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packaging and eye-catching POS
materials catch consumers

attention to immediately
start making money for
your business.
■ If you have consumer
traffic in your on- or offline

store, an Iron Gym™ presence
will guarantee sales.

THE EQUIPMENT
■ The Original IRON GYM™
transforms a doorway into a

gym in seconds and is the
best selling item in the
collection.
■ IRON GYM™ is the

multi-function exercise
bar you can use to do pull-ups, chin-
ups, sit-ups, push-ups, dips, arms, back
and shoulder exercises, by using your
body’s own resistance. It instantly
attaches to or removes from your
doorframe with no drilling or tools.
■ The Iron Gym™ concept and
product family now includes 6
different versions of Pull-up bars -
Forearms trainer Iron Arms™, Ab
Straps for advanced abdominal
exercises,  IRON GYM™ Push Up
Rotating push up
grips and IRON
GYM™ Push Up-
MAX, 3 in 1 push
up workout.

TV PROMOTION
Iron Gym™ is the
proud main
sponsor of the
UCMMA, seen on
Sky Sports, and
promo running for a
full year until at least
until July 2013. 

Ultimate
Challenge Mixed
Martial Arts
originates from
London, UK, and is
Europe's number one
MMA organization. 

MMA is one of the
fastest growing
sports worldwide,
and is even
considered as
Olympic Sports for
years to come.

ADVERTORIAL

Promotions include sponsoring
Champion Fighters such as Louis
King, as well as champion fighter and
celebrity Tony Giles - a main star in
the hugely popular reality TV series,
Big Fat Gypsy Wedding.  

The show is on Channel 4 in the
UK with an audience of 14 million per
episode. Tony is wearing Iron Gym™
gear on three episodes in 2012. 

UCMMA Cage Rage is viewable on
SKY SPORTS weekly as 30 minute
show, and every 6 weeks as a 2 hour
show, with an audience of millions. 

We know by experience that Iron
Gym™ sells, so we have no problems
giving you the 100% risk free
guarantee for your purchase.

If for any reason, you are not happy
with your purchase, or you feel that
products are not selling well enough,
we are glad to take them back at our
expense, no questions asked! 

You only pay for the products you
have sold, we take care of the rest.

So why delay, you only pay for
results - We can provide you with
absolute quality product that
consumer want, tested and approved
by thousands of retailers and millions
of consumers world wide.

Products are conveniently available
in NOS bases (never out of stock) for
immediate delivery from Netherlands
warehouse, with no minimum order
requirements.

At the moment we are in the
process of opening fulfillment services
operations also in Kettering, UK.
Arrangement should be functional
from early 2013.

Iron Gym Europe is recognised
across the continent as the official
distributor, supplier and licensee for
an acclaimed best seller from the US. 

The company began selling Iron
Gym™ Home Exercise Equipment
some three years ago and has now
acquired the rights for the United
Kingdom to create pan European
coverage.

Established in 1997, Iron Gym
Europe is a dynamic, family owned
Finnish company with a recently
opened London office dedicated to
growing the UK market. 

Over recent years the company
focused on taking IRON GYM™ to the
next level of sales and marketing
performance, setting the brand on
track for rapid growth across Europe. 

Now the primary emphasis and
investment will shift to brand
promotion and marketing in UK.  

IRON GYM™ is the one and only
brand the company distributes, so all
its efforts are directed into
continuously building the IRON GYM™
brand into a long term success story
across its European markets. 

THE BRAND
■ IRON GYM™ products are
multifunctional, easy to use and -
with an average consumer price of
£29.90 – are affordable as impulse
purchases,
■ The products offer an extremely
cost effective alternative to expensive
gym training. 
■ Great product concepts, stand-out

CONTACT: Iron Gym UK, 134 Dalrymple Close, London, N14 4LQ.    Tel: 075 0644 3652
sales@irongym-europe.com     www.irongym-europe.com



alued at around 150p five years ago, JJB’s
shares were suspended on the London Stock
Exchange at 0.4p in September this year. 

The retailer’s five-year attempt to battle
sliding sales and shrinking market share had been

in vain. While JJB lost four market share points during the last
five years, rivals Sports Direct and JD Sports gained a
combined six market share points between them. 

MIXED MESSAGES
JJB positioned itself as a specialist for those serious about
sport, but never seemed to communicate this message to
consumers successfully. To the general public, what did JJB
stand for? It was more expensive than Sports Direct and less
fashionable than JD Sports. Although for many years the
market has been led by the same three retailers, Sports Direct
and JD Sports will now drive the industry. 

Last year JJB’s customers purchased over £400 million
worth of sports footwear and apparel. Following its demise,
where can we expect consumers to spend their money on
sports products in the future? To answer this question we need
to understand what their motivations were for buying at JJB. 

To the question: ‘Why have you chosen this retailer?’, the
most common response NPD received from JJB customers on
its Online Consumer Panel was related to price. The second
most popular reason to purchase was linked to the location or
proximity of the retailer’s stores. In third place was the retailer’s
range of products and fourth, the ease with which they could
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£400

With the closure of JJB Sports, the
sector lost the largest chain oriented
towards sports performance products.
Is there room for a similar type of
retailer? The NPD Group reports

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

be found in-store.
Sports Direct caters for a wide range of

sporting activities, which gives customers
plenty of choice. Its retail format remains
simple and trying to squeeze past packed
rails of apparel can prove difficult for
customers in search of a particular product.
Other retailers such as JD Sports and
Decathlon have more spacious store layouts
and displays are more attractive.

QUALITY AND COMPETENCE
JJB customers were also sensitive to the
quality of the products on offer and
competence of sales staff. Such customers
could potentially shop at independent sports
retailers, who are renowned for superior
stock and first class product knowledge.

With the closure of JJB, the GB sports
retail market lost the largest sports retail
chain oriented towards sports performance
products. Is there room in the sector for a
similar kind of retailer? 

Intersport has recently launched a
marketing campaign that emphasises the
‘expert advice’ available in its stores.
However, Sports Direct, which bought 20
JJB outlets, a substantial amount of stock
and its rival’s online business, remains in a
dominant position and will no doubt
continue its aggressive pricing strategy,
which will not leave much room for a
significant challenger to its position. 

“INTERSPORT HAS RECENTLY
LAUNCHED A MARKETING CAMPAIGN
THAT EMPHASISES THE ‘EXPERT
ADVICE’ AVAILABLE IN ITS STORES”



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

tag to each product in euros
and cents - a move PUMA
says that makes comparing
products in terms of
sustainability easier for
consumers. 

While the environmental
impact of the conventional
PUMA Suede, which is made
of leather, amounts to €4.29
per pair, the InCycle Basket,
whose upper is made from
organic cotton and linen, is
only €2.95 - 31 per cent lower. 

The environmental cost of
the conventional PUMA cotton
shirt (€3.42) was found to be
31 per cent higher than the
InCycle shirt (€2.36). 

However, PUMA says that if
it switched its suede footwear
from being made of leather to
a high end and sustainable
recycled material the brand
would face additional costs of
at least €3.4 million in duty
rates per year. 

“The results of the PUMA
Product EP&L demonstrate
that we have to steadily
increase the share of
sustainable materials in our
collections so that we mitigate
not only PUMA’s but also our
consumers’ environmental
footprint,” says PUMA’s
chairman Jochen Zeitz. 

“For this reason, I call upon
governments to start
supporting companies to use
more sustainable materials in
their products, instead of
continuing with antiquated
incentives such as import duties
on synthetic materials that are
in principle much higher
compared with those placed on
leather goods, regardless of the
environmental footprint.

“Governments have a
unique opportunity to
incentivise corporations so
that they can accelerate their
evolution to a more
sustainable economy through
more sustainable practices
and products.”

‘THE CASCADA
- A ROOF
THAT CAN
CLOSE IN 19
SECONDS’
VAUXHALL’S PITCHSIDE
ADVERTISING SLOGAN
FOR ITS NEW
CONVERTIBLE AT THE
REARRANGED ENGLAND-
POLAND WORLD CUP
QUALIFIER

10 Follow us @SportsInsightUK

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

The call comes after PUMA’s
Environmental Profit and Loss
analysis showed its new
biodegradable InCycle Basket
shoe and biodegradable cotton
T-shirt had 31 per cent less

THE BRAND WANTS
GOVERNMENTS TO
INCENTIVISE BUSINESSES
THAT USE SUSTAINABLE
MATERIALS IN THEIR
PRODUCTS AND
MANUFACTURING
PROCESSES.

environmental impact than
their conventional counterparts
- but cost more to produce. 

The study focused on
greenhouse gases, emissions,
waste and air pollution, the use
of natural resources such as
water and land during the
generation of raw materials and
production processes and when
customers use, wash, dry, iron
and finally dispose of products. 

The Product EP&L also
valued these environmental
impacts and attached a price

TWITTERING



BUYER SOUGHT FOR CRICKET
SPECIALIST
THE ADMINISTRATOR CALLED INTO A FOUR-STORE SPORTS
RETAILER IS TRYING TO FIND A BUYER FOR THE BUSINESS.
Kerry Bailey and Jonathan Newell of PKF UK were appointed joint
administrators of cricket specialist Romida Sports on October 4. The
company, which has been trading since 1978, has four stores in
Rochdale, Huddersfield, Liverpool and Leatherhead. All are closed
until further notice.

Kerry Bailey told Rochdale Online: “While efforts were made
by Romida over the last few weeks to turn the business around
and secure investment, the management took the decision to
appoint administrators.”

PKF can be reached via email (naomi.tamplin@uk.pkf.com) 
or fax: 0161 832 3849.

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

STAG BUYING
SHOW 2012
November 18-19
Four Pillars Hotel
Cotswold Water Park

DIARY DATES INTERSPORT Q3
2013 SHOW
January 8-10, Solihull

ISPO MUNICH
February 3-6
New Munich 
Trade Fair

ISPO BEIJING
February 27-March 2
China National
Convention Center

SMMEX
March 4
Wembley Stadium

INTERSPORT has embarked on a programme of sponsorship
within many sports this year - from large European events in
athletics, basketball and football, through to the World
Netball Series and new Belfast Triathlon. 
The sponsorship included prominent perimeter signage,
which is key to televised coverage, as well as promotion at
the events themselves.
October 2012 saw INTERSPORT UK extend this sponsorship
to rugby union European Challenge Cup matches with
perimeter signage at televised games. With live matches in
2012 and 2013 on Sky Sports Live and highlights on ITV, this
takes the brand exposure into a fantastic arena, with rugby
as a key focus category within stores.

||||||||||||||||||||||||||||
INTERSPORT Q4

2013 SHOW
March 26-27
Solihull

A survey of 2,000 adults by communications agency
Threepipe has revealed the greatest barrier to participation
in sport is a lack of time, with 47 per cent of respondents
saying they would struggle to fit sport into their busy lives. 

This supports the views of speakers at Threepipe’s
recent seminar on the sporting legacy of 2012, who agreed
that sports need to adopt a more flexible, marketing led
approach in order to drive participation.

One of them, Marzena Bogdanowicz, board director of
Volleyball England, says: “Volleyball England created ‘Go
Spike’, where you just rock up and play, after research
showed us that many people just want to be able to play a
game and then walk away with no ties. Some people may
not want to belong to a volleyball club, but do want to go
and play every so often, and it is exactly that model that
sports have got to look at.” 

Bogdanowicz also believes that sports should be
looking to the marketing industry and its expertise in
engaging consumers to achieve their goals: “The 2012
legacy in terms of facilities is fantastic - for example, we
now have 35 permanent, in land beach volleyball courts.
However, until now there has not been funding focused on
marketing or promotion, but that is what the governing
bodies need more than anything to help them understand
the consumer, develop their strategy and communicate
with the wider public.”

GOVERNING
BODIES NEED
TO PROMOTE
SPORT MORE
EFFECTIVELY

INTERSPORT RUGBY
SPONSORSHIP

INDUSTRY EXPERTS SAY
GOVERNING BODIES NEED
TO CHANGE THEIR
APPROACH TO MARKETING
IN ORDER TO DELIVER ON
THE LONDON 2012 PROMISE
TO INSPIRE A GENERATION. Sponsored by Visa Europe, Doing Sport Differently provides

disabled people with information about how to access sports
and leisure facilities in their area. 

The 64-page guide also explains the benefits of sport, how
to overcome barriers to participation and the many ways in
which disabled people can engage in sport, be it playing,
coaching or watching. 

Tanni Grey-Thompson DBE, chair of the Doing Sport
Differently programme and Visa Ambassador, says: “The
London 2012 Paralympic Games offered a tremendous
opportunity to highlight disability sport. I hope initiatives such
as Doing Sport Differently will help encourage and inspire
confidence in disabled people across the UK to actively
engage with sports in their local area.” 

Liz Sayce OBE, chief executive of Disability Rights UK,
adds: “Disability Rights UK are thrilled to be working in
partnership with Visa to encourage disabled people to take up
local sport and fitness opportunities by sharing stories written
by and for disabled people about participation and what it
can mean to individuals and families.”

You can download the guide at www.disabilityrightsuk.org

DISABLED SPORTS 
GUIDE AVAILABLE
DISABILITY RIGHTS UK HAS PRODUCED A FREE GUIDE
WRITTEN BY AND FOR PEOPLE WITH EXPERIENCE OF
DISABILITY OR HEALTH CONDITIONS TO INSPIRE
INVOLVEMENT IN SPORT AND FITNESS AND IMPROVE
ACCESS TO GRASS ROOTS SPORT. 

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

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

LO
CO

G

LO
CO

G

11www.sports-insight.co.uk



THE 
NEWS

TICKER 1
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1. AID AGREEMENT
Precision has become the first
ever Official Training Aid
supplier to the Northern
Ireland football team in
association with local sports
company Podium 4 Sport.

2. X-BIONIC WOMAN 
Ultra runner Mimi Anderson has
become an X-BIONIC
sponsored athlete. The 50-
year-old grandmother from
Kent, who only took up running
in 1999, is a double Guinness
World Record holder. 

Based in Kent, Unicorn Group
currently comprises Unicorn
Darts, Gunn & Moore and
PowerGlide. 

The family owned business
has a wide distribution
network in the UK through
high street sports shops,
INTERSPORT, STAG, Sports
Direct and Argos, as well as
the likes of Asda, Sainsbury’s
and Tesco.

As part of the deal and to
ensure a smooth transfer of
operations, Bob Hope, the
current owner of the Molten
UK and Ireland distributorship,
is to assist the Unicorn Group
in a consultancy role for at
least the next 12 months.

“Molten is one of the
world’s top sports brands and
manufactures a fantastic range
of quality sports balls and
sporting equipment,” says
Edward Lowy, managing
director of the Unicorn Group. 

“Bob has done a fantastic
job establishing a firm base for
the brand in the UK and Ireland
and we shall be building on
that to distribute Molten more
widely across UK and Irish
retail sports channels.  

“The Unicorn sales team,
both out in the field and in our
customer service and
distribution centre in
Nottingham, is looking forward
to discussing the benefits of
stocking a broader range of

HARROD UK SAID
SUPPLYING ST
GEORGE’S PARK
NATIONAL FOOTBALL
CENTRE WITH GOALS
AND TEAM SHELTERS
WAS THE ICING ON THE
CAKE FOR THE
COMPANY, WHICH ALSO
PROVIDED PRODUCT
FOR LONDON 2012.

