFication

construction

+ New uhlsport design in special 22 panel 
 construction
+ Thermobonding technology allows perfect 
 roundness and extremly low water uptake

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

+ Newly developed bladder with 
 excellent air-retention

TPU-Foile

foam rolling

foam frame

Butyle bladder

Textile

PANEL SURFACES: Balanced panel 
surfaces (ratio 1:1.005) provide:
+ perfect roundness
+ optimum ball stability
+ improved fl ight and 
 bounce characteristics

FIFA APPROVED

M-KONZEPT REVOLUTION

The Uhlsport MKonzept football range

Contact your local sales representatives for more info about the 2013 Uhlsport football offers.
All Ireland: Brian Hutchinson - 07595543835 • Scotland: Eric Muir - 07940598779 

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

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

M-Konzept Revolution
RRP £89.99

M-Konzept Turnier
RRP £49.99

M-Konzept Supreme
RRP £34.99

M-Konzept Resistent
RRP £34.99

M-Konzept Motion
RRP £24.99

M-Konzept Team
RRP £14.99

white/navy/red
size 5

fl uo orange/silver/black
size 5

white/petrol/silver
size 4

fluo yellow/cyan/black
size 4

white/silver/black
size 3

fl uo green/silver/black
size 3

www.facebook.com/Uhlsport.UK @UhlsportUK
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CYCLING

ast December Sport
England revealed its
biggest ever investment
in cycling with the aim of
securing a lasting legacy

for every level of the sport.
Building on the inspirational

success of GB cyclists at the Olympics
and Paralympics, the £32 million four
year investment includes £6.4 million
to help talented young cyclists
become the best they can be and £7
million to improve cycling facilities.
This is in addition to the work of
British Cycling, which has already got
hundreds of thousands of people
back on their bikes  - work that will
continue over the coming years.

FACILITIES
The £7 million to improve cycling
facilities will be targeted at traffic
free cycling centres, helping more
people to enjoy the sport in the
safest possible environments. More
than 3,000 gifted young riders will
benefit from the £6.4 million talent
investment, with the very best of
them hoping to vie for Olympic and
Paralympic glory in years to come.

At the heart of cycling’s legacy
strategy are plans to help more
people get involved in the sport,
whether that’s mountain biking,
track cycling or keeping fit out on
the roads. Sport England’s funding
will support the expansion of both
formal and informal rides, as well as
the development of a wider range
of cycling events, where people can
compete at the right level and in a
safe environment.

Certainly more people are
cycling. Figures from Sport England
released in June show that over the
quarter to mid April 1.4 million more

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

L
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Sport England’s £32 million funding package is designed to get more
people on their bikes and support the next generation of cycling stars,
but how do independent retailers cash in? Investing in bikes is not only
expensive, but they eat up floor space. The answer? Cycle accessories,
says Louise Ramsay

OF
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men and women are playing sport,
including cycling, every week than in
2005 when London won the bid to
host the Olympic and Paralympic
Games. Figures published in
December 2012 showed 750,000
more people playing sport than 
the previous year. Six months on 
and despite the coldest March for 
50 years, growth of 530,000 has
been achieved. 

Which is all very positive for the
cycle market, even if, as a general
sports retailers, investing in bikes
doesn’t make complete sense. They
do, after all, take up a lot of space
and are an expensive investment.
Bike accessories are, however,
another matter. Small and affordable,
they are an ideal cross sales product
to customers who, for example, have
come in to buy running shoes as a
triathlete, but also have a bike at
home as well. 

PROTECTION
Sean Deane is the UK sales and
operations manager at Optimum
Sports. The brand has always been in
the cycling accessories market, but
more specifically in protection. “We
provided protective shorts for sports
such as mountain biking,” he says,
“but we quickly found out that this
was quite specialised and as such it
minimised the range we could offer.
So we decided to extend the range to
cover everyday cycle wear and target
the general leisure cyclist and
commuter, which has seen our sales
increase hugely.

“The market for cycling
accessories is continually increasing
- and at a fast rate too. Cycling is
currently ever present in the media,
from the GB Olympic team’s
success to Chris Froome in the Tour
de France. More and more people
are talking about it and so more and
more people are taking it up.
Everyone who does it needs at the
very least a pair of padded cycle
shorts or cycle gloves and that’s
where we, and independent
retailers, come in.”

Because of the higher costs,
Sean agrees that bike sales are
more appropriate for the specialist
rather than general sports store.
“But in terms of clothing and
accessories, there is nothing
stopping retailers from taking a little
stock and giving it a go,” he says.
“Everyone and anyone is now
cycling. It’s not only the health
benefits that people are looking at,
but the financial benefits too. With
travel costs increasing, it is common
sense for a lot of people to cycle to
work. At Optimum over half of the
staff now cycle in, which is great.”

CRUCIAL
Another top brand on the 2pure
roster is Galfer, which not only
provides high performance braking
systems for cars and motorcycles, but
for bicycles too. Brake pads are often
overlooked, but are crucial if you
want to get the best performance out
of a bike. As a rider, having the
confidence to know you can stop
quickly and safely can make a huge
difference in the enjoyment you get
out of a ride. Well maintained,
modern brakes combined with quality
brake pads result in stopping power
we can only have dreamed of a
decade ago. New on the market is the
Standard, Advanced and Pro range of
brake pads, allowing any biker to
experience top levels of performance.

