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WELCOME Canadian Premier League 
choose Net World Sports 
as an official supplier

Canterbury unveils 2019 England rugby training kit

The Canadian Premier 
League has announced 
international sports 
equipment retailer Net 
World Sports as one of their 
official partners.

Supplying all seven clubs with 
training, match day and ground 
equipment, Net World Sports has 
signed a three-year partnership 
with the new league which will 
see the UK-based ecommerce 
company provide football 
equipment to teams until 2021.

As Official Suppliers of 
the league, Net World Sports 
has shipped more than 1,700 
items of football equipment to 
Canada, including full size 24 x 
8 FORZA Alu110 Free-standing 
Stadium Box Football Goals and 
revolutionary FORZA Alu110 
360˚ Football Goal Wheels that 
were designed and tested in 
conjunction with Manchester 
United’s ground team.

As well as FORZA Alu110 
Football Goals, the teams have 
enjoyed a plethora of smaller 
training goals too, including 
the FORZA POD Aluminium 
Folding Goal which is perfect 
for match day prepping away 
from home ground and the 
FORZA Alu Mini Target Goalto 
encourage pinpoint accuracy.

As part of the three-year 
partnership negotiated by 
Canadian Soccer Business 
(CSB) on behalf of the CPL, Net 
World Sports will receive first 
right of refusal on supplying 
equipment to the league and 

Rugby clothing and kit provider 
Canterbury has revealed the 2019 
England Rugby training kit range.

The new kit will be worn by the 
England men’s squad, coaches and 
team management, as they prepare 
for the 2019 Rugby World Cup in 
Japan and in the 2020 Guinness 
Six Nations.

The kit will also be worn by the 
Red Roses and the England Sevens 
and Pathway teams throughout the 
2019/20 season.

In preparation, Canterbury 
scrutinised every aspect of the game 
to design a training kit that can handle 
the physical demands of international 
rugby. During the design process 
Canterbury jerseys, shorts and socks 

natural heat.
Simon Rowe, Head of Sports 

Marketing at Canterbury of New 
Zealand, said: “Preparation will 
be key for the England team this 
year and as official kit sponsors we 
pride ourselves on providing the 
players with top quality, reliable 
kit, enabling them to focus solely 
on their performance and pushing 
themselves in every training session.

“The design team has worked 
meticulously with players of all levels 
to create a range that is not only 
technically innovative and of the 
highest quality but also delivers in 
both comfort and style, whether you 
are heading out to Japan or lining up 
with your mates of a weekend.”

celebrating ten years of business 
this year with the introduction of 
a number of ground-breaking new 
products across their full sporting 
range, including football, cricket, 
tennis, golf and rugby. Since the start 
of 2019 alone, Net World Sports 
has launched six new international 
websites in three new territories 
with more currently in the works.

Founded in 2009 by Alex Lovén, 
Net World Sports offers a range 
of professional quality flagship 
football products at affordable 
prices. The only company to deliver 
football goals across the world 
within two days, Net World Sports 
has been manufacturing their own 
range of FORZA Football Goals 
since 2013. In the five years since, 
the range has grown to now include 
the hugely popularFORZA Pro 
Locking Goals, the sturdy Steel42 
and premium Alu60 and Alu110 
aluminium training and match 
goals that are FA accredited.

IN PARTNERSHIP WITH

seven clubs, access to media assets, 
direct promotion through Canadian 
Premier League’s Centre Circle 
app and product reviews and 
endorsements by players.

Alex Lovén, founder and 
CEO of Net World Sports, said: 
“We’re immensely excited to 
finally be able to announce our 
three-year partnership with the 
Canadian Premier League. As an 
Official Equipment Supplier, the 
partnership will offer us a great 
opportunity to showcase our 
fantastic range of quality football 
products to thousands of fans 
of the beautiful game and truly 
cements our position as global 
players within the industry.

“A partnership of this scale has 
been a long time coming for Net 
World Sports and marks a huge 
milestone within our company’s 
history. It’s completely new 
territory for us, but we’re all about 
doing the unconventional, taking 
risks and following our gut instincts.