The FA’s centre of excellence was officially opened on October 9
by the Duke and Duchess of Cambridge.

The 330 acre site, which costs £105 million to build, features 11
external pitches, five of which have floodlighting and undersoil
heating, a full size indoor 3G pitch and a multisport indoor hall
with a 60m x 40m sprung floor with capacity for Futsal and
partially sighted football. 

“2012 has been a fantastic year for ‘made in Britain’ and the
summer Games epitomised what the UK is capable of,” says Les
Saunders, Harrod UK’s sales and marketing director. “We were
very privileged to play a small part in their huge success. 

“To supply another world class venue like St George’s Park so
soon after London 2012 is the icing on the cake for our company.” 

Molten product with our
customers.”

Bob Hope, an ex-professional
basketball coach and GB
Olympic team manager, adds:
“The Unicorn Group is far and
away the best possible company
to have acquired the UK and
Ireland Molten distributorship. 

“Not only is it a family
owned business with excellent
credentials and an outstanding
track record in the sports
industry but, similar to Molten,
it is also passionate about sport
and dedicated to
manufacturing and developing
quality sports products. 

“With Unicorn’s excellent
distribution network in the UK,
awareness of the Molten brand
and sales of its products can only
increase exponentially in the
coming years.”  

Hope represented the Molten
brand since 2004, building it up
to where it is today - the official
ball for almost all the leading UK
and Ireland basketball
organisations, as well as UK
university sports organisations. 

He says: “Having reached
retirement age, it is time to
hand over the day to day
mantle of distributorship to
new, capable hands. However,
this does not mean saying
goodbye completely as I shall
continue to be involved with
the Unicorn Group over the
next year or so.”

RETAIL SALES UP - BUT OFF
THE BACK OF A WEAK 2011
AFTER MONTHS OF FLAT OR NEGATIVE GROWTH, THE
HIGH STREET IS FINALLY SHOWING SIGNS OF A RECOVERY,
ACCORDING TO ACCOUNTING SPECIALIST BDO.

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

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

Molten gets new distributor
in UK and Ireland 
THE UNICORN GROUP HAS ACQUIRED THE MOLTEN
DISTRIBUTORSHIP IN THE UK AND IRELAND FOR ALL THE
BRAND’S BALL PRODUCTS AND SPORTS ACCESSORIES.

Figures released in its September High Street Sales Tracker
show the best growth all year, as like for like sales rose 3.5 per
cent in September. The fierce storms that lashed the country
recently sparked a rush for winter clothing, pushing fashion up
three per cent year on year. This was a marked turnaround
from the 5.1 per cent drop in like for like growth this time last
year following 2011’s late heatwave. 

Non-fashion grew by seven per cent year on year, buoyed
by strong performances in gifting and leisure, beauty and
luxury sales, while non-store sales recovered from an ‘Olympic
lull’, growing by 32.5 per cent, with the majority of retailers
seeing double digit growth.

The only category to miss out on the spending bonanza
was homewares, which dipped by 5.3 per cent year on year as
the housing market continued to struggle.

“These figures are being compared against a relatively
weak 2011, but the predicted Olympic afterglow seems to have
helped boost sales everywhere apart from homewares,” says
Don Williams, national head of retail and wholesale at BDO.
“The autumnal weather has certainly provided a welcome fillip
for fashion sales too.”

The BDO High Street Sales Tracker analyses like for like
spending at non-grocery retailers with annual sales of
between £5 million and £500 million.
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3. GILBERT DEAL
Gilbert has agreed a
sponsorship deal that will see
the brand supplying the
Welsh Rugby Union with a
range of domestic and
international balls until 2018.

4. MOLTEN EXCLUSIVE 
Molten has renewed its
sponsorship of the British
Basketball League for a third
term. The new deal means the
brand’s BGG7 basketball
remains the exclusive and
official ball of the BBL.

5. NIPGUARDS
Hilly has secured the UK rights
to sell NipGuards. This well
established American product
helps to reduce abrasions and
is mostly used by men on long
distance runs. 

Consumers want more from PureLime

13www.sports-insight.co.uk

THE BRAND IS TO BROADEN
ITS PRODUCT OFFERING
AFTER REPORTING A LIKE
FOR LIKE SALES INCREASE
OF OVER 30 PER CENT.

PureLime, which recently
launched a tennis apparel line
and an expanded fitness
range in the UK, is set to
introduce a new US-trialled
Girls Tennis range for
spring/summer 2013.

It also became an
INTERSPORT showcase
supplier this year and started
selling its tennis range at
David Lloyd Centres for the
first time this autumn.

“There’s been an

increasing demand from
consumers for more
PureLime product to
complement our core
ranges in the last year or
so,” says Martin Hudson,
managing director of
PureLime in the UK. “We’ve
never been afraid of
diversifying when we feel
the demand is there, as
long as we stay true to our
commitment to
performance, technicality,
comfort and style when we
do this. 

“The new products we
have introduced and are
planning to bring in next

year are
distinctively
PureLime, but
subtly branded
and offer women
something
different to the
obvious big name
brands that have been
around for so long. 

“I know it’s been
said before, but women
do genuinely wear
PureLime clothing
outside of a sporting
environment
because it’s so
comfortable and
looks stylish.”

‘JUST COMING
OUT THE
HOSPITAL TO
GO HOME.
SERIOUSLY
FEEL LIKE
I’VE LEFT
SOMETHING.’
WARRINGTON PROP PAUL
WOOD’S TWEET AFTER
HAVING HIS RUPTURED
TESTICLE REMOVED
AFTER THE 26-18 SUPER
LEAGUE GRAND FINAL
DEFEAT BY LEEDS

look forward to working with our international
partners to maintain and expand upon the rich
heritage of the brand.”

Nike president and CEO Mark Parker said
selling Umbro would enable the company to
focus on its ‘highest potential growth
opportunities’, adding: “Umbro has a great
heritage, but as our category strategy has
evolved we believe Nike Football can serve the
needs of footballers both on and off the pitch.”

NIKE HAS SOLD UMBRO TO ICONIX BRAND
GROUP FOR $225 MILLION
(APPROXIMATELY £140 MILLION).  

The deal is expected to be complete by
the end of 2012.

Describing itself as ‘an award winning
industry leader in promoting and elevating
brands in the marketplace through traditional
and new media platforms’, Iconix, which is
based in New York, owns 29 consumer brands
in the fashion, athletic, electronic,
entertainment and home industries. 

Its athletic brands include Danskin and
Starter, which Iconix bought from Nike in 2007.

“Umbro is a true authentic football brand
with a global
loyal consumer
fan base and we
are thrilled to be
adding it to our
portfolio of
iconic brands,”
says Neil Cole,
CEO of Iconix. 

“Umbro is an
exciting
acquisition with
more than 30
licensees in over
100 countries
with a devout
following. We

UMBRO OFFLOADED
FOR $225 MILLION

INTERSPORT acquires
The Athlete’s Foot
The 430-store US franchise retail chain was bought
for an undisclosed sum. “The Athlete’s Foot is an
ideal complement to INTERSPORT, immediately
providing us with a presence in 63 countries instead
of the current 41,” says Franz Julen, CEO of IIC-
INTERSPORT International Corporation.

“While we are in a strong global position,
especially in Europe, this acquisition allows us to
move into the lucrative markets of the USA,
Australia, Indonesia and New Zealand, take
advantage of the potential of the emerging
countries in South America and strengthen our
position in Asia and the Middle East.”
Founded in 1971 in Pittsburgh, Pennsylvania, The
Athlete’s Foot expanded its business beyond
America in 1978, when the first international
master franchise agreement was signed.
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FORMULA 1
TECHNOLOGY
HAS COME TO
HOCKEY - FROM
BRABO
BRABO HAS TAKEN A FEW
STEPS CLOSER TO THE ‘HOCKEY
HOLY GRAIL’ - STICKS THAT ARE
LIGHTER AND STRONGER THAN
EVER BEFORE. 

The sticks are based on a
technology taken straight out of
the high tech labs that support
Formula 1 cars. As with most
developments, it is these small
steps and improvements that
change the game and give the
top players the game changing
results they are looking for. 

Give a top player that extra bit of
power and they can leave the
others in their wake. It won’t
make the player great, but it can
make a great player even better.

For further details call 
Sci-Sport on 0116 2627280 or
email sci-sport@btconnect.com

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

ROCKTAPE
ROCKTAPE IS THE ONLY
KINESIOLOGY TAPE ENGINEERED
TO MEET THE DEMANDS OF
ENDURANCE ATHLETES. 

For runners, swimmers, cyclists,
rugby players and sports
enthusiasts, ROCKTAPE applies
compression to promote recovery
or decompression to relieve pain
and swelling. It can also prevent
fatigue and enhance performance.
ROCKTAPE is explained at
www.rocktape.com/how-to-use.
For further details on stocking
ROCKTAPE call Live On The Edge
on 0333 400 8181.

FOR RUNNERS,
SWIMMERS, CYCLISTS,
RUGBY PLAYERS AND
SPORTS ENTHUSIASTS



PRODUCT ROUND-UP

TROLLEY DASH

1. BOOM BATS. SURRIDGE SPORT. SALES@SURRIDGESSPORT.COM  
2. COLD ROLLER. LIVE-ON-THE-EDGE. SALES@LIVE-ON-THE-EDGE.COM
3. WARRIOR HEADGUARD. MAKURA. INFO@MAKURASPORT.COM

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

IRON GYM
IRON GYM IS OFFERING A 100 PER CENT RISK FREE MONEY

BACK GUARANTEE ON ITS HOME EXERCISE EQUIPMENT.

If for any reason you are not happy with your purchase, or you
feel the products are not selling well enough, the company will

take them back.

Iron Gym’s products have been tested and approved by
thousands of retailers and millions of consumers worldwide.

Orders placed by December 1 qualify for free delivery and a 20
per cent discount off the regular list price for new customers.

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

CYBERTILL’S WEB-BASED EPOS SYSTEM ALLOWS SPORTS
RETAILERS TO INCREASE SALES WHILE REDUCING STOCK.
WHAT’S MORE, RETAILERS CAN MANAGE THEIR STORE
AND ECOMMERCE FROM THE EPOS SYSTEM. 

As Cybertill is an internet-based system, retailers are no 
longer tied to their store, as they can access it from any 
device that can browse the internet - their iPad, phone,
laptop or PC. So reports and orders can all be done
wherever and whenever convenient, making managing a
sports retail outlet so much easier.
To find out more about Cybertill or arrange a free
demonstration contact Cybertill on 0800 030 4432 or
enquiries@cybertill.co.uk. Alternatively, visit
www.cybertill.co.uk

lllll||||||||||||||||||||l||||||||||||||||||||||||||||||||||||||||||||||||||||| 
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GFORCE PLUS - 
STOCK TRAINING WEAR FOR ALL
THE GFORCE BRAND HAS GROWN IN STRENGTH OVER THE
PAST SIX MONTHS WITH THE ADDITION OF GFORCE PLUS, A
STOCK RANGE OF HIGH PERFORMANCE TRAINING WEAR.

It boasts all the key features of GFORCE - technically superior
fabrics and contemporary designs, with a very attractive price
point for retailers. As well as being perfect for clubs and teams,
GFORCE PLUS is also appropriate for sporting individuals, as it
is a stock range and therefore there are no minimum order
requirements. 

GFORCE has proved extremely popular with retailers and end
users, and PLUS is following suit. With a stocked selection of
generic colour combinations, PLUS is available for immediate
despatch. With PLUS, customers can choose to have
embroidered badges, logos or names applied onto the garment. 

PLUS by GFORCE has been designed with practicality and
comfort in mind, offering the wearer a stylish collection of
performance clothing as an easily accessible stock range. 

“GFORCE has been a runaway success over the last two years -
our customers love the flexibility and performance the range
offers,” says James Greenlees, managing director of Gymphlex.
“We were keen to support this range and our customers with
high performance training wear - hence the birth of PLUS. 

“Our experience with GFORCE has helped us understand what
our customers want, both in terms of colourways and also
fabrics. We have applied this knowledge to PLUS, bringing the
essence of GFORCE to the training wear market, offering a
stocked solution for sportswear suppliers.”

PLUS by GFORCE encompasses a wide variety of garments,
including hoodies, jackets, tracksuits, sports tops, shorts, skorts
and trousers.
If you are interested in the GFORCE PLUS range 
call 01507 523 243 or visit www.gforcesportswear.co.uk 

REEBOK FITNESS
A MARKET LEADER IN THE DEVELOPMENT OF HIGH QUALITY,
ADVANCED FITNESS EQUIPMENT, REEBOK FITNESS IS
RESPONSIBLE FOR DEVELOPING EXCITING PRODUCTS
DESIGNED FOR HOME USE TO STRENGTHEN, TONE AND
IMPROVE CARDIO FITNESS WHILE STAYING TRUE TO THE
GLOBAL REEBOK BRAND AND ITS ETHOS OF KEEPING
FITNESS FUN. .

Reebok exercise equipment is designed for users with all levels
of fitness and offers a huge range of equipment - from
treadmills, exercise bikes and cross trainers to numerous
accessories. No matter what your exercise needs, Reebok Fitness
has something for everyone.
For more information call 01908 793020 or email
sales@rfeinternational.com

EXHIBITOR



TROLLEY DASH

1.  BASELAYER. UHLSPORT. SALES@UHLSPORT.COM
2. JAKABEL. WWW.JAKABEL.COM
3. FIRE TUNGSTENS. HARROWS. WWW.HARROWSDARTS.COM

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

3

PRODUCT ROUND-UP
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JAKABEL
JAKABEL HAS JUST 

THE THING FOR
HOLIDAYMAKERS,

CAMPERS AND 
SURFERS - FLOATSUITS

AND UV50+ FOR
PROTECTION FROM 

THE SUN, AND 
WETSUITS AND 

POOL TOYS FOR THOSE
GOING MORE LOCAL.

Wherever your customers
are going, Jakabel can

provide sizes 0-13 years
plus adults all year round

within 2-3 days.

With high quality and
fabulous colours, Jakabel is
a swimming ‘must have’ for

the winter months.
For more information 

call +44 (0)20 8715 2385, 
email josu.shephard

@jakabel.com or visit
www.jakabel.com

TEAM COLOURS
WOMEN’S FOOTBALL
TEAM COLOURS HAS A SPECIALLY
DESIGNED RANGE OF WOMEN’S
FITTED DESIGNS. 

The ability to create a perfectly crafted
team garment to enhance comfort and
performance gives female players pride
and confidence in a male dominated
sport.

Team Colours offers a full bespoke
package, from fabric and sleeve length
to collar and design. Designs can be
mocked up on the company’s website
with printing or embroidery and, of
course, a full choice of design colours.

This commitment to custom teamwear
extends beyond match day kit to
tracksuits, hooded tops, baselayers,
bags and ties. To enquire about custom
team options go online or call the Team
Colours’ sales team.