2pure also distributes Dual
Eyewear. These sports oriented
sunglasses aim to help outdoor
enthusiasts with hard to read
products such as cycle computers
and mobile phones through a discreet
magnification area moulded into the
lower portion of the lenses.

IN SEASON
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Mark Cavendish, nicknamed the Manx
Missile, rose to prominence by winning
the prestigious 2011 Tour de France
Green Jersey and becoming BBC Sports
Personality of the Year.

He’s recently teamed up with cycling
equipment maker Specialized to roll out a
range of cycling products that will carry a
new, predominantly green logo featuring
the letters CVNDSH. The cyclist is known
for his outspoken interviews and the

brand’s tagline will be ‘Fst as Fck’.
Speaking at the launch event,

Cavendish said: “If people talk about
Mark Cavendish the cyclist, the first thing
they say is speed, so the logo had to
show that. For me, the Green Jersey is
this icon, it has been a very important
colour in my career. It feels right to build
on that, not just as a cyclist, with a
commercial brand. I’ve never put my
name to things if I don’t believe in them.”

FST AS FCK

Optimum’s core items focus on
what gives cyclists a more enjoyable
ride. Hence cycling gloves and
padded shorts are big winners.
“Though our recently launched
Nitebrite range, which is fluorescent
and bright, is also proving popular
too,” Deane says. In terms of new
products, the range is continually
evolving and developing. “Even now
we are extending further into
cycling accessories and soon will
have bike lights, arm wallets,
sunglasses and water bottles among
other items added to the range,”
Deane explains. “A lot of our
clothing range can also be used in
running and triathlon as well.”

Cycling accessories distributor
2pure offers a range of products in
this sector. Its Nathan Lock Laces
are a patented elastic lacing system
that features specially designed
laces with a spring activated locking
device, which gives the perfect shoe
fit. And better still, they’re also good
for runners, triathlon, general sports
and casual wear. 
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CYCLING JERSEYS

CYCLING BIB SHORTS

CYCLING GILLETS

CYCLING WINDSTOPPER JACKETS

CYCLING WINTER JACKETS

TRIATHLON SUITS

sales@VO2sportswear.com 
Tel: 0808 146 7580  
www.v02sportswear.com

VO2 Sportswear creates the finest sports apparel 
and accessories in the world. Designed without 
compromise for the most discerning exercise and 
fitness lovers, V02 Sportswear mix fresh, modern 
styling with top end performance. A passion for 
exercise and fitness means V02 Sportswear is 
more than just a sports clothing company. It is an 
online world of performance Sports clothing, 
accessories, exercise and fitness tips, all celebrating 
a love of all things blood, sweat and tears. 

UK REGISTERED COMPANY  

ALL CLOTHING IS DESIGNED IN THE UK

WE PRIDE OURSELVES IN SUPPLYING 
THE FINEST SPORTSWEAR AVAILABLE

GIVE US A CALL TODAY TO DISCUSS 
YOUR REQUIREMENTS WITH OUR 
TRADE TEAM
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FITNESS
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THE PERFECT
ADDITION TO

ANY HOME GYM 
THE HUMBLE HAND

WEIGHT HAS LONG BEEN A
STAPLE FOR ANYONE WHO

WORKS OUT AT HOME.
VERSATILE AND EASY TO

USE, THEY’RE PERFECT FOR
TONING EVERY PART OF
THE BODY, WHILE BEING

SMALL ENOUGH TO BE
EASILY STORED.  

Inexpensive and durable, the
York range of dumbbells caters

for all abilities and come in a
variety of different weights.

Easily stackable, they can be
sold with a storage rack in a set

or individually, depending on
the customer’s needs. The

racks are also a great way to
display the dumbbells within a

retail environment. 

For more information about
York’s range of hand weights
email retail@yorkfitness.co.uk

or call 01327 701800.

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

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

Iron Gym has a flexible approach to doing 
business and can offer customised collections 
to best fit your requirements.

For more information call 075 0644 3652, 
email sales@irongym-europe.com or visit 
www.irongym-europe.com

INEXPENSIVE AND
DURABLE, THE
YORK RANGE OF
DUMBBELLS
CATERS FOR ALL
ABILITIES AND
COME IN A
VARIETY OF
DIFFERENT
WEIGHTS
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huge hit in the Fitness Industry
popularised by leading North
American brands such as TRX and
The Human Trainer.  Suspension
training allows you to use your own
body as resistance, to work out your
entire body, strengthening muscles,
developing a strong core and burning
unwanted fat.  One of the primary
reasons for the success of Suspension
Training is that the small size and low
weight of the equipment means you
can train almost anywhere, whilst the
same piece of equipment can be used
by people of differing abilities by
simply adapting the way it is used. 