“As soon as we were approached 
by Canadian Soccer Business about 
the possibilities of entering into 
a partnership, we instantly knew 
it was something we wanted to be 
a part of. This is just the start of a 
monumental legacy in Canada’s 
football history and it’s great that 
we’re able to share this landmark 
occasion with the Canadian 
Premier League.”

Net World Sports’ partnership 
deal with the Canadian Premier 
League could not have come at a 
better time for the UK’s number 
one football goal supplier who is 

were rigorously tested by grass roots, 
elite and international teams from 
across the UK, Ireland and New 
Zealand, to ensure they perform at 
the highest level.

The first training drop features 
a selection of performance 
apparel and accessories including 
shorts, tees, a singlet, pants, hats 
and bag, all based on a colour 
palette of bright white, red hues, 
mazarine blue marl and navy. 
Selected products from the range 
feature Canterbury’s pioneering 
technology including Vapodri 
- designed to wick moisture 
away from the body, Vaposhield 
– to repel water and Thermoreg 
– designed to manage and retain 

The summer is finally here and 
hopefully we will get a run of 
good weather.

But even with the summer just 
beginning thoughts are turning to 
Autumn as a lot of teams start to think 
about pre-season training. With the 
success of the England women's team 
in the World Cup it may encourage 
more young girls to take up football – 
something to bear in mind.

Also the Rugby World Cup at the 
end of the summer may also tempt 
people into, or back into, the sport.

This issue, Fiona Bugler takes a 
look at the emerging issue of Virtual 
vs Reality and how the trade can 
cash in on these new technologies.

Paul Sherratt, looks at the 
teamwear and schoolwear 
opportunities available to sports 
retailers and how they can adapt 
and take advantage of them.

Angela Sara West interviews 
Levison Wood, one of our greatest-
living explorers about his amazing 
adventures, lessons learned from his 
epic extended walking expeditions, 
responsible travel, what exploration 
means in the 21st century, working 
with Prince Harry, and his new TV 
series, ‘ARABIA’.

I hope you enjoy reading this 
issue of Sports Insight

ENGLAND STAR 
OWEN FARRELL.
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All the very latest in the 
sports industry...NEWS

Award-winning specialist 
running stores celebrate 
20th birthday

fibodo reports 363 per cent revenue 
growth ahead of fifth anniversary
Fitness booking management 
platform and technology 
business, fibodo, (Find It. Book 
It. Do It.) has reported strong 
revenue growth figures and 
a headcount boost as it looks 
towards its fifth year in business.

fibodo is a fully-customisable 
SaaS booking management 
platform which connects time-
based service professionals 
with their customers. This 
helps business owners reach 
new audiences, save hours of 
administration and reduce costs to 
increase earnings.

The company reported a 363 per 
cent rise in revenue between 2017-
18 and 2018-19, while also seeing 
the average price of client bookings 
increase to over £25. Latest figures 
highlight both the sustained 
rapid growth in the number of 
professional users, as well as the 
ongoing increase in client bookings 
made through fibodo’s platform.

fibodo recently introduced 
two new products to the market 
- Studio and Booking Hub - 

To kick-start this process, it has 
recently brought on a new sales 
manager - Rajan Popat – who joins 
from engagement specialist, Xexec. 
He will work directly with the 
business development directors 
and be responsible for the account 
management team, looking after 
the needs of all fibodo clients.

The business initially targeted the 
UK fitness industry, with a goal to 
quickly establish itself within other 

which aim to bring the booking 
management ecosystem under a 
single roof. Both are serviced by a 
white-label proprietary customer 
booking app. This is already 
helping to drive customer use, with 
the number of paid-for bookings 
through the platform increasing by 
453 per cent year-on-year.

fibodo also has plans to increase 
full-time staff members from 
eight to 22 before February 2020. 

activity sectors as the UK’s leading 
booking management platform.

Anthony Franklin, CEO and 
founder of fibodo, said: “We’ve 
been on an exciting journey over 
the past five years and are now 
ideally placed to scale. New team 
members are providing the in-
house capability that we need 
to drive robust growth – with a 
strategy to continue making key 
appointments in the short to 
medium term.