Tel: +44 (0)1920 876 240. 
 Email: trade@team-colours.co.uk
www.team-colours.co.uk

1 2
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PRICE 
OF BATH
DESIGNING, PRODUCING AND
DEVELOPING BALLS FOR
TENNIS, MINI TENNIS,
SQUASH, RACKETBALL AND
MINI SQUASH, AS WELL AS
MANUFACTURING
PROMOTIONAL BALLS AND
RUBBER PRODUCTS OF ALL
KINDS SINCE THE 1930S,
PRICE OF BATH HAS A
WEALTH OF KNOWLEDGE TO
SOLVE YOUR SUPPLY NEEDS.

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

ARENA COBRA
MIRRORED

GOGGLE
THE ARENA COBRA MIRRORED

GOGGLE IS A HIGH PERFORMANCE
HYDRODYNAMIC RACING GOGGLE

WORN BY CHAMPIONS. 

Its outstanding looks, superior UV
protection and clear underwater

vision make it a perfect choice for
both indoor and outdoor swimming.

The low profile lenses have been
mirror coated and are available in

three stunning colourways -
red/yellow/black, smoke/silver/black

and blue/orange/black.

Goggle features include brilliant
stability, a secure seal and dual

silicone straps for perfect
adjustment. They can also be easily

adapted to different face sizes, as
they come with four interchangeable

nose bridges, providing a high level
of comfort and protection.

For more information 
call 01539 622322.

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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TROLLEY DASH

PRODUCT ROUND-UP
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1.  ELITE 680. DITA. WWW.DITA-HOCKEY.COM
2. VIZI-PRO. SAUCONY. WWW.SAUCONY.CO.UK 
3. PRO 295. MANTIS. WWW.MANTIS-SPORT.COM

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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ZINC
THE ZINC SPORTS TEAM IS PROUD TO ANNOUNCE THE
LAUNCH OF ITS NEW VOLT ELECTRIC SCOOTER INTO THE
UK MARKET FOR AUTUMN/WINTER 2012. 

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

SURRIDGE SEALS NEW
THREE-YEAR DEAL WITH
HAMPSHIRE CB
SURRIDGE SPORT IS DELIGHTED TO HAVE AGREED A
NEW THREE-YEAR CONTRACT WITH HAMPSHIRE
CRICKET BOARD FOR THE SUPPLY OF ALL OFFICIAL
CRICKET PLAYING, TRAINING AND LEISURE WEAR,
WHICH IS TO BE SERVICED AND MANAGED BY
SURRIDGE SPORT’S TRADE PARTNER KALIBAZAR VIA
ITS SPECIALIST WEB SHOP PLATFORM. 

This further cements the strong relationship between the
board and Surridge that has been built over the past three
years. Surridge Sport says it’s pleased to be associated
with such a forward thinking and professional
organisation. 

Furthermore, it is testament to Kalibazar’s continued
commitment and investment in its business model, which
allows the company to handle contracts like this on behalf
of Surridge. Kalibazar’s service levels have been second to
none and the company has created a solution that is
highly efficient.

Ben Thompson, cricket development director at
Hampshire CB, was keen to stress the quality of clothing
and service received: “Hampshire Cricket Board is
delighted to extend our partnership with Surridge for
another three years. Overall, the quality of the kit and
service received has been first class. We now look forward
to building on this success and working with Surridge and
Kalibazar over the next few years.”
For more information call the business 
development team on 01282 418448 or 
email sales@surridgesport.com. Twitter: @surridgesport

1
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HARROWS DARTS
HARROWS DARTS HAS HAD A FANTASTIC REACTION TO ITS
2012 COLLECTION.  

Retailers nationwide have given the thumbs up to the company’s
most technically innovative line up ever. Leading the way are the Fire
90% tungstens, which is the hottest new product on the darts
market this year.

Diva Dark 85% tungstens are a striking extension to the Diva
concept, which was launched to universal acclaim in 2011. 

In addition, the new Pro Matchplay knife wire board joins a wealth of
other industry leading products.
For more information call 01992 300300, email
sales@harrowsdarts.com or visit www.harrowsdarts.com

DIVA DARK 85%
TUNGSTENS ARE A
STRIKING EXTENSION
TO THE DIVA CONCEPT,
WHICH WAS LAUNCHED
TO UNIVERSAL
ACCLAIM IN 2011

20 Follow us @SportsInsightUK

NBA MINIBOARDS
THE SPALDING NBA MINIBOARDS ARE PERFECT FOR
OFFICES, CHILDREN’S ROOMS AND BASKETBALL
SUPPORTERS. THE HIGHLY POPULAR MINIBOARDS ARE
AVAILABLE IN SEVEN DIFFERENT NBA TEAMS, INCLUDING
BOSTON CELTICS, MIAMI HEAT AND NEW YORK KNICKS, TO
NAME A FEW. 

Easy to mount, every MiniBoard includes a mini ball (size 1).
Trade price: £7.75. RRP: £14.99.

NBA TEAM BALLS
The Spalding NBA Team Balls feature the official team logos, as
Spalding is the official ball of the NBA. The NBA Team Balls are
available in seven different NBA teams, including Chicago Bulls,
New York Knicks and Dallas Mavericks, to name a few. 
Sizes 7 and 5 are available. Trade price: £7.75. RRP: £14.99.
Visit the UK STAG Buying Show to check out Spalding’s full
range and special offers. For more information call 08448
849861 or email sales@uhlsportuk.com

EXHIBITOR

EXHIBITOR





The increasing demand for low volume runs 
of personalised sportswear make the Xpres 
Cut® transfer system a must for all suppliers 
of sports apparel.

Lease 
Xpres Cut 

for as little as 

£11 per week 

over 3 years

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

l	 No	screen	or	set	up	costs						

l	 Superb	profit	potential

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

XPRES CUT®

THE PERSONALISED
SPORTSWEAR SOLUTION



CAN YOU GIVE US SOME
BACKGROUND ON THE BRANDS?
The MAD brands were launched 10 years
ago, initially under Yoga-Mad, as we had
been supplying yoga equipment in the UK
since the 1980s. This quickly evolved to
include Pilates-Mad and Fitness-Mad, as we
identified a niche for a UK based brand with
a focus on the core principles of product
quality and service. 

Our initial customer base was
predominantly within the commercial arena;
it is this commercial grade specification that
we feel makes us unique within retail. The
ability for a consumer to buy the
same brand as they see in use
in the gym has always been a
fundamental foundation of
the brand from day one. 

Gradually the range has
developed to now offer a
complete solution, firstly from
yoga to pilates, then covering
all core components within
general fitness - including
stability, resistance,
aerobic and
strength - and
more recently
moving into
boxing. Every
time a new MAD
product is added
we want to make
sure the customer 
is still receiving 
that same gym
quality feel.

WHO ARE THEY
AIMED AT?
MAD is aimed at anyone
who has an interest in
their personal fitness - our
customers range from
injury recovery to elite
athlete and everyone in
between. Every
customer who walks
into a proper sports
shop must have at least
a fundamental interest
in their fitness, giving a
strong opportunity for
the retailer to realise
additional sales, 
often alongside 
the consumer’s 
main interest. 

Podium
On the

HOW ARE THEY MARKETED?
MAD’s strongest marketing tool is through
our commercial links. With many leading
national gym chains now using MAD in
studio, the brand’s exposure and credibility
both continue to strengthen. More recently
we have invested in advertising MAD at a
national level, using fitness specific media to
further develop the brand. 

WHY DO YOU THINK 
THEY SELL SO WELL?
Where proper sports shops still remain
totally unchallenged is their attention to
detail - be it product knowledge, depth of
range or overall service, the consumer
leaves having had a unique experience.
MAD works to support this, with each line
offering additional function and durability,
making it easy for the consumer to see the
benefit from the brand and the retailer to
suggest why we are unique. I believe this
was a core ingredient behind why MAD was
recently voted by Intersport as Best
Equipment Brand 2012. 

WHAT’S THE MOST EFFECTIVE 
WAY A RETAILER CAN MARKET 
THE RANGES?
Every retailer has a unique set of successful
marketing strategies in place. Our aim is to
support these wherever possible. This may
be as simple as some in-store point of sale
or working with a retailer to market to target
special interest groups in their area. More
commonly, we are also offering in-store
merchandising and/or staff training to
ensure we get the best out of the
opportunity we are given. 

For more information 
call Jon Drage on 01386 859551 
or email  jdrage@fitness-mad.com

PRODUCT 

Sales manager Jon Drage gives us the
lowdown on the MAD brands
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Recent prestige customers
include several Premier League
football and rugby clubs,
the British Army and the
Olympic Village for
London 2012. Our
trade partners have a
passion for sports
and fitness and we
have seen
our support
in retail grow
year on year without the
need to associate with budget 

or discount chains.

KEY FEATURES 
AND BENEFITS?
Each MAD product is developed
with added value in mind.
Whether it is a 500kg burst test
on a Swiss ball or safety
resistance tube, we have

pioneered a standard in fitness
accessories for over 10

years. We hope that
every customer

who invests 
in MAD
equipment
enjoys a gym
quality feel, so
that they come

back time and
again - we

understand their
passion and the kit
needs to reflect this. 

At a more
fundamental level, we
hold large stocks in the
UK. Our range is
constantly improved
and developed while
still offering a very
competitive margin
and sale price, and

our office team work
tirelessly to ensure
we keep up with
demand with a
minimum of fuss.
Our stocks, prices
and service are
all under
constant 
review as we
establish higher
standards.



Come and see us at 

the STAG show

18-19 Nov.

 Dedicated Women’s Fitness  & Tennis Brand

For further details  please contact. Martin Hudson
Tel. 01697 742 711 • martinhudson@purelime.com

TheSlice®
PureLime Since 1995



Baroness Sue Campbell MBE
(pictured), chair of UK Sport
and the Youth Sport Trust,
will be the guest speaker at
the FSPA’s next Sports
Industry Think Tank event, to
be held on December 5.  

Campbell will be
discussing the legacy of the
Olympics and how the
industry can be involved, as
well as holding an open forum
Q&A session with attending
FSPA member CEOs and
managing directors.

After spending 11 years as
the chief executive of the
National Coaching Foundation,
Campbell became chief
executive of the Youth Sport
Trust, becoming chair in
February 2005. Among many
honours, she has received nine
honorary doctorates and, in
June 2003, was awarded a
CBE for her services to sport. 

From January 2000-2006
Campbell was a non-political
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THE LATEST NEWS FROM THE FEDERATION
OF SPORTS AND PLAY ASSOCIATIONS

FSPA MEMBER NEWS

FSPAFOCUS

The FSPA’s Sport And Fitness Equipment
Association (SAFEA) held its general meeting in
York on October 4 to discuss a range of industry
topics affecting members and ongoing issues the
association is working on.  

Chaired by Primo Play’s Jack Osborne and
welcoming two new member companies - Davies
Sports and Samba Sports - the meeting included a
dinner and golf day, with Nigel Freemantle of
Brand Fusion International winning the Annual
Golf Trophy at Sandburn Hall. 

Tom Bunner, Eveque Leisure managing director
and past chairman of SAFEA, is to represent the
association and speak at the Westminster Forum
on obesity in children on November 22, a topic
the association is committed to addressing
through its activities and member collaboration.

adviser to the Department for
Education and Skills and
Department for Culture,
Media and Sport on physical
education and sport. In April
2005 she was appointed chair
of UK Sport, the organisation
responsible for world class
Olympic and Paralympic
success in the UK, following 18
months as the reform chair,
and in December 2008 was
appointed to the House of
Lords as an independent
crossbench peer.

FSPA Think Tank events,
held at the Soho Hotel in
London, give FSPA member
CEOs and managing directors
the opportunity to listen to a
highly acclaimed guest
speaker and discuss industry
topics while networking over
dinner. Very well received and
attended by members,
previous Think Tank guests
have included Barry Hearn,
Andy Reed and Philip Hesketh.

FSPA AGM 2012 
The FSPA’s 2012 AGM took place on October 31 at Federation House after a
meeting of the executive committee of directors led by chairman Liam Burns
(pictured), business development manager EMEA at New Balance.

LATEST LOBBYING/PARTNERSHIP ACTIVITIES: 

■ FSPA ensured a UK ‘no’ vote on an unnecessary proposal to
standardise golf balls, which would have negatively impacted 
its golf manufacturer members.

■ FSPA contributed to the amended WEE directive, which 
was published in July 2012.

■ FSPA attended a BIS Free Trade Agreement Consultation 
Event on October 4.

■ FSPA attended the YST
School Sport Conference on
October 16.

■ FSPA attended the
Federation of the European
Sporting Goods Industry’s
general assembly in Italy on 
October 22-23.

■ UK/European Position
Paper on Union Customs
Code issued and meeting
arranged with MEP Malcolm
Harbour.

■ FESI’s EU Trade Defence
Instruments Position Paper
shared with UK
government.

SAFEA GENERAL
MEETING IN YORK 



HOW AND WHY DID YOU GET INTO
SPORTS RETAILING?
In 1988 I was a business adviser and saw
a gap in the market to supply cricket
products. I started out as a wholesaler,
but two years later
turned to retail when
other shops were
closing down.

WHAT EQUIPMENT
DO YOU STOCK?
First we started off
supplying
professional counties
like Lancashire and
Warwickshire along
with others, then we
supplied the England
cricket team with
shorts and the
Pakistan cricket
team with teamwear.
This gradually
developed into supplying local cricket
clubs with the same. We then opened a
large warehouse specialising in cricket,
hockey and rugby, with the focus of the
business on personalised clothing.

HOW’S TRADE BEEN?
Trade has been phenomenal since we
launched our business in the 1990s.
From a standing start, we have done
well to establish a strong customer base
across the country through our links
with various counties during 22 years of
trading.

WHAT ARE YOUR CURRENT
BESTSELLING PRODUCTS AND
BRANDS?
It varies from season to season.
Currently hockey sales are on the up on
the back of the Olympics after Team GB
did so well, but customers are very price
conscious in the current economic
climate and brands are secondary when
making a purchase. We also sell our own
brands - Boundary Sports and Solo
Hockey - in store. 

WHO ARE YOUR COMPETITORS?
HOW DO YOU COMPETE?
We have a very loyal customer base, but
it’s a very competitive market for the
specialist as internet based companies
play such a major role. There are other

sports shops in the area, as well as the
county ground shop, which is local to us.
We find excellent customer service helps
up compete, but we also have a hitting
area in our shop to allow customers to

test out hockey
sticks and a net to
test out cricket bats.

ARE THERE 
ANY CURRENT 
OR FUTURE
MARKETING
STRATEGIES YOU
CAN TALK ABOUT?
We are investing
heavily in improving
our website and are
shortly going to be
offering our
customers a
bespoke cricket bat
service, which will
enable us to

compete with companies that import
directly from overseas manufacturers in
a bid to offer lower prices and also to
compete with internet competition.

HOW DO YOU FIND OUT 
ABOUT NEW PRODUCTS? 
We find out about new products by
reading magazines like Sports Insight,
going to sports exhibitions and
maintaining a strong relationship with
our suppliers. We keep in regular contact
with overseas manufacturers as well.

WHAT DO YOU SEE AS 
THE FUTURE FOR RETAIL?
A very strong presence online in
combination with a physical store will win
customer trust. Currently we don’t sell as
much online as we’d like, which is why
we’re currently developing our website.