Fitness-Mad’s Pro Suspension
Trainer is a unique new design that
marries studio quality functionality and
performance with affordability. Tested
to 1,000lbs (450Kg) the Fitness-Mad
Suspension Trainer is easy to use and
quick to set up or adjust. Weighing a
mere 1.2kgs this suspension trainer is
extremely portable and is supplied in
its own mesh bag for ease of carrying.
The trainer comes complete with a
door attachment so that the
equipment can be used indoor or
outdoor, around a tree or any suitably
strong attachment point, allowing the
user to train anytime, anywhere! Going
on holiday? Then simply slip the Pro
Suspension Trainer in to your luggage
and your gym will follow you! 

ADVERTORIAL
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The new premises on Vale Park
Business Park in Evesham will enable
significant efficiency improvements,
with a single site operation and new
warehouse and inventory
management systems. Following
significant growth over the past five
years, the new premises will allow for
further expansion and the opening of
a new showroom.

2012 & 2013 have given the The-
Mad-Group a huge boost, with the
independent Sports trade voting the
Fitness-Mad brand Best Fitness Brand
2013 at the recent Sports Trade
Awards, following on from Best
Equipment Brand  2012 from Intersport
last October. In addition to successes
with its own niche brands, The-Mad-
Group has expanded in recent years
by becoming the European
Distributors for leading US fitness
brands including PowerBlock, 
ToeSox, The BurnMachine and
CoreFitnessRoller. The 2013 Mad-
Group catalogue comes out this
month, featuring 48 pages of key
Fitness, Strength, Yoga, Pilates and
Boxing products, the most
comprehensive range of its type
available in the UK, which will further
position The-Mad-Group as the one
stop solution for retailers wishing to
sell or specialise in Fitness products.

Suspension Training has become a

FITNESSMAD

CONTACT
The Fitness-Mad Pro
Suspension Trainer
retails for £49.99
including VAT and
offers excellent
margins to retailers.

For more information
on the Fitness-Mad Pro
Suspension Trainer
please visit our
website, www.Fitness-
Mad.com or call on
01386 425925.

For more information
on the full range please
call 01386 425925 and
request a 2013 Mad
Group Catalogue or
visit our website
www.Fitness-Mad.com 

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

The-Mad-Group successfully relocated to new
and larger premises on the 28th June 2013

Fitness Mad Advertorial _SI Template  26/07/2013  09:38  Page 2



TENNIS

t was a long time
coming - 77 years, in fact
- but Andy Murray did it.
Winning the men’s
singles at Wimbledon in

July made him the first male Brit to
do so since Fred Perry in 1936. And
for those who care - and even those
who don’t - it was undoubtedly a
brilliant moment. But what does it
say about the state of British tennis?

The stark truth is that despite
Murray’s success and the rise of
Laura Robson, Britain still only has
one man and two women ranked in
the world’s top 100. Critics also point
out that although Murray comes
from Scotland he went to the
Sanchez-Casal Academy, near
Barcelona, to train when he was 15,
while Heather Watson, Britain’s
number two women’s player,
attended the Nick Bollettieri
Academy in Florida. 

SURGE IN INTEREST
Things are, however, looking up.
Participation in tennis at grass roots
level may have been dropping since
2007, but Murray’s Wimbledon
victory has already caused a surge
in interest in tennis equipment.

Price comparison website
idealo.co.uk tracked the visitor
levels to its tennis racquets and
sports shoes categories in the run
up to the 2013 championship.
Tracking visitors from June 1
onwards, idealo saw substantial
increases before the tournament,
with peaks occurring on June 17
after Murray’s victory at Queen’s
and again the day after his success
at Wimbledon.

With reports of the highest TV
viewing figures for the men’s final
since 1990 of around 17 million, this
appears to have coincided with an
increased interest in tennis

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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GAME, SET &

Andy Murray’s Wimbledon victory caused the
nation’s collective heart to soar, but what does it
mean for British tennis? Louise Ramsay reports

MATCH
equipment online - traffic to idealo’s
tennis racquet category peaking
the day after the final. This
corresponded to a more than 260
per cent increase relative to the
level at the beginning of June.
Compared to idealo’s data from
during the 2012 tournament, a 13
per cent increase was to be seen
this time around, the further
increase perhaps in part aided by
the emergence of Laura Robson
during this year’s Wimbledon.

Unsurprisingly, the most
popular racquets on the site were
those manufactured by Head, as
used by both Murray and Novak
Djokovic in the final.

CRUNCH TIME
Whether the interest can be
sustained is impossible to tell, but
the news will undoubtedly cheer the
Lawn Tennis Association, which was
told by Sport England in June that it
must successfully develop tennis at
non elite level this year or face
having its funding cut. 

Sport England director Phil
Smith said: “They’ve got a big
summer ahead. The track record of
participation in tennis has been
pretty poor. The crunch time is
December.” This followed a
decision made in December last
year by Sport England to reduce
its tennis funding from £24.5
million to £17.4 million for the next
four year cycle up to 2017, amid
concerns the LTA was not making
best use of the cash.

This is despite a minor
improvement in tennis participation
figures revealed in the latest Active
People Survey, which detailed a
small increase in the number of
people playing tennis every week in
England, up to 424,300 between
April 2012 and April 2013 (compared
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tennis, for people who want to use
the sport as a fitness workout, and
installing omni courts featuring
artificial grass. 