“Our SaaS solution is valuable, 
viable and relevant as the world 
continues its move towards 
service-based businesses. 
Organisations are increasingly 
aware of the value that their 
’service professionals’ and the 
impact an engaged team can have 
on their bottom line.

“As they seek to comply with 
the latest employment legislation 
updates, most notably IR35, fibodo 
offers the perfect ‘plug and play’ 
solution. The next 12 months 
promise to be an exciting time for 
fibodo, so watch this space.”

Source Lab has signed an 
exclusive Pan-European 
license with Lagardere Active 
Enterprises (LAE), in charge 
of Elle brand non-media 
extension, for the world-
renowned fashion brand  
Elle Sport.

This five-year agreement will see 
Source Lab design, manufacture 
and distribute ladies modern 
luxury tness apparel under the Elle 
Sport brand name.

Source Lab has a long-standing 
history of designing, manufacturing 
and distributing sportswear and 
lifestyle apparel under license for 
some of the biggest names in sport. 
The global sports apparel market 
is estimated to grow at a rate of 
four per cent through 2019 and 
this new addition to Source 
Lab’s stable of brands will see 
the company continue to be a 
market leader in one of the 
fastest growing segments of 
the marketplace.

Andrew Ronnie, 
Managing Director, 
said: “The Elle Sport 
brand is synonymous 
with fashion and 
unparalleled style, 
providing superior 
apparel for the 
active lifestyle. 
The addition of 
Elle Sport to our 
license portfolio will 
allow Source Lab to 
offer retailers the best in 
performance sportswear. 
We plan to offer a fresh 

and exciting approach to the 
contemporary active wardrobe, 
and we aim to launch the brand 
during Q4 in time for the biggest 
buy in period of ladies' activewear 
in January. We see this as a key 
component in the growth of Source 
Lab as a leading sports apparel 
company and the addition of Elle 
Sport propels us forward in the 
ever-growing activewear market.”

Camille Thelu, Vice President 
& Managing Director, LAE 
EMEA and India, added: “The 
opportunity to work with Source 
Lab is an exciting one, and we look 
forward to establish Elle Sport 
as a reference in performance 
activewear for women. I’m hopeful 
that our alliance will be mutually 

benefiting and successful in 
expanding the Elle 

Sport collection in 
Europe.”

Source Lab 
retail partners can 

look forward to a flattering 
modern luxury activewear 

collection combining fit 
and function with technical 

fabrics and attention to detail 
providing a beautiful aesthetic and 
unparalleled performance.

Elle is known throughout the 
world for being an international 
authority on style and a brand 
which empowers women and 

Source Lab look forward to 
delivering a range which 
combines performance and 
style to enhance and inspire. 
Superior sportswear for an 
active lifestyle.

Source Lab announces exclusive license 
agreement for the Elle Sport Collection 

Advance Performance, the specialist 
running stores in Peterborough and 
Cambridge are celebrating their 20th 
birthday.

It all began in a back bedroom when, 
Managing Director, Samantha Hale, formed 
her own sports related retail business, 
moving into her first store in Fulbridge 
Road, Peterborough, 20 years ago.

Now the two Advance Performance 
running stores regularly help thousands 
of customers every year to realise their 
personal sporting goals, safely and 

comfortably, achieved in no small part by consistent investment in the 
best qualified and experienced staff.

In 2018 the stores launched their RunBetter solutions, maximising the 
wealth of experience within the team, who are fully qualified coaches, 
sports scientists and therapists. All experienced and passionate runners.

RunBetter really does make Advance Performance more than just a 
sports store, they can help you be your personal best, solve and prevent 
injuries, get fitter and faster and achieve your goals – whatever your 
age, running experience or ability.

Samantha said: “It’s hard to believe that 20 years have passed, but 
we’re still growing and busier than ever before.

“I’m proud of the team we have and excited that in addition to our 
carefully chosen products, we can really deliver quality services in-store.”

With their emphasis on exceptional customer service and qualified 
advice, Advance Performance appear to be bucking the trend of a 
declining High Street and with business booming, they appear to have 
been proven right.

In this 20th birthday year, they have forged new links with the Sports 
and Exercise Sciences department at Anglia Ruskin University, jointly 
running Train Smart Seminars. Plus a partnership with running event 
organisers Sublime Racing, who brought the marathon distance race 
back to Peterborough for the first time in over 30 years.