WHAT DO YOU LIKE MOST AND
LEAST ABOUT YOUR BUSINESS?
I enjoy what I do - no two days are the
same - and the majority of our
customers are friends. We entertain lots
of customers at various charity events
and cricketing functions, and as a
member of the Midland Lord’s Taverners
committee I get to travel up and down
the country. The things I like least about
my business are the administration and
paperwork, which are needed to keep
systems in place and the ship afloat.

WHAT HAS BEEN YOUR BIGGEST
CHALLENGE SO FAR?
Once the business was established,
which took a few years, it exploded. It
was a challenge to get systems in place
to accommodate the explosion and find
funding to expand. Now the main
obstacle we face as an independent
store is to compete successfully, but also
to offer value for money. 

The
RETAIL 

Insider
Sohale Abbas has been running Boundary
Sports in Birmingham for 22 years
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“WE HAVE A
HITTING AREA
IN OUR SHOP
TO ALLOW
CUSTOMERS
TO TEST OUT
HOCKEY STICKS
AND A NET TO
TEST OUT
CRICKET BATS”



THE INTELLIGENT SPORTSWEAR
The CEP brand stands for high performance

compression sportswear designed by medi.

medi - six decades of medical compression

expertise and exports its product to 90

countries worldwide

CEP Products include socks, sleeves and 

apparel for running, cycling, winter sports,

outdoor/ hiking, team sports, triathlon, etc.

For more details visit 

www.cepsports.com

www.mediuk.co.uk



The new adjustable support you can trust
 featuring

AIRPRENETM

www.vulkansupports.com

• Less stock holding for retailers
• Guaranteed stock availability
• Adjustable support with Coolmax
• Airprene for increased user comfort

Adjustable support with Coolmax

20% OFF
Pack Deal

CONTACT US TODAY ON 

08448 730 035
for your 20% OFF Introductory P.O.S 
Pack Deal – Quote promotion code AIRX

AW00932 Is1



HOW LONG HAVE YOU BEEN 
IN THE SPORTS TRADE?
I started in the sports trade about 10
years ago. As a former PE teacher and
someone who’s played rugby
competitively, I’ve always had a very keen
interest in sport of any kind. 

While teaching I came across and
used a wide range of different types of
sports equipment and my interest in
sporting goods came from there, so when
I decided to take my career in a different
direction the sports trade was a logical
choice for me. During this time I’ve seen
some brands come and go. The ones
who’ve stayed the course have been
companies like OPRO, which are
committed to research and development
and providing excellent customer service.

WHAT OTHER BRANDS DO 
YOU ADMIRE AND WHY?
Under Armour is a brand I watch -
especially their packaging and adverts,
which are very slick. They were founded in
the same year as OPRO and in a relatively
short space of time have managed to
create a highly popular and sought after
brand. Their transition from a manufacturer
of base layers into one making a much
wider range of products is very impressive.
Most people would happily utter Under
Armour in the same breath as adidas and
Nike, so to be in such stellar company in
little over a decade is quite a feat. 

ASICS is another brand I
admire, as they have
managed to achieve mass
market appeal without
compromising their
quality or technical
design. They are a
respected sports
equipment brand
that constantly
innovates.

HOW IS YOUR UK DISTRIBUTION
OF MUELLER PROGRESSING?
We’ve got off to a very positive start and
are pleased with the favourable reception
the range has received. Mueller make
great products with some unique
features and the quality is outstanding.
To date we’ve been concentrating on the
high street market and our sales volumes
are above our forecasts with a lot of new
accounts having been opened. 

With the ski season looming, interest
in the Hg80 range from specialist ski
retailers has been high - especially knee
supports - and we have some consumer
advertisements coming out later in the
season that should provide a boost to
the brand’s awareness.

CAN YOU TELL US ABOUT OPRO360?
OPRO360 is our sports equipment
division and has been operating for about
18 months. It’s fast gaining a reputation
for quality products and great customer
service. Through our mouthguard
business, we were already established as
manufacturers of protective equipment,
so setting up OPRO360 seemed a logical

progression. We’ve had
a lot of interest from
retailers keen to
stock these lines, as

Runners
Front

Richard Evans, sales director at OPRO

customers already know and trust the
OPRO name through our mouthguards
and are therefore happy to transfer this
confidence to other products we supply.

WHAT SPORTS DO YOU CATER FOR?
A wide range. Traditionally mouthguards
were used mainly for contact sports like
rugby, hockey and boxing, but recent years
have seen sports like MMA grow hugely in
popularity and we supply a lot of
mouthguards to participants in those
disciplines. Interestingly skiers, snowboarders
and participants in extreme sports are also
starting to wear mouthguards. I think that as
people become more safety conscious in
general - and also want to hang onto their
teeth - the benefits of wearing a mouthguard
are becoming much more widely recognised
and appreciated. 

Mueller products are used by sportsmen
and women from a diverse range of sports.
In fact, anyone who competes regularly in
any type of sport at any level will at some
point in their playing career find the need for
an ankle brace, knee support, wrist support,
etc and with the ski season fast approaching
the Hg80 range will be the ideal one for
people to buy from.

APART FROM OPRO360, WHAT
OTHER BRANDS DO YOU SELL?
Mueller I’ve already mentioned and, of
course, we also sell our self-fit mouthguards -
the OPROshield range - which continue to
go from strength to strength. With our new
range due to be launched in spring 2013,
we’re confident of our strong position within
the self fit mouthguard market. The fit and
retention over the range has been improved
and we’re introducing some new colours and
features that will help customers enormously
when it comes to fitting the mouthguards. 

In addition, RespiBelt has been
receiving a lot of interest, particularly
since world leading coach Alberto Salazar
championed its use for training his
Olympic medal winning athletes.

THE NEXT 12 MONTHS WILL BE…
Very exciting, with a lot more
developments from OPRO yet to come.

For more information call 01442 430692,
email sales@opro.com or visit www.opro.com

RETAIL INTERVIEW
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YOU CELEBRATED YOUR 25TH ANNIVERSARY
WITH A NEW BRANDING AND STRUCTURE.
WHAT WERE THE REASONS FOR THIS?
STAG is forever evolving, so we wanted to reflect this
and at the same time highlight the fact the company
has been in existence for 25 years. Our new logo and
imagery projects what STAG represents as a business
today, while not forgetting its roots that are deep in
the independent sports trade in the UK and Ireland.

HOW HAS THE BUYING GROUP EVOLVED
SINCE IT OPENED FOR BUSINESS IN 1987?
Those who have worked with the independent
sports, outdoor and shoe trade over the past 25
years will know STAG is a very different company
now to how it was under the previous ownership.
Our membership has trebled in the last eight years,
our relationships with all our suppliers are the best
in the industry and our company image is at an all
time high. 

STAG’s aim is to deliver value for money in every
aspect of our operation and ensure we have a solid
foundation to help build the businesses of
independent retailers in the UK and Ireland, while
further enhancing our brand relationships. We are at
the centre of the independent trade and want to do
all we can to ensure it continues to thrive in the
years to come.

An important part of
the independent trade
for 25 years, Sports
Insight caught up with
Ricky Chandler, STAG
joint managing director,
ahead of its two
buying shows 

WITH SALES FIVE PER CENT UP ON YOUR
FORECAST FOR THE FIRST HALF OF 2012,
HOW HAVE YOU MANAGED TO BUCK THE
TREND IN A TOUGH RETAIL SECTOR?
We have focused on our operation internally, with
value for money being our key driver. We have formed
agreements with suppliers that have added to the
offering STAG can give its members and have taken
on new members that add strength to the group
overall. Our attention to detail and increased focus on
every aspect of our operation is certainly paying off.

HOW HAS 2012 BEEN FOR RETAIL 
MEMBERS? HAVE ANY NEW GROWTH 
AREAS EMERGED THIS YEAR?
Retailers are reporting tough trading conditions, but
are adapting their businesses to cope with this. Our
members are working harder than ever to take
advantage of new sales in areas they had not
considered before. Running is seeing significant
growth, with all areas associated with it seeing the
benefit, for example nutrition and hydration. 

HAVE MEMBERS REPORTED AN INCREASE 
IN SALES SINCE LONDON 2012?
I think the Olympics were an amazing positive for theFO
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country and gave massive exposure to
many sports that rarely make the
headlines. This will no doubt have a
knock-on effect on the number of people
taking up sport or trying something new.
With every new consumer comes the
need for product and sports
independents, in my opinion, are the only
option and perfectly placed to take
advantage of this with their roots firmly
in local communities. 

WITH THE NUMBER OF 
MERGERS AND ACQUISITIONS
THAT HAVE TAKEN PLACE IN THE
INDUSTRY THIS YEAR, HOW
IMPORTANT IS THE MAINTENANCE
OF A THRIVING INDEPENDENT
SPORTS RETAIL SECTOR IN THE 
UK AND IRELAND FOR BOTH
BRANDS AND CUSTOMERS?
The independent sports trade is more
important today than ever before and
has been at the centre of the UK and
Ireland sports trade for decades. Many of
the UK’s largest suppliers have
independent sports retailers to thank for
their initial sales and distribution and
many of these retailers have thrived in
the face of massive competition from
multiples over the years. 

The need for good sports
independents that offer product for the
consumer who plays sport along with
outstanding customer service could not
be any higher at present. Brands need
good quality distribution and
representation in sports independent
specialists to enable their products to be
sold correctly.

THE IRELAND BUYING SHOW IS
NOW IN ITS THIRD YEAR. IS
CONSUMER CONFIDENCE
RETURNING IN THE REPUBLIC OF
IRELAND OR DO TRADING
CONDITIONS REMAIN DIFFICULT?
Our Irish buying show will have
taken place for the third
year by the time this
goes to print. We
have the
support of
all our

major brands and are expecting a very
high turnout from our members and
visitors. The show has become an
established part of the
independent sports trade’s
calendar in Ireland and is set
to develop further in the
coming years.

We must not forget,
however, that trading
conditions are still tough
in Ireland, but there
are green shoots
of recovery on
the horizon.
Thankfully,
Ireland as a
nation is sports
mad and for that
reason the sports trade has
survived better than other industries. 

the decline in the last few years, but we
work extremely hard at promoting our
show over many months and know we
offer great value for money to all that
support us, so we are expecting a great
attendance once again.

ARE YOU STICKING WITH THE 
TRIED AND TESTED FORMAT?
Our format works, so why change it?
Suppliers write orders, retailers get special
offers, it’s a great location all under one
roof, a great show party atmosphere on
Sunday evening, there are huge
networking opportunities, tremendous
hospitality from the hotel and good
business done in the correct manner.

HOW MANY BRANDS WILL BE
ATTENDING? WILL THERE BE ANY
FIRST TIME EXHIBITORS THIS YEAR?
All our major suppliers are exhibiting
among the 70 brands that are attending.
Optimum, Nuun, Warrior, WL Gore, Gola
and Gelert will be exhibiting for the first
time this year, as will our vendor services,
Fedex, Cybertill, Eden shop equipment
and Top to Toe.

HOW CAN RETAILERS GET THE
BEST OUT OF THE SHOW?
Our members should study the special
offers sent out prior to the show to

enable them to take advantage of them.
With 70 suppliers and only two days, it

is also important to plan your time
wisely so you can see existing
brands and also have time to look
at new ones. After show hours
should not be dismissed either,
as there are over 500 retailers
or suppliers to network with
once the show has closed. The
opportunity to do this is very
rare these days.

For more details 
on the show visit
www.stagbuyinggroup.com/
shows/uk/uk-2012-
show-details

“OUR
MEMBERSHIP
HAS TREBLED IN
THE LAST EIGHT
YEARS AND OUR
COMPANY IMAGE
IS AT AN ALL
TIME HIGH”

MEMBERS WROTE A RECORD
AMOUNT OF BUSINESS AT THE 2011
UK BUYING SHOW. HOW DO YOU
SEE THIS YEAR’S SHOW GOING?
Our show in the Cotswolds will again be
a true buying show where STAG
members come to place key future
orders and take advantage of special
buying show offers from all our major

suppliers. Attendances at
most trade shows

have been on



t 6ft 3in and weighing in at
over 16 stone, Roger Wilson
knows how to look after
himself, but after 10 years in
top class rugby union the

problem of injury is naturally never far
from the Irish international’s mind.

Now returning to his previous club,
Belfast’s Ulster Ravens, after four highly
successful years with Northampton Saints,
Wilson, nearing veteran status at 31,
knows to his cost just what the
unrelenting schedule of the Aviva
Premiership can do.

SIDELINES
After a torn hamstring - probably the
most serious injury of his career - kept
him on the sidelines for five months,
Wilson is now back in the first team,
having had time to think about the game
- and his future.

“Rugby has got a lot more demanding
on the players than when I started,” he
says. “There’s more emphasis on gym

and amateur sportsmen and women.
And Wilson and Withers see a bright
future for it.

“Over the years I have learned that
injury prevention is vital to any sports
person’s career,” Wilson says. “By now I
know a thing or two about rehabilitation
and what great work physios do in
piecing us back together. I thought it
would be great to offer a one-stop shop
where experts can buy the equipment
they need with just a few clicks and also
provide the growing number of sports
enthusiasts with an online resource for
specialist gear.”

Allan Withers adds: “More people are
turning to sports such as running and we
hope to provide them with the top quality
affordable products they might need from

work and so the players are getting
bigger and more powerful. 

“And when they get bigger you tend
to have more injuries. Your bone structure
is not going to get any bigger and it’s not
designed to take the weight of heavier
and heavier players. That’s why clubs are
having to spend more on the medical
aspects of the game - and I could see
business opportunities there.”

As a result, Wilson has joined forces
with one of his sponsors, former
paramedic Allan Withers, boss of
specialist medical services supplier First
Response Supplies, to create a new
business - Sports Injury Warehouse.

It’s an online service providing sports
injury and rehabilitation equipment for
both injury specialists and professional

The Irish international rugby player has teamed
up with a specialist retailer to offer a one-stop

shop for sports injury and rehabilitation
equipment. Tony James reportsA

32 Follow us @SportsInsightUK

MY SPORTING LIFE

Roger Wilson

Business partners: Roger Wilson and Allan Withers



DARK DAYS AND DEFEATS
There was little doubt about the sport Belfast born Roger
Wilson would choose as a youngster - his grandfather and
two uncles all played rugby for Ireland. He played regularly
for Ulster from 2003-08, was player of the year in 2004-05
and didn’t miss a match in the 2006-07 season.

Wilson won his first Ireland cap in 2005 against Japan.
He left the Ravens because he was dispirited by their lack of
success. There were dark days and defeats.

“We were struggling quite badly - not just the team,” he
explains. “The whole structure of the club wasn’t right.
There was no real vision. I was sorry to leave, but I knew it
was time to move on.”

He found his feet in Northampton: “I made a lot of friends
and improved as a rugby player. I stayed there for four years,
but I suppose at the back of my mind was the idea I would
like to finish my career back at Ulster. Northampton were
brilliant about my leaving. It was all very amicable. They gave
me their full backing and thanked me for my efforts. I just
thought the time was right to go back home.”