For children there are mini-tennis
courts in place across the country,
introducing them to a form of the
game more suited to their physical
development. It is also working with a
range of partners from the
commercial and public sector, as well
as its club network, to encourage
those interested in playing tennis to
get involved in the sport.

This included tennis clubs for young
people that ‘popped up’ across the
country during the summer as part of
an initiative launched by national
sports charity StreetGames. The aim
is to bring tennis to the doorsteps of
young people living in disadvantaged
communities across the UK.

The future of British tennis may
not be guaranteed, but it is certainly
looking brighter.

IN SEASON
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with 420,300 for the corresponding
period the year before). For funding
purposes, Sport England is however
measuring participation against a
2007 baseline.

David Lloyd Leisure has
reported a six per cent rise in the
second quarter this year of
youngsters playing tennis and
involved in its Tennis All Stars junior
coaching programme, including
some of the most talented junior
players in Europe. 

The leisure group operates the
world’s largest junior tennis coaching
programme and expects to see a
surge in the number of youngsters
wanting to take up tennis as a result
of Murray’s victory. It’s also recently
launched a nationwide campaign to
encourage more children to take up
the sport. 

PARTICIPATION INITIATIVES
The LTA is pioneering a range of
new initiatives, including cardio

Already adopted in 30 countries
worldwide, cardio tennis only arrived
in the UK last year, but if it proves as
popular here as it has in the US, it
should be a hit. 

Promoted by the LTA to
encourage increased tennis
participation, it’s a one hour fitness
session that bridges the gap between
tennis and exercise - and according to
the US Physical Activity Council, more
than 1.4 million played cardio tennis in

2012, up nearly 12 per cent on 2011. 
Although there is a tennis theme,

this is not primarily about tennis
skills, though it may improve a
player’s game by increasing
athleticism and inspire a love of
tennis. The key point though is that
participants burn up to 600 calories
in a fun, social activity. Spreading
fast, it’s already established in a
myriad of schools, tennis clubs and
leisure centres across the UK.

CARDIO TENNIS

MANTIS has launched three new
tennis balls into the market.

• The ITF has approved the
pressurised MANTIS All Court ball as
suitable for all surfaces, which has
been tested by MANTIS
professionals across the world. A
premium woven cloth ball, it’s
available now as a four ball can and
as a three ball can in the autumn.

• The Mantis Team is a pressureless
ball ideal for coaching, training and

match play. It features a high
quality woven cloth for increased
durability and a superb inner core
for enhanced consistency. 

• Also ITF approved, the Stage One
Mantis Mini Green Ball is ideal for
developing adults and juniors in
match play or training. All yellow
with a green dot for identification
purposes, its reduced pressure allows
players more time to move into
position to hit the ball and can be
used in official under 10 events.

HAT TRICK OF BALLS
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MAXIMISE CREATINE ABSORPTION

OPTIMAL
POWER AND

PERFORMANCE

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

INCREASE PERFORMANCE 
AND MUSCLE FUNCTION
WHY Creatine Transport is an advanced creatine transport system 
that is designed to optimise muscle development and performance. 
Creatine Transport combines pure creatine (laboratory tested HPLC 
99.9% pure creatine monohydrate) with dextrose, a high-GI (Glycemic 
Index) carbohydrate. USN is proud to present this powerful athletic 
performance product that is unsurpassed in quality and potency.
FLAVOUR  Tropical.

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

FOR MAXIMUM MUSCLE DEVELOPMENT

MAXIMISE CREATINE ABSORPTION

NEW

Available at and selected stores.
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NUTRITION

ports nutrition is big
business. According to
a study by Euromonitor
International, the retail
value sales of sports

nutrition products in the UK grew
by 14 per cent in 2011 to reach
£230 million.

A continued emphasis on fitness
and sporting participation and heavy
marketing activity from the major
brands is credited with keeping sales
strong. Ever increasing public
awareness and acceptance of sports
nutrition products is credited
with driving growth.

SEARCH
If you doubt the statistics, a
quick internet search should
tell you all you need to know.
Throwing up an almost
overwhelming amount of
results, some sites boast that
they provide over 50 brands of
supplements and often at
knock down prices too.

So if so many people are
already selling sports nutrition
and at such low prices, how can
sports retailers benefit by
getting involved? Steve
Bernstein, director of sales at
USN, explains: “Until now,
sports retailers have not always
been at the forefront of
stocking a range of sport
nutrition. The market has
tended to be very focused 
on the areas of footwear, 
kits and, to a certain 
degree, accessories.

“If the sport retail industry
is prepared to embrace sports
nutrition as a key aspiration to
their major customers, this will
not only bring in an extra
revenue stream, it will also bring the
customer back into the store on a
more regular basis. 

“Quite simply, sports nutrition
products are supplement foods that
a customer would use typically
within two weeks of purchase, unlike
many other items bought in-store
that may not need replacing for
months or even years.”

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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companies like USN to ensure all retail
staff are fully trained, knowledgeable
and confident in giving the consumer
the information they need to make
the right choice of product selection.
This is something that USN places
great store by.”