The Peterborough store has also recently launched RunBetter 
running training plan consultations and supported training plans.

You can find out more about the RunBetter solutions on offer in-
store or online at www.advanceperformance.co.uk

PRIMALOFT 
APPOINT 

NEW 
SENIOR VICE 
PRESIDENT 
OF GLOBAL 

MARKETING

PrimaLoft, the leader 
in advanced material 

technology, has  named 
industry veteran Jim Frazier 
as new Senior Vice President, 

Global Marketing.
PrimaLoft president and 

CEO, Mike Joyce said: “We 
are thrilled to welcome Jim 

to the PrimaLoft team. Jim is 
well-versed in product design, 
product development, market 
positioning and go- to-market 

strategy. His experience is  
an ideal fit for the direction 
we are taking our company 
and our focus on strategic 

growth in multiple segments 
within our industry.”

Frazier is a seasoned veteran 
of the outdoor apparel, soft 

goods, and hard goods space. 
Most recently, he served as 
Vice President of Product 

for United Sports Brands, a 
collection of several brands 

including Nathan Sports, 
Shock Doctor, McDavid, 

Cutters, and XO Athletic.
Previous to USB, Frazier 
was director of product 

development at JDK Design, 
providing product design 

services for brands such as 
Burton Snowboards, Patagonia, 

Nike and many more.
Frazier said: “I’m looking 

forward to working with the 
talented team at PrimaLoft 

to further establish the brand 
as the experts in advanced 

material technology and the 
leader in setting sustainability 
forward within the industry.”
In addition to his professional 

accomplishments, Frazier also 
boasts a track record of athletic 
achievement, with stints on the 
US Running Biathlon National 

Team, Biathlon World Cup 
Team, United State Biathlon 

Team and participation in 
Olympic Team Trials in 1988, 

1992 and 1994.
Frazier will oversee global 

business development, 
product positioning and  

brand building across 
multiple industry segments.

SAMANTHA HALE MANAGING 
DIRECTOR OF ADVANCE 
PERFORMANCE
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WORLDWIDE 
GYM CHAIN 

SNAPS 
UP NEW 

PREMISES IN 
STAFFORDSHIRE

International gym franchise 
Snap Fitness has officially 
opened its new branch in 

Burntwood, Staffordshire,  
with help from Fraser  

Brown Solicitors.
Snap Fitness, which is open 

24 hours a day for 365 days 
a year, has an international 

presence with more than  
2,000 active branches in USA, 

UK and Australia.
Nottingham-based law firm 

Fraser Brown helped secure 
the lease for the 7,000 sq ft 

premises at Unit 1, Chase 
Terrace, Cannock Road in 
Burntwood, Staffordshire.

The new branch has  
brought three jobs to the area 

and features free weights, 
cardio equipment, large 

functional training studios,  
a sledge track and showers  

with individual bathrooms.
The gym will also have 

a virtual class system for 
members to choose from.  
Once a class is selected it  
will then appear on a big  
screen so that members  

can follow the workouts at 
their own leisure.

Daniel Smith, area manager 
at Snap Fitness, said: “We are 

so pleased to reveal our new 
Burntwood branch and it has 
already been well received by 

the community with lots of 
interest from new members.

“We opened our first 
Midlands branch back in 

2013 and have since grown 
with a further three branch 

openings. Each branch offers 
the highest quality equipment 

and flexibility and members 
can access any other branch 
worldwide, as well as their 

local gym.
“The team at Fraser 

Brown have provided us 
with continuous support for 
the opening of our Midlands 

branches and we want to  
thank them for all their work. 

They’ve always had our best 
interests at heart and the 
process is always smooth,  
with exceptional results.  

We will certainly be 
concentrating on opening  

new branches in the Midlands 
area as well as focusing on 

overall UK growth.”
Patrick Wood, managing 

partner at Fraser Brown, 
assisted Daniel and his 

team with the leases of all 
four Midlands Snap Fitness 

branches in Ilkeston, Market 
Harborough, Swadlincote  

and Staffordshire.
He said: “Snap Fitness 

has been very well received 
in the region and the new 

Staffordshire branch is a great 
new addition. Daniel has been  
a pleasure to work with over 

the past few years and his 
passion for the gym industry 

has ensured the success of 
every new location.”