In fact, the decision wasn’t as simple as that. Wilson
could have ended his career in France or England, but he
believed going back to Ireland would improve his chances

of getting another international cap.
“I was never told I was out of the picture internationally

by moving to England, but I felt I would give myself the
best opportunity to play for Ireland by going back home,”
says Wilson. “I didn’t want to finish my career with regrets
and a big regret would have been: could I have given myself
one last chance to play for Ireland? 

“My family is still in Belfast and it’s nice to return to
familiar surroundings. I learned my rugby there and it’s
home. The last two seasons have shown that Ulster are
now a club that can win things. They’re now regarded as
one of Europe’s top teams with a lot of strength and
depth in the squad. I believe we can go all the way in
Europe  and that’s exciting.

“Things have changed dramatically since I was last at
the club. There’s a completely new set up, which is great.
Every morning I wake up and going to work is no problem.”

Now fully fit and ready to take on new challenges on
and off the pitch, Wilson told us: “I’m at my best when I’m
enjoying my rugby - and I’m enjoying my rugby when I’m
winning. And when you’re back playing in a winning team, I
can’t honestly think of a more enjoyable place to be.”

INTERVIEW

time to time.”
Northampton-based First Response

Supplies, an online superstore providing
first aid and medical products, was
established in 2008 by Withers, who has
a wealth of experience in the primary care
sector. He agreed with Wilson that there
was a promising market for specialist
medical services in the sports and events
industries, despite
some impressive
existing
opposition.

“Roger’s
knowledge of
sports injuries and
rehabilitation,
coupled with my
emergency care
experience, means
that we source
products that have
been hand-picked
to make sure
they’re the 
best available,”
says Withers.

LEARNING
“When I got
involved in the project, I admit I didn’t
know an awful lot about the business
side,” Wilson says. “But I’m learning a lot.
There’s great potential. In today’s rugby,
for instance, players are constantly
getting injured and a successful club’s
medical facilities need to be top notch.
Hopefully I’ve got a few more years
playing in me, but it seems sensible to put
things in place for when I eventually retire.

“I know it will take a bit of time to get
my head around the fact I’m not a
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professional sportsman any more. I have
been doing this for so long that you can
get tunnel vision in terms of focus.

“What you will do afterwards is
always a bit of a worry. When you speak
to players who have retired, they say you
should give yourself a couple of years to
sort something out before you hang up
your boots. The worst thing you can do

is retire and then
look round for
something to do. At
the moment I’m
really enjoying my
rugby, but I realise I
have to listen to my
body far more than
when I was a
younger man.

“When I was in
my early 20s you
could go out late
and turn up for
training early with a
smile on your face,
but those days are
gone and I know I
have to look after
myself, whether it’s
doing extra recovery

work or whatever. It’s all about being that
bit smarter to stay healthy.”

And that means taking advantage of
all the latest developments in specialist
sports medicine. “Nowadays, with many
injuries the first thing to do is ice them
straightaway to help prevent any
swelling,” says Wilson. “For instance,
there’s a machine you strap on to the
affected limb that pumps iced water
onto the injury. That’s been very useful to
me in the past couple of years.”

“CLUBS ARE
HAVING TO
SPEND MORE
ON THE
MEDICAL
ASPECTS OF
THE GAME -
AND I COULD
SEE BUSINESS
OPPORTUNITIES
THERE”







ere are two diametrically
opposed views of students:
they’re the future of a
successful economy - the
quality of our graduates is

what will keep us in the economic
premier league. They’re a bunch of
rioting layabouts on a subsidised three
year holiday, punctuated by essays on
irrelevant tosh. I didn’t make those
comments up - I took them (broadly)
from national newspapers.

Here’s another take on students: they
are a market of some 3.5 million with a
spending power totalling £15 billion per
annum. Also, by contrast with other similar
sized groups, they are narrowly definable
by age, educational standards and
location. More important, they are young

current tuition fees, that applies even to
relatively recent graduates.

What you may not know, above all, is
how sophisticated access to the student
market has become. It is researched, there
are specialist providers and a whole raft of
routes to market. It has the further benefit of
being local, regional and national. You can
work the student market into all aspects of a
business plan.

The market is also attractive to a lot of
business sectors. Financial services, retailers
and a raft of mainstream brands make
specifically targeted efforts to reach a sector
that comprises tomorrow’s big earners and
business managers. Each year brings with it
a new group of customers with spending
power. It’s also common that students stay
close to their university town after

and many are active consumers of sports
goods. Go onto any campus in the
country and you will see sports brands on
the students’ clothing and bags. They are
enthusiastic wearers of brands.

FIT IN
That last factor is important. Students,
whether part-time or full-time, have a need
to fit in. Joining is an important element of
the first year and while it tends to drift off in
later years, it is still important. 

The student market moves at a pace.
The experience you learned when you were
a student yourself is now out of date. It’s a
general view that students understand how
the student market works currently, but
graduates don’t. The more dust there is on
your degree, the less you know. Given

H
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TOMORROW’S
The university student sector could potentially represent rich pickings
for retailers. Paul Clapham explores some of the routes to market

“THEY ARE A MARKET OF 
SOME 3.5 MILLION WITH A SPENDING 

POWER TOTALLING £15 BILLION PER ANNUM”



Alex Walker at Indigo Clothing, which
was born for the student sector, says the
market is fickle, students distrust
marketing and suppliers should recognise
that cynicism and engage openly with it.
Your first contact with students should
present a company ready for long term
dialogue, not corporate in style and not
hunting a fast buck. 

Indigo has had success with student
newspapers, whose editors are always
looking for new material and free

giveaways. It has offered newspapers
garments of their choice for a fashion
shoot, leaving the editors to decide which
angle to take. Walker says the principle is
to get the local student community
talking about you and your business and
absorbing your sales message in the
process, rather than trying to bang home
that message up front.

Walker recommends having
someone responsible for developing
relationships with influencers on the

campus. In particular, keep it personal.
Replace impersonal emails sent to all
potential targets on committees with
something far more personal. This is
easier than it sounds because their
profiles typically feature on university
websites. Use this process to establish
your own business character - some
humour is recommended. It’s not an
overnight process, but establishing
valuable long term business
relationships never is.

KEEP IT PERSONAL

STUDENT MARKET
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BIG EARNERS
graduation, so building a student database
locally can have longer term value.

The market is typically seen as difficult
to reach. As ever, it’s about how you capture
your audience’s attention. A factor in
creating this perceived difficulty is that there
are many hundreds of colleges - from
further education to universities - and each
one is different. Freshers’ fairs are a
traditional business opportunity, but they are
still an important route to market because
they represent a chance to sell to students
before they have developed purchasing
habits in their new environment. 

The general view of experts is that the
first barrier to overcome is the one in your
own mind. If you regard students as broke
layabouts, you will never sell to them. These
are intelligent people who want to engage
and interact with
brands and
services. Avoid
overtly selling
yourself; instead
understand
students’ needs
and start a
conversation
about them.  

Visit
campuses and be
clear about what
advertising and
communication methods are available. It’s a
crowded market and you need to stand out.
It is also advisable to stick to official
channels. Students respond better to
suppliers that appear to have the approval
of the student union, so focus on the official
local and national student organisations’
advertising channels. 

Guerrilla marketing tactics have achieved
some high profile successes in respect of
awareness on campuses and there’s plenty
of evidence that students like this. There’s
less evidence that it delivers sales success. It

certainly doesn’t build a relationship
between you and the student body.

SPECIALIST ADVICE
I’d recommend taking advice from
specialists. As you’ll see below, there is a
veritable Aladdin’s cave of choice of routes
to this market and it’s not instantly obvious
what will work for you. For plenty of
retailers there will be one or two specific
universities of interest. Start by talking to the
student union and their or the university’s
marketing manager. I’d also recommend
some ‘jugs of beer’ research. Talk to a small
group of students, say four or five (this is
where the beer comes in) and find out how
the sports goods market works at your local
university. Is it driven by individual clubs and
associations or does it all go through the

student union, for
instance?

Have a look at
the services offered
by BAM, which
describes itself as a
gateway to the
student market for
businesses - and
it’s a pretty wide
gateway. It
operates as a
specialist agency
providing official

access to a host of market routes. These
include over 500 freshers’ fair venues, nearly
a million student goodie bags, 750,000 wall
planners, 500,000 official student emails
and close to one million student mailing
addresses.

Importantly, BAM isn’t just about
leveraging big brands into student union
shops and bars. Although it’s got plenty of
experience in that area, it also works with a
wide variety of smaller companies. 

A relevant example is work done with
Flexistore at St Andrews University. This is a

company selling business to business and
business to consumer that wanted to sell
holiday storage to students. BAM put the
company on St Andrews Student Radio and
the enquiries started coming in immediately
- 25 on the first day of the campaign -
demonstrating that a traditionally business
to business company can develop sales in
this sector.

TRADING ARM
The NUS has a very active trading arm
called the National Union of Students’
Services Ltd. A large part of its activity is
built around the extra card, which is
essentially a national discount card for
students. There is a lot more, including a
direct marketing facility to reach extra
cardholders, an emarketing facility and an
ebooklet that goes to cardholders (these
achieve open rates of over 40 per cent). 

NUSSL is also the route to reach student
union officers - the paid staff who keep
colleges working. They run a purchasing
consortium and as a means to communicate
with them there’s an exhibition, a monthly
magazine and a facility to email members.

The local students’ union will actively
negotiate student deals. Most stores - and
sports stores are a classic example - will
throw them a standard discount, say 10 or 12
per cent. You can be far cleverer than that.
How about a contribution to the charity the
university is supporting? Give the student
teams an off campus information point - on
a simple level, that could be a town centre
location where Saturday’s team is posted.

For the sports business there is a further
important commercial benefit. If you want
customers on your local campus you can be
sure plenty of other businesses in your
catchment area think likewise. If you can
become something of an expert in the local
student market you can sell that expertise to
other businesses, who themselves will buy
that access from you. 

“VISIT CAMPUSES
AND BE CLEAR
ABOUT WHAT
ADVERTISING AND
COMMUNICATION
METHODS ARE
AVAILABLE”







he first person Wayne
Mumford saw when he got
off the Birmingham City
coach outside Nottingham
Forest’s ground was a grim

looking Brian Clough.
“My first reaction was: ‘I don’t want to

be here!’ Mumford remembers. “Then I
thought: ‘I’m just 17 and playing in the
First Division in front of 40,000 people -
it doesn’t get any better than this’.”

DREAM COME TRUE
It was some first team debut for the
Wales youth international, who had
joined Birmingham only a few weeks
earlier in 1982. “I was up against John
Robertson, one of the best wingers in the
game,” says Mumford. “We were down to
10 men when our goalkeeper was sent
off, but we held the European Cup
winners to a 1-1 draw. All my dreams were
coming true.”

They were dreams that would sadly
become nightmares when, not long
afterwards, Mumford snapped the
cruciate ligament in his knee and his top

Distribution now provides turnkey
solutions for leading sports teams and
brands worldwide.

Recent big deals have included 
the Marussia F1 racing team, England
and Welsh rugby, the Springboks, 
Burrda Sport, the Premier League’s
Wolverhampton Wanderers and 
the official Muhammad Ali range 
of boxing gear.

“All our customers have one thing 
in common,” Mumford says. “They have
all benefited from our core principles 
of delivering on style, on budget and 
on time.”

MAKE OR BREAK
Mumford, who runs the company with
former rugby players Simon Skene and
Steve Chapman, says Tri Distribution’s
make or break moment was in 2003
when it landed the Rugby World Cup
contract the year England won and
grossed £1.8 million in the company’s
first 12 months of business.

“That contract determined whether
Tri Distribution would be a success or

class career was effectively over.
“Nowadays an operation would

probably have fixed it - players like Paul
Gascoigne had cruciate operations and
came back - but in those days a lot of
players ended their careers that way,” he
says. “It was devastating. I had always
wanted to be a footballer and hadn’t
trained for anything else. Not like today
when youngsters are encouraged to
continue their education in case
something goes wrong with their
football careers.

“Looking back, I realise you can’t
plan your career and life at such an early
age. I was 22 and didn’t really know
what I was going to do.”

In fact, what he did is every bit as
remarkable as his sporting career. From
designing and printing T-shirts in a back
street garage, Mumford and two friends
are now running a fast growing
company with an annual turnover of
nearly £14 million.

Set up with a loan from Mumford’s
father when the banks said no, Coventry
based sportswear manufacturer Tri

T
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COMPETITIVE
Wayne Mumford of Tri
Distribution says the company’s
success is down to delivering
on style, on budget and on
time. Tony James reports

SPIRIT

Tri Distribution directors
Steve Chapman, Wayne
Mumford and Simon Skene



A fit and active 47, Wayne Mumford
has put all his competitive energy into
building Tri Distribution into a business
producing sports and leisure wear for
some of the world’s biggest brands.

Constantly on the move around the
world, his brief moments of leisure are

spent watching Wales play rugby,
mountain biking and enjoying the odd
glass of red wine.

“You’ve got to keep things in
perspective,” he says. “The pressures on
young footballers, even in my day, were
pretty relentless. I wasn’t a bad player,

although I wasn’t going to be a Bryan
Robson. Even so, it took some courage
to walk out onto the pitch at Highbury
in front of 45,000 mostly hostile fans.

“After that, to be honest, walking
into a boardroom and having a chat is
quite an easy thing to do.”

COMPANY PROFILE
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not,” Mumford explains. “It could have
been a very different situation for us had
we not done a good job. From that one
contract the business really took off.”

From then on, the partners have
used the same competitive spirit from
their sporting careers to turn Tri
Distribution into a global success.

“Going into business from a start-up
has been a real roller coaster,” Mumford
says. “Obviously, it wasn’t what I thought
I’d be doing when I was younger, but
getting injured meant a complete
reassessment about the future.”

A friend working in sales suggested
he should try that career. “I joined a
French pharmaceutical company and
worked my way through the ranks
before deciding that sports sales was
the way I wanted to go,” says Mumford.
“In those days there were a lot of
independents about and if you loved
sport, as I did, it was great to be in 
that environment.” 

Mumford joined Hummel, became
national account manager at Wrangler
Jeans and moved to Global Sports
before deciding to start Tri Distribution
with former England under 21 rugby star
Steve Chapman. Simon Skene now
largely takes care of the Burrda brand.

“From the beginning, getting 
sales wasn’t a problem,” says Mumford.
“But delivering and invoicing the 
product wasn’t that easy. So we were
determined to base the business on
quality and service.

“One of the first orders we got was
from Manchester United and it just
mushroomed from there. We had no real
support from the banks, so I borrowed
money from my father to set the
business up. He wasn’t a wealthy guy -
he just gave me what he could.

“It was like any start-up - you just get

on this road, but you’re not quite sure
where it’s going to take you. In our first
year we did about £1.7 million - and how
we did that, God knows. 

“We never had the finance to back
that kind of turnover, so we got partners
and 80 per cent of our manufacturing is
now done in China, Pakistan and
Mauritius.
We’ve been
working with
most of the
same people
since we
started and
have a wealth
of strong
relationships
built up over
the years.

“I’m a great
believer in
partnerships. If
the banks
don’t support
you, then you have to use your
networks. We have some really good
trading partners and you have to be
creative in the way you make things
work. For instance, we were one of the
first people to go into Tesco - we put
over 30,000 shirts into its stores during
the 2003 Rugby World Cup.