SALES
Bernstein also has plenty of tips on
how to display supplements to aid
sales: “If using shelving, block brands
together and, within that block,
product categories together. For

example, keep the USN range in
one place and within that block
the proteins together, the meal
replacements together, etc.

“You can also use free
standing displays or, for the
ready to drink sector, fridges
or vending machines. Situate
the latter near to tills as an
impulse purchase.

“In all cases it’s vital that the
merchandising of nutrition
products should be
accompanied by educational
leaflets to back up the
information given to consumers
by retailers. Point of sale material
such as posters, shelf parkers
and brand highlighting tools
would also be a huge benefit.
USN can give the retailer access
to huge amounts of these types
of marketing tools.”

Best selling products for USN
include whey protein, protein
blends - a high grade mix of
multiple types of protein - all in
one formulas, which can negate
the need to buy two or three
others, as the powder mix has
everything the consumer would
need in one product, meal

replacements, ready to drink
milkshakes, protein bars and single
serving sachets of powder. 

“So far this year we have
launched 20 new products and 
have many more in the pipeline,”
Bernstein says. “USN’s product
development is constantly evolving
to ensure our brand is seen to be at
the cutting edge of consumer
aspiration in supplementation.”

BIT OF A The expanding sports
nutrition market makes it an

ideal choice for sports
retailers wanting to open up

new revenue streams,
reports Louise Ramsay

But given the huge amount of
sports nutrition products out there,
how does a sports retailer even start
to make decisions about what to
stock and how to sell it?

“Initially, buy in from top sellers
with a proven track record,” says
Bernstein. “An initial range of
products should be along the lines
of top selling protein items,
slimming and weight management
products and single serving ‘grab
and go’ items such as bars, ready to
drink shakes and sports powders.”

To find out about how nutrition
products work, Bernstein advises
against using the internet: “It’s vital
that each consumer receives their
own personal advice to assist them
in choosing the right product for
their individual needs. This can only
be done effectively at the point of
sale by speaking to the sales adviser.

“Equally, it’s the responsibility of
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RUNNING
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ASICS GEL-LYTE33
THE GEL-LYTE33 IS THE LIGHTEST AND

MOST FLEXIBLE MODEL IN THE ASICS 33
COLLECTION AND WILL PIONEER AN

INNOVATIVE NEW APPROACH
TOWARDS BUILDING RUNNING SHOES. 

Light on weight but heavy on innovation,
the shoe features ASICS’ new breakthrough
construction technology, Fluid Axis, and an

integrated upper built to give runners a
running experience like no other. 

The low profile, dual density SpEVA
midsole and the 6mm heel drop are more 

suited for the well trained athlete and
encourages a faster ride and more natural

running experience. 

But the big story with this update is Fluid
Axis, which creates smarter flexibility and

instant responsiveness. Aligned to the
axis of the subtalar joint, the deep

anatomical flex grooves work in perfect
harmony with Guidance Line technology
to optimise flexibility for an adaptive and

responsive ride.

For more information email info
@asics.co.uk or visit www.asics.co.uk

58 Follow us @SportsInsightUK

THE VIBRAM FIVEFINGERS TREKSPORT
SANDAL IS THE FIRST EVER SPORT
SANDAL WITH THE DEXTERITY OF
SEPARATED TOES AND THE GROUND
FEEDBACK YOU WOULD EXPECT FROM A
FIVEFINGERS PRODUCT. 

Whether you are looking for exceptional
breathability and comfort for a staycation
or are trekking the mountains with security
and style for a vacation, this sandal is up to
the challenge.

A 4mm midsole offers plating protection
from stone bruising, while Vibram TC-1

performance rubber delivers

excellent ‘foot feel’ without compromising
abrasion resistance. The Vibram sole also
features light cleating for grip and traction
over a variety of surfaces.

Vibram FiveFingers’ minimalist footwear
combines innovative design, precision
engineering and meticulous manufacturing.
The brand uses only premium quality
materials and the proven technology of
Vibram soles to create alternative footwear
designed to offer a stylish look and superior
feel while enhancing your performance.

For more information email
info@primallifestyle.com

VIBRAM FIVEFINGERS TREKSPORT SANDALS 

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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TROLLEY DASH
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1.  ASICS. 01925 243360. WWW.ASICS.CO.UK
2. INOV-8. 01388 744900. WWW.INOV-8.COM
3. FIVEFINGERS SIGNA. INFO@PRIMALLIFESTYLE.COM
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UK SPORTING PRODUCTS
BASED IN THE EAST MIDLANDS, UK SPORTING PRODUCTS IS
ENTERING THE TRIATHLON AND SPORTING MARKET WITH
ITS NEW SPORTS LUBRICATION PRODUCTS. 

Called Sport-Luub and Suit-Luub, these products are destined
to become the number one in the category because of their
unique combination of natural oil extracts, moisturising aloe
vera and soothing arnica.

No matter what sports you undertake, there is always a
degree of discomfort. After extensive in-field tests, Sport-
Luub and Suit-Luub were formulated to find the perfect
solution to friction issues during any sport.

For more information email ian@uksportingproducts.com

1

2 3

TWISTED VIZION
IN AN EXTENSION TO THE POPULAR HI-VIZ RUNNING
APPAREL RANGE, VIZION, RONHILL HAS TWISTED THE
COLOURS ON KEY PIECES TO MAKE RUNNERS REALLY
STAND OUT. 