Increased female participation helping to 
drive growth for UK triathlon industry
As the UK gets set for another 
endurance sport summer 
race season, the UK triathlon 
industry is primed for growth. 

Latest figures from the seventh 
annual research study of Britain’s 
multi-sport community by the 
Triathlon Industry Association 
(TIA) points to an industry valued 
at a sizeable £475 million in 2018.

With Olympic Games Tokyo 
2020 looming, 2019 is shaping up 
to be a promising year for triathlon. 
This is particularly as more and 
more women are embracing the 
sport, comprising 32 per cent of 
the triathlon community in 2018 
compared to just 26 per cent as 
recently as 2013.

The research indicates that 
female triathletes are more 
likely to fundraise for charity. 
Interestingly, women are also more 
likely to participate in a training 
camp or overseas training holiday 
than their male counterparts.

Jane Hansom, TIA Chair, 
said: “Whether it is coaching and 
training, membership of national 
federations, local clubs or the 
local gym, female triathletes are 
making their presence felt. This is 
so encouraging to see, and we look 
forward to seeing more diversity 
going forwards.

“This seventh annual TIA 
study of UK multi-sport athletes’ 
participation and spend is hugely 
important. It provides TIA 
member companies with a detailed 
understanding of our community, 
and the trends affecting them. This 
gives us the confidence to make 
informed business decisions. I 
would like to extend a big thank 

average of 13 other endurance 
sport events undertaken in 2018. 
These range from run to swim to 
cycle; and now include a growing 
rate of participation in indoor, 
virtual cycle racing.
• Including a variety of online 
retailers, and consumers purchasing 
direct from brands’ own websites, 
70 per cent of triathlon-related 
expenditure was online in 2018.

Strava is now more used 
than Facebook and Instagram 
for engagement around athlete 
activities – e.g. posting and sharing 
own activities, and liking and 
commenting on the activities of 
friends and training partners.

Gary Roethenbaugh, Director 
at MultiSport Research, who 
undertook the annual market study 
on behalf of TIA, added: “The UK 
triathlon marketplace is certainly 
witnessing structural changes. 
Heightened rates of female 
participation in the sport are really 

you to all the survey respondents 
who took part. Their input was 
invaluable and helped to generate 
the latest market report.”

Encompassing a five-month 
research process, the TIA market 
report comprised an in-depth 
survey of 2,767 triathletes 
alongside analysis of event 
participation and trade interviews. 
The latest TIA research found that:
• The UK’s growing population of up 
to 165,000 triathletes, plus three per 
cent on 2017, are spending an average 
of £2,880 per year on the sport.
• Overall, 19 per cent of triathletes 
participated in a training camp or 
training holiday in 2018.
• There is a growing importance 
of online training. Driven by 
platforms such as Zwift, among 
others, 18 per cent of survey 
respondents have some form of 
online training subscription.
• Triathletes are also highly active 
in single sport racing – with an 

encouraging. In tandem with this, 
we have seen indoor bike racing 
via Zwift capture the imagination 
of the UK’s triathletes. Endurance 
sport overall remains a hotbed of 
innovation – which makes it an 
exciting time for the industry.”

In addition to bike purchases – 
events, travel and accommodation 
are key areas, closely followed 
by coaching, training and camps. 
The event- and training-related 
categories combined claim a 
significant 29 per cent share of 
triathletes’ spending in 2018.

Athletes may increasingly opt 
for training holidays, which are 
undertaken by groups of like-
minded friends, as well as more 
formalised training camps. Of 
particular interest to industry 
stakeholders is the group of athletes 
who pay for some form of coaching. 
These athletes will typically spend 
more frequently, and at a higher 
price point, on multisport gear.

The full 100 plus page report 
was produced by independent 
firm MultiSport Research. It is 
available free to all full members of 
TIA. Focusing on market insights 
and networking opportunities, the 
Triathlon Industry Association 
(TIA) membership comprises 
event organisers, equipment 
manufacturers, tour operators, 
retailers, distributors and media. 
Full membership of TIA costs 
£350 plus VAT per year. All 
membership enquiries should 
be directed to TIA (info@
triathlonindustryassociation.org).