“The UK is an extremely tough
market for the sports trade at the
moment and that’s one reason why 
we have gone increasingly international.
I’ve just come back from Australia 
and we have ambitious international
plans, including South Africa and 
even America.”

NEW CHALLENGES
Tri Distribution is always looking for new
challenges - it’s just designed and
manufactured a new golf wear range for
Penfold, which has been a leading golf
brand since 1927. The range is a tribute
to the defining eras of golf up to the
1950s and is designed for comfort and
to function effectively in any weather - it
uses the most advanced materials and
combines them with traditional
craftsmanship.

Another recent coup was a three-
year deal with media giant IMG to
design, manufacture and distribute a
new range of Muhammad Ali clothing.

“IMG asked if we were interested 

and we almost snapped their hands 
off,” Mumford says. The range includes
illustrated T-shirts that capture the 
three time world champion at his
legendary best.

“We’ve all got a background in 
sport and we really enjoy what we do,”
Mumford explains. “Performance and

comfort in products is
paramount, particularly
when you’re dealing with
professionals, and we like
to think we’re as cutting
edge as anybody. 
Product technology is
moving all the time - it’s
now all about fabrics,
breathability and wicking
away sweat. Traditional
fabrics are long gone.”

Tri Distribution says 
its target is to develop 
and manage licensing
strategies linked to top
design, manufacture and

distribution of kits and merchandise - 
in short, to build bridges between
brands, manufacturers and retailers.

Mumford says: “We always ensure 
we deliver the best quality and value
through our direct links with the 
retail sector.”

“ONE OF THE 
FIRST ORDERS 
WE GOT 
WAS FROM
MANCHESTER
UNITED AND 
IT JUST
MUSHROOMED
FROM THERE”

KEEPING THINGS IN PERSPECTIVE



t is not just athletes who
strive to push the barriers
back, those responsible for
providing the surface on
which they perform seek to

create an enabler that can shave those
crucial hundredths of a second off a time
to create history.

The loose cinder circuits of yore were a
hindrance to fast times; if the likes of Sir
Roger Bannister had run on modern day
tracks, the four minute mile would have
been achieved a good deal earlier than it
was. A uniform surface working in concert
with shoe and body is de rigueur these days,
but the surprising fact is that as recently as
45 years ago top athletes were still
grappling with the ‘gravel’ under their feet.

LEADING PLAYER
Mondo has become the leading player in
the field through the appliance of science,
as Joe Hoekstra from Mondo UK explains:
“In world terms, all weather tracks were
first used in the Mexico Olympics in 1968 -
it was a giant leap forward. In 1992 we
provided the main track in Barcelona and

Federations, who ensured it complied
with the set standards for shock
absorption and degree of deformation.

Some 120 tons of rubber were used
for the main nine lane 400 metre track in
London, all pre-fabricated in Italy. Mondo
also laid an 80 metre sprint straight under
one of the stands, a 400 metre warm up
track identical to the competition one,
plus equipment such as hurdles, high
jump bars and hammer cages. So how
does the track work? 

The cushioning on the underside of
the track used to be in the form of square
netting, designed to be flexible in the
running direction only. The 2012 design
used diamond shaped cells that flex in
every direction, providing more
cushioning and making the material
recover as the athlete’s foot leaves the
surface, producing a springboard effect
that eases the athlete into the next stride.

DIFFERENT DISCIPLINES
Athletics is a sport of many different
disciplines; an optimum surface for the
100 metres may be firmer than the ideal
for the 10,000 metres, where running for
an extended time on a solid surface could
lead to injury. The 2012 track was created
to promote speed, but also reduce stress
on the body. The track has a cushion
backing for shock absorption and a solid
upper layer that increases traction. This
negates the need for spikes to penetrate
the surface, so reducing the time the foot
spends on the track. There is also less
‘rolling time’ - the slight rotation of the

have done so for every Olympics since.
The world championships often use
existing tracks, which are not necessarily
ours. We manufacture in a factory under
controlled conditions.

“We have had over 160 world records
set on our tracks over the years and have
always used scientific research to assist
us. We have been making these surfaces
for 25 years and the process is ongoing.
We commission laboratories and
universities for further research and
through that discovered there was
sideways shock absorption that had been
ignored in previous designs and we have
made the material softer. 

“Athletes need to train on a fast, hard
track safely - if you are not doing that
you are preparing for running on a beach.
In terms of biomechanics, we
commissioned the University of Padua in
Italy and got feedback from the Institute
of Sport in Australia.” 

The Mondo track at the London 2012
Olympics was tested by Labosport, one
of the independent labs accredited with
the International Association of Athletics

I
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INSIDE

Mondo’s position as the pre-eminent supplier
of athletics tracks was cemented by the record
breaking times set at London 2012. What goes
into developing the optimum surface for the
likes of Bolt, Ennis and Farah to perform on?
Adrian Hill reports
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It was not just track and field that
benefited from Mondo technology at
London 2012. The Italian firm produced
surface or sprung flooring for sports
from basketball to table tennis. It’s all
part of diversifying the business.

Joe Hoekstra says: “We provide
recreational surfaces for gyms. A 400
metre track construction is expensive

and time consuming and the track
market has been retracting during the
economic recession. The sports sector
is a good market - we also provide
floors for aerobic exercise, plus we are
a commercial rubber flooring
manufacturer and toy manufacturer.

“We provided 22,000 square
metres of sprung flooring for London

2012 for sports such as gymnastics,
fencing and taekwondo - 14 different
ones in total. In the Paralympics we
made the floors for goalball and
boccia. We were the official supplier
of sports flooring and equipment 
at London 2012 and are official
suppliers for FIBA [basketball’s 
world governing body].”

DIVERSIFICATION

ATHLETICS
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foot as it connects with the track. 
The number and length of the spikes

in relation to body weight, weather
conditions and type of event are key
decisions for an athlete to make. Events
such as the high jump and javelin require
more traction, so longer and more
frequent spikes are required. The shoes
are the athlete’s ‘tyres’ and Mondo advises
that simply turning up on the day with
one type of shoe is not ideal, no matter
how advanced the surface is.

Despite Mondo’s meticulous efforts,
London 2012 did not produce a tidal wave
of world records - David Rudisha’s epic
800 metres and
the sprint relay
gold medal
winning
performances
from Jamaica
(men) and United
States (women)
were the only
new global marks
set in Stratford,
but Hoekstra lays the blame for that on
something no one can control.

The surface may be more conducive
to better performance, but without
friendly climatic conditions the familiar
foes of chill, wind and rain will often
negate those advantages. The weather at
Games time in London was good
compared to the weeks leading up to the
Games, but the improvement was still not
sufficient to produce the optimum
conditions for the fast men and women,
according to Hoekstra, even if the
distance performers revelled in the cool of
a London summer night.

“During the Games the weather was
cold and many of the finals were right at
the end of the evening when it got quite
nippy,” he says. “For the Paralympics it
was hotter. These differences in
temperature do not affect the track, it’s
the person. For good sprint times, you
need the muscles to be warm.

“We would prefer the average athlete
to take more notice of our tracks, but the
best feedback we get is personal bests -
that shows you are doing something right.
World records are elusive - you need the
conditions to be right and to have a hotly
contested race.”

Rudisha’s 800 metres victory was
achieved in a race that amply backs up

Hoekstra’s point. For a track manufacturer,
a final that produced a world record and
world junior record (by silver medallist
Nigel Amos), plus a national record, four
personal bests and a season’s best is close
to occupational nirvana. 

SELLING THE PRODUCT
The business of selling the product is
quite different for tracks compared to
other sports items. A high tech 400
metre oval cannot be purchased off the
peg in a shop or even in an exhibition hall.
It’s a case of taking the product to the
end user and, as such, Hoekstra admits to

doing a lot of
miles every year.
Stadium visits are
just a part of the
process.

“We sell to
the stadium and
organisers,” he
says. “Mondo UK
does the selling
of tracks in the

UK and Ireland - that’s how we expand
our business by setting up a branch and
sales network in a location. In Brazil we
have now started a Mondo branch in
preparation for the 2016 Olympics and
we have Mondo USA, Mondo Pacific and
Mondo China. It’s part of our expansion
strategy - before we sold with agents, but
now we have our own people on site.
Being global keeps us in business.”

In all forms of sports flooring, it is a
continuing battle to boost performance,

but at the same time reduce the threat of
injury. Safety and spectacular feats of
human endeavour are not perfect
bedfellows, but hand in hand
improvements appear to be achieved
thanks to strenuous research and
development. If only the weather could be
managed in such a way, then that would
be a virtuous circle. 

“WE HAVE HAD
OVER 160 WORLD
RECORDS SET ON
OUR TRACKS
OVER THE YEARS”





email info-uk@brothersewing.eu
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RUNNING/ATHLETICS

he BBC’s broadcasting of
London 2012 was unparalleled.
Providing 2,500 hours of live
Olympic action - 1,000 more
than Beijing  - there were also

unprecedented viewing figures for its
digital service too. 

But the real audience revolution came in
the form of social media. For the first time ever
people across the globe united to cheer on
athletes via the likes of Twitter and Facebook -
helping to fuel the incredible feelgood factor
the Olympics generated worldwide. 

APPS
Social media is big news in running too.
Mobile fitness apps allow people to
create, record and reach fitness goals in a
completely new way, but now there are
opportunities for athletes to be cheered
on by their very own personal audience
through cellphones and mobile devices.
For instance, runtastic provides a series of
apps that use GPS to track your running
position and route on maps live and
provide cheering from a social
community online.

So social media helps create
bonhomie - but does bonhomie
encourage people to take part in sport?
It’s too soon after the Olympics for any
official figures, but the word on the street
is that it does, particularly in key Olympic
sports such as running and athletics.

“There has definitely been an increase
in Olympic inspired individuals who have
taken up or returned to running,” says
Jonathan Midwood, general manager at
Up & Running. “The items we stock are
selected for both function and form.

ALIVE
KEEPING
THE FLAME

Running and athletics
have benefited from the
success of London 2012.
Louise Ramsay reports

T
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Performance isn’t particularly
compromised by poor looks, but
performance can be jeopardised by poor
materials. Looking good just helps make
the experience much better - but shoes
need to be right, no matter what.”

Midwood adds: “Brooks, Mizuno,
Salomon and Sub4 are very good sellers for
us in terms of apparel, while for shoes it is
Brooks, Saucony, Mizuno and ASICS. In the
future there’s going to be a split between
sports fashion and sports function, and we
are positioning ourselves to the quality end
of a linear line between mass market and
specialist. Sports Direct to John Lewis if you
like. As illustrated by JJB, the middle ground
of the market is not a safe place to be.”

BOOST
Cathy McGinnis, marketing manager for
ASICS UK and Ireland, agrees that the
Olympics have boosted interest in running.
She says: “Entries for local charity runs
have certainly witnessed an increase since
the Olympics, which is great news for
British athletics - but generally the ‘natural
running’ market is in growth.

“Our products are suitable for a wider
audience than most natural running
shoes and the new styles and colours
coming through for 2013 are really
strong. The release of the new 33
collection with FluidAxis technology,
including the GEL-LYTE33, provides an
excellent natural running alternative to
the range of running shoes already on
offer. We also expect to see the
triathlon/Noosa range do well.”

Neuff Athletic Equipment has been supplying sports equipment for track and
field events since 1966 and has seen a swell of interest in athletics from
children since London 2012. 

“Athletics clubs have seen increased participation and in some cases we
know clubs have waiting lists,” says Dr AT Neuff, company founder and CEO.
“But the problem is there is a shortage of coaches. Even though athletics
coaching courses are expensive, coaches aren’t paid. Clubs also need to buy
more equipment to cater for the increase in participation, all at a time when
England Athletics is increasing registration fees by a factor of four next year.

“Another question is: will the newly enthused youngsters coming into athletics
clubs continue into the winter if the club does not have indoor facilities?”

To capitalise on the interest in athletics, Dr Neuff says that starting blocks
and bags, along with replacement spikes, are useful items for a retailer to
stock. “We have a range of spikes from 5mm to 18mm in length,” he says.
“Throwing implements tend to be specialised, with several sizes and weights
for different age groups, and are not easy for a retailer to cover without local
club connections and knowledge, but cultivating an interest in the local
market is always beneficial.”

Dr Neuff says the athletics market is split between equipment, and
clothing and shoes: “As the increase in interest has been mainly in the
younger age groups, there has been a small increase in sales of shoes -
trainers and spiked shoes - and clothing, but nothing hugely significant.
Certainly not enough to justify greatly increasing stock orders for next year. 

“In terms of equipment, we noticed our normal annual dead time, 
which runs from September through to October, was delayed more into
September. If the increased interest continues beyond the cold and wet, 
it is possible it will lead to increased demand, but this is a long term 
rather than immediate forecast.

“The one thing that will have an impact on sports goods sales will be an
increase of participation in schools, possibly by linking through to sports clubs.”

INCREASED
PARTICIPATION

IN SEASON

2500
HOURS OF LIVE OLYMPIC ACTION

1000
MORE THAN BEIJING

“THERE HAS
DEFINITELY BEEN AN
INCREASE IN OLYMPIC
INSPIRED INDIVIDUALS
WHO HAVE TAKEN UP
OR RETURNED TO
RUNNING”



RUNNING
MULTI AWARD WINNING HILLY -
NEW BACK PACKS, WARM HEADS,
COSY HANDS AND HAPPY FEET  
VOTED ‘BEST SOCK BRAND’ BY RUNNING FITNESS
MAGAZINE AND UK RETAILER SWEATSHOP’S CUSTOMERS,
HILLY’S REVAMPED SOCK RANGE IS COMPLETE AND ON ITS
WAY FOR SPRING 2013. PRE-ORDERS ARE AVAILABLE NOW
AND AT THE STAG BUYING SHOW. 

Just launched is an updated Hydrafuel range of redesigned
packs and carriers, which comprises six pieces in black/slate
with improved durable water resistant material and storage
solutions for when you are on the move.

The back and waist packs have perforated EVA cushioning for
improved comfort and ventilation and a stack of other great
technical features. Complete with waterproof zips, increased
reflectivity and a great new look, they punch way above their
competitive price point versus competitor equivalents.

In stock and ready to deliver is a complete range of light to
thermal gloves, hats and accessories to complete any runner’s
winter kit. 
Call your local sales agent or the Hilly sales office 
on 0161 366 5020 for orders or further information.
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SHOCK DOCTOR ULTRA WRAP
LACE ANKLE SUPPORT
SHOCK DOCTOR’S INNOVATIVE ANKLE SUPPORTS AND
SLEEVES ARE DESIGNED TO PROVIDE SUPPORT AND
COMFORT FOR YOUR ANKLES AND FEET.

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

Performance Level 3: medium stability and support for
moderate to major ligament sprains, muscle strains and
unstable joints, allowing for use as necessary for recovery.
The multidirectional strap wrap provides lateral and medial
support without taping. Other features include a no-slip
footbed with silicon gripper pattern, low profile lacing loop
system and integrated antimicrobial technology to reduce
odour causing bacteria.
For more information about the Shock Doctor range 
email sales@hy-pro.co.uk
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ADVANCED SECURITY
WITH THE 851

MULTIDIRECTIONAL,
ADJUSTABLE STRAP

WRAP SYSTEM

EXHIBITOR



IN SEASON RUNNING
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READY, STEADY, GLOW -
IN AWARD WINNING

RUNNING KIT 
NOW AVAILABLE FOR DELIVERY IS THE NEW

AW12 VIZION COLLECTION FROM RONHILL.