The Twisted Vizion range features lightweight, shower
resistant jackets, long sleeve tees and tights, among 
other styles. 

Men’s Twisted pieces are offered in fluo yellow and red and
fluo green and cobalt, while women’s lines are available in fluo
yellow and wildberry and fluo pink and cobalt. 

A range of running accessories, including gloves, hats and
bibs, complement these new styles. 

Call your local sales rep to order your stock for this autumn.
Alternatively, call Ronhill direct on 0161 366 5020.

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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ouTube has become part of
the social media trinity
along with Twitter and
Facebook. Businesses have
been attempting to

leverage these networks for the past few
years, but a clear trend is emerging. 

Video content, above all else, is highly
popular and consumed in greater
quantities than any other online media.
Indeed, Facebook streams four billion
videos each day, which is an increase of
25 per cent from a year ago, the jump
being attributed to the use of mobile
devices as access points. And with
Facebook recently announcing a new
video feature for Instagram, the ability to
share these clips is now child’s play.

REPORT
In its latest report information specialist
Nielsen stated: ‘While TV maintains its
audience with only slight erosion, digital
video usage continues to grow in time
spent and videos streamed. The lightest
TV viewers stream more than twice as
much as the heaviest TV viewers do
(more than seven hours per month spent
on streaming video versus three hours).
More women stream online video than
men, but men spend more time viewing
and watch more streams. The exception
is long form videos, of which women
stream more than men. Younger TV
viewers, the coveted 18-34 demographic,

Y
continue to grow their time spent with
online video.’

The advent of YouTube has delivered
a new marketing channel that is ripe for
exploitation by sports retailers. And with
a range of tools available to create and
manage video content within reach of
even the smallest business, video looks
set to outstrip all other forms of
marketing in the near future. 

A study by market research company
Harris Interactive suggests that nearly
three quarters of smartphone users have
a video app installed. Almost half
discover new video content via
recommendations over their social media
networks, making easy to share videos a
commercial imperative for all businesses
looking to expand this area of their
marketing activity.

“Businesses of all sizes should be
aware of the power of video when
promoting products and services and
while smaller companies cannot afford
big budgets for TV advertising they can
invest shrewdly in well produced videos
to use on social media outlets,” says
Gareth Spencer, managing director at
media duplication and creative business
Dischro Creative. 

“A good video showing an interesting
product or a video with a quirk is very
often quickly shared with others and has
the potential to go viral across the
internet. Therefore, companies must

MOVINGPICTURES
Research has consistently shown that video is more engaging
than any other online content. But how do retailers become
producers to tap into the video trend? Dave Howell reports

60 Follow us @SportsInsightUK

INDUSTRY EXPERT
Zak Akhimien, social media manager at Getty Images

How can businesses leverage social media video content to
market their goods and services?
Video content is becoming increasingly easier and cheaper to
produce and to an ever higher standard. The ability to host content
for free on platforms like YouTube and Vimeo, as well as the video
friendly features on Facebook and Twitter, means hosting and
distributing video content is simpler than ever before. Videos
receive more engagement than any other media type on social
media. Couple that with the power of the YouTube search engine
and its influence on Google search results and there’s an immediate
SEO benefit to having video content in your social portfolio.

Are there any dos and don’ts when it comes to developing a
video channel on social media networks?
It’s important to establish the objective and resources available to
you. Be clear on the type of video content you want to develop; will
it be slide shows, animation or live action? Do you have a

steady stream of content available?
Some photographers also have video editing skills, but be
sure to look around for people or companies with video
filming and editing skills to keep the costs contained.
Current smartphones have impressive video capture
features and open source editing programs can be found
for free online, but investing in proven software is always
recommended if possible.

The popularity of Pinterest and ‘visual shopping’ is on the
rise. Why has this change in how consumers find the
goods they want to buy occurred?
Nothing beats the power of the moving image. Consumers
respond to well packaged products, whether it’s food or
furniture. Discovering items for your wish list through social
media is the modern equivalent of window shopping. The
top online retailers are rolling out features like
video overviews on product pages and weekly video round
ups of the latest trends to offer users more options, as well
as improve brand recognition and engagement.

think carefully about who they are
appealing to and the message they
wish to convey.”

ENGAGE
What has become clear is that the
moving image has the ability to engage
with consumers like no other medium.
Of course, television has understood this
for decades, but in the age of social
media video content is taking on a more
personal guise as the recommendation
economy gathers momentum.

Using video is a powerful way to
connect with customers. What started
as little more than humorous video
clips, has developed into a complete
marketing channel that is a perfect
companion for the sports sector. Brands
within the industry have been quick to
realise this and now have active video
campaigns. But even small sports retailers
can leverage the power video can deliver
to their balance sheets.