For more information 
about TIA: http://www.
triathlonindustryassociation.org/

Wahoo, the leader in 
connected fitness devices, has 
announced a new partnership 
for the 2019 professional 
triathlon season with 
double IRONMAN World 
Championship medallist Lucy 
Charles-Barclay. 

For 2019 Lucy will be training 
with Wahoo’s full indoor training 
ecosystem - including a KICKR 
smart trainer, KICKR CLIMB and 
KICKR HEADWIND smart fan -  
as well as the ELEMNT BOLT  
GPS computer.

As one of the sport’s most 
exciting prospects, Lucy Charles-
Barclay burst onto the scene 
in 2014. Having missed out on 
selection for the 2012 GB Olympic 
swimming team, she learnt to ride 
a road bike and re-focused her 
efforts to Triathlon.

Winning her age category 
at the 2015 IRONMAN World 
Championship just a year later, Lucy 
proved a depth of natural talent that 
saw her go onto compete against 
the best in the sport. Fast forward 
to today and Lucy has achieved two 

indoors so it’s really important I 
have access to the best equipment 
available. My partner and coach 
Reece and I are always focused on 
every minute detail in preparation 
and our Wahoo bike trainers have 
been a major part of developing my 
cycling strength. Wahoo have been 
pushing the boundaries of indoor 
training since developing the first 
wheel-off trainer, so I’m really 
looking forward to having access 
to their full range of innovative 
products as I focus on getting the 
best out of myself.”

Colin Eustace, Wahoo’s vice 
president of global marketing, 
added: “We are really excited 
to add Lucy to our family of 
triathletes opting to use Wahoo 
equipment for the 2019 season. 
Joining the likes of Jan Frodeno, 
Lionel Sanders, Sarah True 
and Heather Jackson, Lucy 
will ride with a KICKR smart 
trainer, KICKR CLIMB, KICKR 
HEADWIND smart fan and 
ELEMNT BOLT GPS computer 
- offering her the most immersive 
indoor riding experience possible.”

silver medals in the professional 
category of the IRONMAN World 
Championships and is a multiple 
Ironman and Half Ironman Distance 
Champion including winning 
the Ironman African Regional 
Championships in course record 
time in 2018. She has kicked off 2019 
in style, winning the Ironman African 
Championship for the second year in 
a row, in a time of 8:35:31.

In partnering with Wahoo, Lucy 
joins other titans in the sport like 

Jan Frodeno, Lionel Sanders, Sarah 
True and Heather Jackson in having 
selected to use Wahoo's innovative 
products in the pursuit of success.

Lucy Charles-Barclay said: “I have 
been using a Wahoo Trainer since my 
early days in the sport and I can’t wait 
to start using the full Wahoo indoor 
training ecosystem and ELEMNT 
BOLT computer on my Specialized 
bikes for the 2019 season and beyond. 
As many people know, a great deal 
of my training on the bike is done 

Wahoo partners with professional 
triathlete Lucy Charles-Barclay
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ISPO SHANGHAI: THE GATEWAY 
TO CHINA’S SPORTS BUSINESS

Thanks to an affluent middle 
class with a growing interest 
in sports, China is becoming 
increasingly attractive to 
sporting goods manufacturers.

It is not just those in the sports 
business that have recognized the 
potential—international soccer 
clubs are also competing for the 
favor of Chinese sports fans. ISPO 
Shanghai, taking place at the 
Shanghai New International Expo 
Center (SNIEC) from July 5 to 7, 
will provide the perfect gateway to 
the market

In addition to numerous 
companies, this year Bundesliga 
International will be represented 
with FC Bayern, Borussia 
Dortmund, Schalke 04, Borussia 
Mönchengladbach, VfL Wolfsburg 
and Bayer 04 Leverkusen.