Featuring integrated LED light technology, 
the new Vizion Photon Jacket also includes

added reflectivity to give true 360° visibility
to motorists and other road users. The jacket

is complemented with a high reflective
running tight. 

These two products form the centrepieces of
what is an award winning collection. 

Recently awarded by industry leading Men’s
Running, Women’s Running and Running

Fitness magazines - Best Baselayer, Hi-Viz
Jacket, Running Shorts, Waterproof Jacket,

Showerproof Jacket and Running Capris. 

Vizion, Britain’s favourite hi-viz collection, is
about to be twisted like never before. Join the
Ronhill team at the STAG Buying Show for the

first presentation of the new AW13 range. 
For more information or to place an 

order call your local sales rep 
or Ronhill on 0161 366 5020.
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TROLLEY DASH

1. MCDAVID. 486 TENNIS ELBOW STRAP. WWW.MCDAVID.EU/
2. KEMPA. KGUARD PROTECTORS. SALES@UHLSPORTUK.COM
3. MMAAPPAREL. ELEVATION TRAINING MASK 2.0. WWW.MMAAPPAREL.CO.UK
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GEOMETRY OF
STRONG-ER 
DECEMBER 2012 HERALDS
THE RELEASE OF NEW
VERSIONS OF SAUCONY’S
MOST IMPORTANT
FOOTWEAR STYLES.  

The Triumph 10 and the Guide
6 are updates to the range that
has changed the face of the
company. The Geometry of
Strong range launched in Q4
2011 saw a huge increase in the
take up for the two styles, with
growth of over 40 per cent of
both the Guide and Triumph on
the previous year.

The 2013 versions evolve with
greater flexibility and improved
cushioning, but retain the
revolutionary 8mm heel-toe
drop, which has subsequently
been rolled out to the entire
Saucony technical range.

For more information visit
saucony.co.uk, call UK
headquarters on 01794 537537
or contact your Saucony
representative.
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RUGBY
IN SEASON RUGBY

GIVE YOUR TEAM THE GFORCE
FACTOR WITH DYE-SUB SHIRTS
RUGBY TEAMS SEEKING TO CREATE A PROFESSIONAL IMAGE
ARE TURNING TO GFORCE FROM GYMPHLEX TO CREATE DYE
SUBLIMATED SHIRTS. 

G-SUB dye sublimation enables teams to print whatever design
they choose, in an unlimited array of colours, directly into the
fabric. Regardless of the complexity of the design, which can
include club badges, logos, numbers and individual names,
customers only pay one set-up charge - making the G-SUB service
a cost-effective way of developing fresh, unique designs. As the
ink is embedded into the fabric during the printing process, the
design will remain unaffected by washing or ironing. 

For more information call 01507 523243 or visit www.gymphlex.co.uk

OPTIMUM
OPTIMUM’S NEW VELOCITY RUGBY BOOT IS AN
INNOVATIVE AND EXCITINGLY DESIGNED PIECE
OF RUGBY FOOTWEAR. THE VISUAL STYLING
AND HIGH IMPACT DESIGN OFFERS A NEW
TWIST ON THE COMPANY’S ALREADY
SUCCESSFUL RANGE OF BOOTS. 

Now also available in black/red. Priced at RRP
£39.99 (seniors) and £29.99 (juniors).

The Optimum Velocity mouthguard is a brand
new take on the traditional, more conventional
mouthguards currently on the market. With its
dual composite construction, the Velocity
mouthguard offers increased protection, a shock
absorbing frame, integral breathing channel and
a secure carry case.
Priced at RRP £7.99 (junior and senior).
For more information on these new products, or 
the full Optimum range, call 01942 497707.

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

OPTIMUM’S NEW
VELOCITY RUGBY

BOOT IS AN
INNOVATIVE AND

EXCITINGLY DESIGNED
PIECE OF RUGBY

FOOTWEAR
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G-SUB DYE SUBLIMATION
ENABLES TEAMS TO PRINT
WHATEVER DESIGN THEY
CHOOSE, IN AN UNLIMITED
ARRAY OF COLOURS
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TPU-Foile

foam rolling

foam frame

Textile

Butyle bladder

M-Konzept

M-Konzept Revolution
Art. 100148901

M-Konzept Turnier
Art. 100149101
Art. 100149102

M-Konzept Resistent
Art. 100149701

M-Konzept Level
Art. 100149301

M-Konzept Team
Art. 100150301
Art. 100150302

M-Konzept Challenger
Art. 100149601

To view our full range 

visit us at the 2012 UK Stag show.

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

For More information please contact 08448 849861 or email sales@uhlsportuk.com

Contact your Local Sales agents:
• Scotland: Eric Muir - 07940 598779
• All Ireland: Brain Hutchinson - 07595 543835
• North & Midlands: Dan Hume - 07960 013475
• London & South East: Bob Ludlam - 07973 394004
• Wales & South West: Mike Morgan - 07973 802986

@UhlsportUK

www.facebook.com/Uhlsport.UK

The Choice of which one is best 

suited for your team is up to you!

22
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FOOTBALL
IN SEASON FOOTBALL

REUSCH
REUSCH IS BACK IN THE PREMIER LEAGUE AND THE NEW 2013
OFFERING FEATURES HIGH BRAND VISIBILITY AND A STRIKING
NEW RANGE, INCLUDING VIBRANT COLOUR OPTIONS MIXED
WITH SOME MORE CLASSICAL STYLES. 

There are products to suit all budgets and performance
requirements, and with an increased list of Reusch endorsees
across the leagues and around the country demand at retail level is
sure to increase. 

As well as gloves, there is a full range of specialist goalkeeper
apparel and accessories available to meet the needs of
goalkeepers at all levels. 

To find out more about the new 2013 range call 0161 4394383, 
email reuschuk@btinternet.com or follow Reusch on Twitter
@ReuschUK or Facebook at www.facebook.com/ReuschUK

UHLSPORT TEAM SHIRT
UHLSPORT’S TEAMWEAR IS MATCHED TO THE 
DEMAND OF MODERN FOOTBALL. THE COMPANY
WORKS IN A TEAM TO LISTEN CAREFULLY TO WHAT
FOOTBALL’S TELLING IT, AND THE BRAND KNOWS 
WHAT THE CLUBS ARE THINKING.

Uhlsport’s sportswear pledge is value for money, 
maximum comfort, uncompromising quality, easy to 
apply embellishment, excellent supply capability and 
a three-year kit cycle.

Featuring a sewn design and cut with contrast inserts
colours, the Team Shirt is available until 2013. Short or long
sleeved available and nine different colours to choose from. 
Trade prices: £9.35(XXXS-XS), £9.60(S-XXL). 
RRP: £14.99 (XXXS-XS), £18.99 (S-XXL).

Visit the UK STAG Buying Show to check out Uhlsport’s 
full range and special offers on teamwear, footballs 
and goalkeeper gloves. For more information 
call 08448 849861 or email sales@uhlsportuk.com.

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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unrivalled experience / unrivalled results

tel: +44 (0)207 940 7170    email: mary@brandnation.co.uk

www.brandnation.co.uk

PR / WEB / SOCIAL MEDIA



For further information 
Call Jacquie Sandison 0131 554 5555

email jacquie@brandagility.co.uk

The Caribee 2013 range
is now available

NEW FOR 2013
Aquatec Stratos XL Campus

Flip Back Post Graduate Cisco

Grip bag Quencher Hi Viz Flow

LocoShow offers available. Visit our stand for details

CARIBEE Offer quality products at reasonable prices
NO Minimum order
Delivery Next day from stock
FREE Shipping on orders over £250 

(mainland UK - £350 NI & ROI)
FREE Point of sale material

Visit our stand at the STAG SHOW and INTERSPORT Q.3.



Have women become more active since our glorious
summer of sport? Louise Ramsay investigates
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WOMEN’S PRODUCTS

ur girls didn’t half do well at
London 2012 - in fact, it was
the best Olympics of all
time for Britain’s female
athletes. There were first

ever British golds in rowing and boxing,
astonishing performances in cycling and
as for Jessica Ennis...

“The Olympics and the Paralympics
were a wonderful showcase of what 
our female athletes can achieve,” says
Sue Tibballs, chief executive of the
Women’s
Sport and
Fitness
Foundation.
“It was
incredible
watching
women like
Jessica
Ennis, Ellie
Simmonds,
Nicola Adams, Hannah Cockcroft and
Laura Trott performing amazing sporting 
feats and inspiring women and girls
across the country.”

TAKING PART
Inspired is one thing, another is to
actually get out there and do anything
about it - and women certainly need to.
“Sadly, not enough women are taking
part in sport in this country,” says
Tibballs. “If things don’t change, by 2030
70 per cent of the female population in
the UK will be overweight. Just over one
in 10 14-year-old girls and one in five
adult women is doing enough exercise 
to stay healthy.”

The encouraging news is that a poll
carried out by the WSFF after the
Olympics found 30 per cent of British
women agree that the performance of
Team GB has inspired them to be more
physically active - but has that effect
been felt on the ground? 

“Without a doubt,” says Anna
Glowinski, founder of cycle apparel brand
AnaNichoola. “Since the Olympics I have
seen Pendleton bikes everywhere, so
many women’s events I’m involved 
in are sold out and the bike 

O
shops have reported a much larger
footfall of women.

“This is another bonus for the
women’s cycling market, which in my
experience hasn’t taken a hit through the
recession. The women’s market is so new,
it appears to be growing. Maybe if the
economy was stronger it would simply
mean the market would grow faster.”

Glowinski adds: “I think women’s
cycling and cycling in general will
become so mainstream that products will

be seen on
the high street
and it will no
longer be a
niche, or even
a trend - it will
be part and
parcel of the
British
mainstream.”

Glowinski
says the AnaNichoola range has been
selling well across the board, from
performance to casual, garments to
accessories - though the brand’s Star
Jersey has sold marginally above
everything else. 

“There are obvious body differences
between men and women, so in a
performance sport these differences
need to be taken into consideration for
comfort and function,” says Glowinski.
“For instance, certain types of padding,
cut of clothing or bike geometry. But also
the lifestyle and marketing of women’s
products needs to be different. Women
who cycle are outdoor types,
adventurous and independent - and they
should be celebrated in a modern and
distinctive way.”

STEADY SALES
Elsewhere brands report less of a post-
Olympics sales boost - though swimwear
outfit Zoggs is reporting increased but
steady sales. “Our Swimshapes swimwear
is one of our biggest growth categories,”
says David Annand, the company’s UK
marketing manager. “Swimshapes has a
range of features built into the suits that
make women look and feel great, not
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only in the water, but also on the way to the pool. These
features include support and shaping for the bust, tummy

and bottom, with the suits coming in a wide range of
styles for performance and casual swimmers.

“I think an important aspect of what makes Zoggs an
even more attractive proposition is our competitive price
points. For instance, the Swimshapes range has the same
features as some other brands, but at half the price. These
two factors go some way to explain our sales growth
through the recession.”

“Another best seller are our Fusion Air swimming
goggles. Air Cushion technology was developed after
extensive research to address two of 
the biggest bugbears of female goggle wearers - discomfort
and red marks around the eyes. Fusion Air swimming
goggles provide a cushioned seal, which gives an ‘invisible
touch’ fit that ensures a comfortable swim without marking 
around the eye.”

Aqua Sphere also has an extensive range of goggles
designed specifically for women, including the new Kayenne

Lady, which can be worn for long periods of time with minimal
discomfort or unsightly red marks.

EXPERIENCED
Compression brand SKINS hasn’t seen a significant

increase in sales since London 2012 either, but perhaps
this is because it’s a product that appeals to more

experienced sports people, rather than those who’ve
just started out. 

“We have, however, seen increased sales 
for the past three years, particularly in the 
run up to the team sport winter season 
and especially post Christmas, when 
gym memberships increase and everyone
wants to improve their fitness,” says Karen
Potter, marketing coordinator at SKINS. 

SKINS work by accelerating blood flow and
oxygen delivery to the working muscles, and
support muscle alignment to reduce risk of
injury and speed up post exercise recovery. 

“While men and women both benefit from
using SKINS products, women love the instant
shape up from wearing SKINS, which allows

them to work out without the wobble,” says
Potter. “Our compression products shape, tone,

sculpt and say goodbye to swollen ankles, chafing,
uncomfortable levels of sweating and aches and

pains that just shouldn’t be there. SKINS keep
everything in place and allow women to achieve the

body they want faster.”

“IF THINGS DON’T
CHANGE, BY 2030
70 PER CENT OF

THE FEMALE
POPULATION IN
THE UK WILL BE

OVERWEIGHT”



Do you want to be at the heart of 
Schools and sport? The Business 
Honours Club may be the route you 
have been waiting for.

The Business Honours Club is an exclusive commercially focussed 
membership scheme for businesses interested in education, particularly 
PE and sport. It offers endless benefits including networking with 
key contacts, marketing through targeted and direct routes, market 
intelligence, a nationally recognised quality-mark assuring any 
association with us and much more.

Tel: 01509 22 66 70  |  www.youthsporttrust.org  |  Email: business@youthsporttrust.org

Sport changes lives
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ECOMMERCE
TURN-OFFS

Site for
sore eyes

For many retailers an
online presence is more
important than ever, but is
your website optimised for
maximum performance?
Dave Howell reports

one are the days when
you could spend
minimal time and
resources developing an
ecommerce website.

With today’s web savvy consumers,
how your business is perceived
online is a vital part of your
marketing mix. And with the power
that consumers now possess thanks
to social media, ensuring your site is
delivering a positive experience is an
important commercial consideration.

However, research from internet
service provider 1&1 has indicated that
many website owners continue to
offer a poor customer experience
online. A key finding is that 38 per
cent of consumers have decided to
avoid a company in the future as a
result of a faulty website. Some 44
per cent of Britons are more critical
towards website errors today than
they were five years ago.

INCONVENIENCED
In addition, almost half the
respondents to the 1&1 survey felt
inconvenienced by maintenance
downtime, with little done by the
businesses
concerned to
compensate
customers that
expressed their
frustration.

“Users of
your website are
less likely to
return if your
site breaks or
doesn’t work
properly,” says
internet
psychologist
Graham Jones.
“People get frustrated by slow loading
and the addition of technologies that
work only in certain circumstances. If
you have shopping carts or other add
on services, test them and test them
again to be sure they cannot break or
cause problems. Similarly, if you have
forms make sure they work.”

Oliver Mauss, CEO of 1&1, adds:
“Unreliable websites continue to

reflect badly upon businesses of

G
all types and sizes. It is clear that when
faced with a faulty or offline website
consumers will turn elsewhere. Perhaps
more surprising is the proportion that
will be unwilling to return. With this in
mind, businesses must ensure their
websites are well designed, have robust
functionality and benefit from the most
reliable and high speed web hosting
infrastructure available to them.”

The overall performance of your
website is now under more scrutiny
than ever before. With the popularity
of smartphones and tablet PCs,
consumers now have unprecedented
access to your online store. What this
means in practice is that you must
pay close attention to every touch
point your customers use.