“I believe the landscape will continue
to evolve and the best video marketing
campaigns will be the ones that go viral,”
says Spencer. “I also think that the
biggest change will be in the technology
used to film and edit and how much can
be achieved by using smartphones, which
will allow companies to take advantage of
nearly every opportunity that presents
itself and also to generate regular video
content to further enhance their brands.”
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“A GOOD
VIDEO

SHOWING AN
INTERESTING
PRODUCT OR

A VIDEO
WITH A

QUIRK IS
VERY OFTEN

QUICKLY
SHARED

WITH
OTHERS”

How important is it to ensure video 
is optimised for mobile devices?
It’s essential. Even though Android
usage is increasing and native video
apps make accessing content easier 
on iOS, you might be using a dedicated
video service like Vzaar, Limelight or
Brightcove and need to ensure you’re as
close to platform agnostic as possible.

What does the future of social media
video marketing look like?
As the interactive features in video
products continue to evolve and
internet bandwidth and speed
increases alongside it, video usage will
only increase. The barrier to entry
lowers daily and it truly is the most
engaging way to present your product
or brand today.
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For more information please 
contact our customer services 
team on 01388 744900 
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BITE
THROUGH
ANYTHING

X-TALON™ 212
Incredible grip and flexibility.  
The inov-8 classic just got  
even better.





friend of mine has run a
successful business on
eBay since the year 2000,
with both a shop and an
auction. He provided many

interesting thoughts and these have
been woven into the tips below.

UNDERSTAND THE FIRST 
KEY TO SUCCESS
The first key to success when selling on
eBay is great service. Without this you
will see few orders and may be banned
from the platform, which is why you need
to be clear on pricing. 

You can choose to either sell at a 
loss with brilliant service while you 
build positive feedback or price from 
the start at a level that enables you 
to provide great service. Giving poor
service because you have to sell 
cheaply to get started will result in 
failure. This point has been repeated
because it’s that important.

DECIDE ON AN AUCTION 
OR ‘BUY IT NOW’
You can sell two ways on eBay. The
original eBay auction is exactly what you
expect. You set a reserve price, a time
for the auction and the person with the
highest bid at the end wins, provided
the reserve is beaten. The second
method means you sell like a traditional
shop with fixed prices for each product
- this is called ‘Buy It Now’. 

The latter is most like other forms of
ecommerce and Amazon. Auction is
probably most appropriate for
collectable items - things that are rare
and second hand items where it’s harder
to price them.

UNDERSTAND EBAY 
AUCTION PRICING
Auctions are unpredictable and the
phrase ‘you win some, you lose some’ is
a perfect description of the dilemma.
You must keep your nerve and avoid
overcooking the minimum price. Taking
a risk with a low starting price will
attract attention and is less risky for
popular items. 

The single most important thing is to
have done your homework on the
competition by looking hard at
numerous previous auctions. See the
bidding patterns and learn from this to
make your own plans. If you can’t afford
any risk then set the minimum price
close to your cost.

A
FIND YOUR BEST STRATEGY
On the one hand, eBay is the number
one website in the world for
collectables. On the other, eBay
presents a daunting challenge as a lot of
competition is on price. If you do not
already have a high volume business, it’s
hard to compete successfully. You can
tackle this problem in two ways. 

The first is to try to find a niche
within a niche. Here you define your
specialist area down to the point where
you can provide the most expertise, the
greatest experience in sourcing product,
plus the widest product range. With
time you can expand from this
beachhead into related areas. An
example might be boat spares. If the
general category is too competitive and
so is ‘motor boat spares’, you could just
do Fairline spares (one particular make
of motor cruiser) initially. 

The second way is to utilise the fact
that in general the more expensive the
product, the bigger the margin. The
result is that competition is less fierce.
Of course, mistakes in purchasing
expensive items, breakages, fraud and
returns will be costly and painful. You
take more risk and more care is
required, but the rewards are greater.

STATE YOUR 
CONDITIONS CLEARLY
Try to be as clear as possible on 
your conditions of sale. Understand 
that not everyone will read them, 
so if you have anything unusual it 
will lead to negative feedback. You
should cover delivery options, 
payment methods and your returns
policy. These all need consideration 
in the light of your margins.

WINNING BID
In this exclusive extract from his latest book, Chris Barling
explains how to use eBay to sell successfully online
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“GIVING POOR
SERVICE
BECAUSE YOU
HAVE TO SELL
CHEAPLY TO
GET STARTED
WILL RESULT
IN FAILURE”
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CHECK THE COST OF SELLING
eBay charges an insertion fee every time
an item is listed, which can range from
zero to £1.30. It also takes the selling
price and charges a percentage of
typically 10 per cent up to a maximum
of £40. PayPal will charge an additional
percentage of typically three per cent.

RESEARCH FULLY
Knowledge is power and the eBay
community forums are full of
information and advice, so it is well
worth spending time there. See:
community.ebay.co.uk. 

Chris Barling is co-founder and
chairman of ecommerce software and
EPOS systems supplier SellerDeck and
has over 17 years’ experience of
helping small and medium size
retailers with advice on trading online.

In his third book Barling shares 
the basic steps to setting up shop 
on the web, together with the key
lessons he has learned that can 
make the difference between 
success and failure. The 440-plus 
tips are organised into a series 
of nine sections, so that it’s easy 
to dip in and out of.

The paperback edition 
costs £12.99 from
www.sellerdeck.co.uk/insider 
and a Kindle version is also 
available on Amazon for £6.49. 