International industry giants 
and Chinese market leaders, 
such as Arys, Ballop, Buff, Deuter, 
Polygiene, StreetStrider, Uyn, 
Wakingbee and Yvette will all be 
showcasing their latest products 
at ISPO Shanghai, from running 
trends and innovative outdoor 

equipment to the latest water 
sports products. Up-and-coming 
brands, such as Tafeng, Taluer 
and Trickcoo will be on site in 
the Startup Village. The Chinese 
start-up Carey Design, which is 
one of the 2019 ISPO Brandnew 
finalists, will also be on hand. The 
company impressed the jury with 
its innovative everyday clothing, 
which controls the temperature via 
an app.

Another highlight will be the 
Outdoor Lifestyle Pavilion, which 
will focus on outdoor activities and 
trends, such as trail running. These 
are becoming clear favorites in 
China. According to recent studies, 
the Chinese outdoor market is 
now worth around EUR 8.4 billion. 
Winter sports are popular all year 
round in China. Skiing can even 
be enjoyed in the summer thanks 
to the infrastructure in place. For 
the first time ever, 18 winter sports 
brands will be represented at ISPO 
Shanghai together with the Golden 
Snowflake Ski Industry Alliance, 
an organization designed to 
promote the Chinese ski industry. 

Another stand-out feature will be 
the joint Fashion Show with Tmall, 
taking place for the second time.

China now in 
possession of the ball

When the figures are broken 
down by country as part of a global 
comparison, China now has the 
largest soccer fan base. As a result, 
international soccer clubs are 
now much more active in China. 
Elena Jasper, Exhibition Director 
ISPO Shanghai: “We are thrilled to 
be able to continue working with 
Bundesliga International and their 
clubs at ISPO Shanghai.”

FC Bayern, Borussia 
Dortmund, Schalke 04, Borussia 
Mönchengladbach, VfL Wolfsburg 
and Bayer 04 Leverkusen will all 
be on site in 2019. Various soccer 
activities are planned with the club 
representatives who will be on 
hand in the International Football 
Forum to discuss their club work, 
for example the development of 
young talents. The annual Red 
Card Report, which looks into the 
influence of European soccer in 

China, will also be presented.
The report will also provide 

valuable insights into Chinese 
fan behavior and the different 
local requirements. Attendees 
will be able to demonstrate their 
dedication and put their skills 
to the test in the smart court. 
KickID will provide real-time 
player analysis, something which 
is already being used both at 
youth training centers and in the 
professional league.

Fresh impetus thanks 
to knowledge sharing
Attendees interested in gaining 
insights into the Chinese market 
and Chinese consumers should 
take a look at the extensive forum 
and conference program. In the 
Women & Kids Sports Industry 
Forum, experts will discuss various 
topics, including how women’s 
requirements in terms of sports 
products have changed and what 
the latest online trends are for 
female athletes. Retail in China 
is vastly different from retail in 
western counties. In the Retail 

Forum, brands and manufacturers 
will be able to get their hands on 
proposed strategies and solutions 
for the Chinese market. The  
Water Sports & Diving Industry 
Forum will focus on the 
development of the Chinese diving 
industry. Designers and product 
managers can look forward to 
hearing from experts such as  
Wang Chaoran, Head Designer 
of the Li-Ning New York Fashion 
Week line and the Li-Ning Classic 
line, in the China Sports Fashion  
Trend Forum. Presentations by 
trend expert Louisa Smith and 
Jochen Lagemann, Senior Vice 
President and Managing  
Director Europe and Asia at 
PrimaLoft, will also be on  
the agenda.

ISPO Textrends will unveil the 
latest textile trends for Spring/
Summer 2021. In the ISPO Award 
Area, attendees can discover the 
latest award-winning products 
from more than 30 brands such  
as Blackyak, Grüezibag, 
EngineBird, Kailas, Mammut, 
Mijia, Nitecore and QOOL.

“ We are thrilled to be able to continue working with Bundesliga International and their clubs at ISPO Shanghai. ”  
Elena Jasper, Exhibition Director ISPO Shanghai
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ROELOF DE 
LEEUW NEW 
CEO AT ALL 
WEATHER 

SPORTS
Roelof de Leeuw has taken 

up the position of CEO at All 
Weather Sports (AWS).

AWS is the parent company 
of two iconic sports brands: 

Dita, the oldest and most 
famous Dutch hockey brand 

and NOMAD, the largest 
Dutch outdoor brand. 