In America research has shown that
consumers go shopping armed with
their phones or tablet PC ready to do
live price checking. If your business has
a presence on price comparison sites,
how often do you check they’re
operating correctly and showing your
store’s most competitive deals? The
interaction your potential customers
have with your store and its commercial
partners must be constantly monitored.

In most cases,
you have one
chance to
attract, retain
and make a sale
to today’s
mobile
consumers.

Empathica,
which regularly
surveys
consumer
attitudes to
retailers, says:
“Even if you
have a great

experience in one store, can you trust
the brand to deliver in others? This
inconsistency erodes brand equity.
Retailers that can consistently
manage the customer experience will
drive regular consumer habits, which
in turn will drive sales.”

MOBILE CUSTOMERS
Research from digital specialists
RedEye and Econsultancy in 2011

“PEOPLE GET
FRUSTRATED BY
SLOW LOADING
AND THE
ADDITION OF
TECHNOLOGIES
THAT WORK ONLY
IN CERTAIN
CIRCUMSTANCES”

Having a site that looks insecure is the most
likely thing to put off potential buyers,
according to SellerDeck, a provider of
ecommerce solutions to small and medium
sized enterprises. 

Bugs and technical issues with your site
are the second biggest turn-off, while
insufficient product information and images
come in third place. Difficult shopping carts,
long checkout forms and poorly designed,
slow websites also feature in SellerDeck’s list
of top 10 ecommerce turn-offs, with a lack of
customer feedback and reviews, non UK-based
retailers and poor choice of delivery options
bringing up the rear. 

When it comes to retaining customers,
providing promotions, offers and loyalty
schemes was ranked as the second most
important factor behind a customer having
had a previous good experience on the site,
the survey showed. 

“Ecommerce sites that get the basics of
navigation and provide plenty of product
information are best placed to succeed, while
factors such as providing the lowest prices
aren't necessarily as important as some may
think,” says Phil Rothwell, sales and marketing
director at SellerDeck.

“Although retailers may feel a lot of price
pressure, providing it at the cost of customer
service is likely to be a false economy. It’s
much more important to make sure your site
looks professional and feels secure, while
offering customers a smooth experience from
the minute they enter the site to the point at
which they receive the goods. This not only
means happy customers, but increases the
likelihood of them returning again and again.”
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revealed only 28 per cent of companies
tested their online presence across any
mobile devices.

“Accepting that consumers often use
multiple devices to access email and the
internet, if the content is not optimised
for the media it directly impacts
conversion,” says Mark Patron, CEO of
RedEye. “For customers trying to view a
full scale website on their phone, it’s not
just frustrating, it’s all too easy to head
elsewhere to a properly optimised site.”

Focusing on the UK, the 2012
shopping insights mobile study from
ecommerce company RichRelevance
found that mobile shopping continues to
outpace desktop purchasing. In March
the average mobile purchase was
£109.68, compared to £100.05 on
desktop computers, and 82 per cent of
all mobile spend came via iPad users.

“Today’s consumers visit retail
websites from multiple platforms
throughout the day,” says Darren
Hitchcock, vice president of UK and
European territories at RichRelevance.
“Whether they are shopping from their
desk at work, browsing on their mobile
phone while in the queue at lunch or
making a purchase at home in the
evening from their iPad, they expect a
consistent experience that is optimised

for any device they choose.
“Retailers have an

opportunity not only to
provide that seamless

experience to
customers, but

think about how customers are
shopping at different times of the day
and week and personalise their
merchandising strategy around that
behaviour.”

Faulty, slow or inaccurate websites
are to be avoided if your business
wants to become a trusted brand and
destination site for shoppers. In the past
any issues with a retailer’s website went
unreported. Today customers can use
social media to communicate any
failings your website has to their legions
of followers.

10 million people in the UK use
Twitter, while Facebook recently moved
past its one billionth user. The power
these networks place in the hands of
your customers can’t be ignored.

CONTENT IS KING
Customers pay close attention to
every aspect of company websites.
Business owners often only look at the
big picture, such as site downtime or
how fast it loads into a browser.
These things are important, but
so is content. 

“Your website is your
shop window and

first impressions count,” says
Jason Hulott, director of online
marketing specialist Speedie
Consultants. “If people see bad spelling
or a general lack of attention to detail
on websites it can lose businesses sales
as it makes them look less credible.
People already have enough worries
about online security and a website that
appears less professional, due to
typographical or grammatical errors, can
be a real turn off.”

Vigilance is vital to avoid negative
comments about your website becoming
major issues. You should have
mechanisms in place that track social
networks, so when a fault or issue is
reported you can act accordingly. And
don’t just fix the problem, shout about it
across the social networks. This will be
rewarded with positive comments, many
of which will attract new paying
customers to your site.

Ensuring your site is free from errors
and available around the clock is vital.
Larger retailers have literally paid the
price of downtime in lost sales. For
smaller retailers, an error free site that is
always available will deliver consistent
sales and, more importantly, loyalty from
consumer that are looking for retailers
they can trust.

E-TAILING

28%



Visit our stand at the STAG  
show to see the best  
OPROshield range - ever.

www.oproshield.com 
sales@oproshield.com 
+44(0)1442 430692

THE NEW OPROSHIELD 
RANGE FOR 2013

THE BEST HAS 
JUST GOT BETTER
Incorporating improved retention and fitting 
methods, OPROshield is launching its new 
range of self-fit mouthguards.

MANU TUILAGI
England and Leicester Tigers

OFFICIAL SUPPLIER TO:

A GREAT BRITISH PRODUCT

OPRO, the world’s leading supplier of self-fit mouthguards, 
has teamed up with Prostate Cancer UK to raise money to 
fight the most common cancer in men. OPRO will donate 
£1 for every ‘blue’ self-fit mouthguard sold.

Prostate Cancer UK is a registered charity in England and Wales (1005541) and in Scotland (SC039332). Registered company number 2653887.







n the increasingly
competitive ecommerce
marketplace, sports e-
tailers need to promote
themselves effectively.

Thankfully it’s much easier to carry 
out marketing activities for an online
rather than a physical store. 

When people search they type a
‘keyword’ or ‘key phrase’ into their search
box and the search engine presents the
results based on the sites it considers are
the best match to the words or phrases
searched for. Many ecommerce software
suppliers provide tools to assist in
optimising your site around your chosen
keywords. It is essential to set up your site
to be easily found and optimised for the
search traffic you desire.

PAY PER CLICK
A fast and effective way of promoting your
site is with pay per click, the most popular
of which is Google Adwords. Google still
takes the lion’s share of the search traffic -
the last time I checked our website figures,
over 90 per cent of search traffic came
from it -  but there are others such as Bing,
Yahoo! and Facebook
also worth
considering. 

DON’T FORGET 
EMAIL MARKETING
Once you have sufficient opted in
contacts, email marketing is a great way
to communicate with your customers. It
works well for promoting special offers
that can be triggered simply by clicking a
link in the email.

There are plenty of providers.
MailChimp, for example, is both effective
and fun, while some ecommerce providers
include a service within the platform.
Actinic integrates with Emailvision, which
makes it convenient to target customers
based on what they did or didn’t purchase
or to offer them related products. 

EMAIL VOUCHERS OR COUPONS
A person with a voucher or coupon feels
they have a special deal and it ties them

into buying from you.
Issuing vouchers to
customers for placing an
order means you reward
loyalty without losing
out on potential revenue
from one time buyers.

TEXT MESSAGING
SMS is a great way to
engage with customers
and prospects in the
manner they want to
communicate. In the UK
92 per cent of adults use

or own a mobile phone, making text
messaging an effective and convenient way
to communicate. SMS marketing is the
perfect complement for e-tailers who have
a mobile optimised version of their website
to help drive traffic to their store.
Campaigns work particularly well for time
sensitive offers or to announce new
products and sales promotions.

REWARD AND LOYALTY SCHEMES
Loyalty cards or vouchers are commonplace
when shopping in supermarkets to collect
points and redeem them on a future
purchase. Online retailers can also set up
reward schemes to show customers their
appreciation for them placing orders. This
can help build loyalty and encourage
customers back to place repeat orders.

Another way to gain new customers
and build relationships with existing ones is
to offer a referral scheme. This incentivises
customers to promote your products and
company. You are much more likely to
make a sale if you are recommended by
someone as a trusted source. 

ANALYSE EVERYTHING
As with any marketing activity, you need
to check its effectiveness to know what is
working for your business. The essential
tool for this is Google Analytics, which is
free and can show you everything about
the visitors to your site. It can tell you
where visitors have come from, what
device they were using, what keywords
they used and much, much more.

Costs depend greatly on the
keywords you plan to bid on, so use the
Google Keyword Tool to get an indication
of the cost for each click. Try and reach a
balance, so the
keywords and
phrases you
choose are not so
generic that you
get irrelevant
traffic, but not so
specific that you
don’t get enough. 

INTEGRATE
SOCIAL
NETWORKING
INTO YOUR
SITE
An ever growing proportion of internet
users’ time is spent on social networks
like Facebook, Twitter and Google+, so
it’s important for anyone marketing an
online store to be completely familiar
with the opportunity.

Have prominent buttons on your site
to your social media accounts and make
it easy for information and products to

be shared. Regularly contribute
news, event details and

product information
to keep visitors

engaged.

Simon Armstrong, of cloud-based ecommerce
solution Actinic, explains how to attract more
visitors to your website 

I

Gainnew
customers

E-TAILING

Tesco brand advocacy fell by 17 per cent in a year,
possibly because it targeted customers with too many

marketing messages
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“A REFERRAL
SCHEME
INCENTIVISES
CUSTOMERS TO
PROMOTE YOUR
PRODUCTS AND
COMPANY”
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Maru Swimwear 
Waterway Street West, Nottingham, NG2 1NL

Contact: sales @maruswimwear.co.uk

See the full range of swimwear and equipment at the Stag Buying Show.
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A mildly funny thing happened the other
morning. I had just opened the shop
when I heard a furtive shuffling outside
and found someone had left a gerbil on
the doorstep. At least it made a change
from a final non-domestic rates demand.

The owner, long gone by the time I
opened the door, had left a note on the
cage: ‘As you’re in all day, hope you don’t
mind looking after my daughter’s gerbil.
He answers to the name of Stanley. Will
be back tonight.’

ASSUMPTION
As it happened, I actually intended to 
be in the shop most of the day, as my
assistant Norman is having a flu jab for
his asthma, but that wasn’t the point. 
It’s the assumption that if you work 
for yourself you’ve got time to do 
good turns for people who are out
enjoying themselves. 

As it turned out, Stanley and I 
had quite a pleasant day. In fact,
business was so quiet after the Bank
Holiday that I began to wonder if the
entire population had been abducted 
by aliens from the planet Zog. So it 
was nice to have some company. We
listened to The Archers together at
lunchtime and shared a packet of 
bacon flavoured crisps.

I have to confess I was quite sorry
when Stan’s owner, the woman from the
green undertaking business four doors
down who’s training to be an embalmer,
came round to take him home, but I did
point out that I was a busy independent
sports retailer, not an RSPCA official and
that if Stan
visited again he
should at least
make an
appointment.

If looks could
kill I would have
been embalmed
and in my best
suit by teatime,
but sometimes
you just have to
put your foot
down. One of the
main problems
with being your own boss has always been
convincing people that it’s a proper job.  

So many seem to think you spend
your day trying to find ways of passing
the time and so by loading you with
their odd jobs they’re actually doing you
a favour. My wife’s as bad as anyone. If I

worked for a major sports
store chain would she burst 
in to ask if I would nip 
home at lunchtime and
bribe the dustman with 
a quid to take three 
sacks of hedge cuttings? 

I’ve even started
keeping a note 
of unwelcome
interruptions during
working hours
(time to get a 
life, eh?) and
yesterday’s
entries included:   
■ A man who
said he was
thinking of
becoming 
a Sikh
fundamentalist
who came in
to ask the 
way to the
benefit’s office.
■ My wife asking me
to keep a lookout for the
arrival of the window cleaner at the next
door shop. If he used a squeegee to get
into the corners, I was to book him to do
the house windows next week. 
■ A motorcyclist delivering a catalogue
of lingerie for overweight women that
wouldn’t go through the letterbox of a
nearby flat. Do I look like a man
interested in large ladies’ underwear?
Perhaps it’s time for a haircut.
■ A man who tried to sell me a duster

for a fiver to
finance research
into global
weather changes.
According to this
person, the next
ice age is due to
start next
Thursday. Must
pay the central
heating bill.

Is it verging
on paranoia?
Maybe. So 
when the lady

embalmer rang to ask if I would look
after Stanley for an hour, it seemed
unreasonable to refuse. After all, we’d
become quite good pals. At least 
that’s what I thought until I let him 
out of the cage when there were no
customers in the shop. 

74 Follow us @SportsInsightUK

Under the

TAIL-ENDER

“WE LISTENED TO
THE ARCHERS
TOGETHER AT
LUNCHTIME AND
SHARED A PACKET
OF BACON
FLAVOURED CRISPS”

Counter
A sideways look at the world of independent retailing

ATTACKED
What turns an inoffensive looking gerbil
into a fur covered equivalent of the
Monster From The Black Lagoon on a
bad day is something I must leave to
animal psychiatrists. No longer did he
answer to the name of Stanley, even
when offered his favourite orange
Smarties. Within seconds he had
attacked a pile of Queen’s Park Rangers
shirts, gnawed halfway through a hockey
stick and disappeared into the staff toilet.

After Norman, who as a child
apparently won prizes with his pet
rabbits, managed to extract the 
creature with a wire coat hanger, I 
called his owner and told her that if 
she didn’t collect Stanley in five 
minutes I would be phoning the police,
RSPCA, local chamber of commerce, 
fire brigade and those men on the
motorbike from Rogue Traders.

She was round in less than five
minutes and I certainly didn’t expect
such a fulsome apology - plus a very
nice bottle of wine and an offer of 10 
per cent off a green funeral when I 
finally decide to move to an independent
retail outlet in the sky.

Stanley is visiting again tomorrow.
After all, as I always say, if you can’t do
the odd favour now and again, it’s a
pretty poor show.





BEHIND EVERY 
GREAT TEAM…

 …IS A FORMULA FOR SUCCESS.

From the beginning it was all about being first, being the best and being  
what others could only aspire to become. As a global sports brand Spalding 
understands what it takes to make a team successful. 

Our new imprint range offers you access to performance team wear,  
whenever and wherever you need it.

Discover our new imprintable teamwear range at:

®

Every Spalding garment  
designed to be personalised.

Every colour in the  
Spalding range retained  
for a minimum of 3 years.

Spalding garments are 
ethically manufactured.

Spalding range caters 
for Men, Women and 
Juniors.

Spalding stock is available 
‘next day’ from our UK 
distributor partners.

Prestige Leisure 
T: 0800 652 1234

PenCarrie UKL  
T: 0800 252 248

Ralawise
T: 0800 212 180

Ralawise Ireland
T: 1 800 599599

Distributed by:
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INTRODUCING THE EAGERLY ANTICIPATED TRAILROC™, 
WITH TRI-C™ SOLE SCULPTED FROM THREE DIFFERENT 
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