10%
£40

UP TO A MAXIMUM OF
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The overflow from the shop toilet has
been steadily leaking into the yard since
last Christmas and although it’s
produced the best crop of watercress
seen outside Waitrose, old Mr Mortiboys
from the second hand shop next door
has complained that the damp has gone
straight through the wall into a cabinet
of stuffed spider monkeys and he’s
thinking of ringing the council.

So the other day I finally got round to
calling a plumber - or at least attempting
to. Have you tried to get a plumber lately?
When Woody Allen said: “Not only is there
no God, but try finding a plumber on a
Sunday”, I think he had something.

PLUMBING THE DEPTHS
For a start most of them are called
something else, like liquid management
specialists, hockyologists, pipe technicians
or water transmission operatives. In the
old days you just looked in the phone
book for ‘J Smith Plumber’ or something
similar. Now they have clever names like
Plumbing The Depths, Go With The Flow,
Drain Surgeon or The Lone Drainer.

Whatever they’re called, none was
answering the phone, so eventually I
asked my assistant Norman to get in
touch with Dave and Wayne, those
cheeky chappies of the black economy
who have appeared before in these
columns and are always good for a laugh.

If they’re not appearing before some
tribunal somewhere, usually appealing
against cuts in their
sickness benefits or
applying for a carer’s
allowance for the
granny who died in
2007, they’re usually
happy to help you out,
so long as it’s cash in
hand and no invoices.

Wayne rang later
to say that they’d be
round as soon as Dave
had taken the battery
out of his electronic
tag. He’d put it back in when they were
called to do a job at the police station.
“Someone had broken in and stolen the
toilet,” Dave said. “Right now the cops
have nothing to go on. Only joking.”

They had to have a brew and a jam
doughnut when they got here and Dave
was saying he hoped the job wasn’t too
strenuous because he hadn’t been at all
well. “The doctor said I needed a holiday,”
Dave explained. “He said: ‘Go to

Bournemouth, it’s good for flu’,
so I went there and I got it.”

Wayne said he hadn’t
been well either, but when
he asked the doctor for a
second opinion, all he got
was: “Okay, you’re pretty
ugly, too.” 

“To make matters
worse,” Wayne
added, “when I
asked if he had
anything for wind
he suggested 
a kite.”

“There’s a lot
of illness in my
family,” Dave
said. “My Uncle
Bertie was
called in by his
private doctor,
who told him
there was
some bad
news: ‘We’ve
had the tests
back and I’m afraid
you’ve only got 
six months to live. 
My fee is £200’. 

“When Bertie said: ‘Where on 
earth can I find that sort of money?’, 
the doctor said: ‘Okay, I’ll give you
another three months’.”

Wayne said his family were very
accident prone.
His Uncle Percy
was knocked
down by a car
and taken to
hospital by
ambulance:
“When the
paramedics
asked him: 
‘Are you
comfortable?’
Percy said: ‘I
wouldn’t say

that, but I make quite a decent living’.
“They were going to give him artificial

respiration until my auntie stopped them.
She said they were more than happy to
pay for the real thing.”

Getting back to business, Wayne said
that a lot of people just didn’t appreciate
how important plumbers were to the
community. “Do you know that Albert
Einstein said that if he had his life over
again he’d be a plumber rather than
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playing in goal for Norwich City?” Wayne
asked. “I always say that indoor plumbing
is like TV - it hasn’t changed people’s
habits, it just keeps them in the house.”

“Talking of plumbers,” Dave said. “This
dog goes to a plumbing firm and asks for
a job. The manager says: ‘We don’t
employ dogs. Why don’t you try a 
circus?’ and the dog said: ‘Why would
they want a plumber?’”

FLUSHED WITH SUCCESS
“Dave’s flushed with success at the
moment, if you’ll pardon the expression,”
Wayne said. “He thought up this slogan
‘We repair what your husband’s fixed’ and
the phone’s never stopped since.”

“People appreciate a skilled craftsman
these days,” Dave said. “That’s why I’m
putting PhD on my business cards. That’s
plumbing, heating and drainage.”

They spent an hour on the toilet
overflow, but this morning it’s leaking
worse than ever. Wayne says they’ll try to
take a look before the end of the week,
but they’re deluged with work, if you’ll
pardon the expression.

In the meantime Norman’s ringing
Waitrose to see if they want any more
watercress and I’m wondering, if he hasn’t
found a circus, whether that dog could
trot round and take a look.

“WAYNE RANG 
LATER TO SAY THAT
THEY’D BE ROUND
AS SOON AS DAVE
HAD TAKEN THE
BATTERY OUT OF HIS
ELECTRONIC TAG”
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COMPLETE

PARTNER

As the “strongest name in fitness”, York Fitness has been providing 

high-quality fitness and gym equipment all over the world for over  

80 years. Today, York Fitness continues to set the standard within  

the fitness industry for product styling, durability, performance  

and value.

As a York Fitness stockist you’ll benefit from a dedicated account manager,  
a dedicated after-sales service team and high stock levels.

To find out about becoming a York Fitness stockist, email  
retail@yorkfitness.co.uk or call 01327 701800.
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