De Leeuw is a through 
and through sports industry 

player. He started his career in 
the 1990s when he notably held 
management and director level 
positions at Simmer and Crocs 
Europe. More recently Roelof 
acted as managing director at 

Bosgroup, leading brands such 
as Gant, Footwear Maruti and 

O’ Neill footwear.
Arnaud van der Vecht, 

shareholder at AWS, said: 
“We are extremely happy 
that Roelof has joined us. 

The rich experience which he 
brings with him along with his 

open character, insight and 
determination mean we are 
confident that he is the right 
person to lead the company 
into its next growth phase.”

De Leeuw said: “I see AWS 
as a ‘sleeping giant’ with 

enormous growth potential, 
especially internationally. 
I have every confidence for 

what lies ahead and I’m happy 
to get to work.”

Debut site for new fitness concept 
backed by Gareth Bale secured

experience and valuable advice 
from mentors, ensuring they 
have the necessary experience 
for the role. The Institute of 
Swimming will manage the 
search and recruitment of trainee 
teachers while supporting them 
through their training on behalf 
of employers, ensuring leisure 
operators receive teachers who are 
trained to the highest level.

The new Teachers’ Academy 
follows an extensive Workforce 
Census by The Institute of 
Swimming in 2017, which 
discovered around 400,000 
people in the United Kingdom 
are currently missing out on 
swimming lessons, with 23 per 
cent of primary school children 
unable to swim. Leisure operators 
often have long waiting lists for 
lessons and a key factor to these 
failings is the nationwide shortage 
of qualified swimming teachers.

Rebecca Cox, managing director 
Institute of Swimming, said: “There 
is a shortage of new and available 
swimming teachers trained to 
deliver the Swim England learn to 

The Institute of Swimming 
has launched a new Swimming 
Teacher Recruitment Academy 
in a bid to solve a nationwide 
demand for swimming teachers. 

The Academy, which follows 
successful pilots with Everyone 
Active, Trafford Leisure and 1Life, 
will give those starting a career 
as a swimming teacher – or those 
looking for a change of profession 
– the chance to receive training of 
the highest level at a fraction of the 
usual cost, whilst being matched 
with a potential employer.

The Teachers’ Academy gives 
people the chance to become a 
swimming teacher for only £79, 
compared to the usual £1,000, 
and takes them through the 
Swim England Level 1 Swimming 
Assistant (teaching) Course  
and Level 2 Teaching Swimming 
Qualification. 

The Teachers’ Academy is a 
one stop shop for employers to 
source and recruit swimming 
teachers of the future.  The trainee 
teachers will work with potential 
future employers to gain practical 

Sportswear Pro event to debut 
in Madrid in March 2020

Rowbots, a new rowing-driven fitness concept endorsed by  
joint partner and investor, Gareth Bale, is to launch its debut 
site this summer.

The brand will open at 42 Eastcastle Street in Fitzrovia, as secured  
by Shelley Sandzer.

The Rowbots concept is inspired by the transhumanism philosophy and 
employs rowing and dynamic floor exercises to create a complete work-
out, which maximizes on the potential of the mind and body. The 1,800 
sq ft unit will provide space for 11 rowing machines and floor work with a 
capacity of 22 per class. As Chief Brand and Design Officer, independent 
designer Sarah Mannerings has designed an industrial style studio, 
complete with specially designed mood-lighting and urban-esque finishes.

Gareth Bale considers rowing as an integral part of his training 
routine, which spurred his passion for the new concept. He joins CEO 
Sam Green, and fellow investors Greg Zimmerman (sales and marketing 
specialist and triathlete) and Joshua Barnett (director at sport agency 
firm, Stellar Group).

Sam Green, co-founder and CEO of Rowbots, said: “Our objective is 
to empower our customers to be strong both physically and mentally, 
utilising the incredible power of rowing which works 85 per cent of the 
body. Right now, London has nothing like this concept.

“Amid the rise in boutique fitness studios, we noticed this gap in the 
UK market for a complete workout which both invigorates the body 
while impacting the mind. We have strong aspirations for the future 
of this concept and are very grateful for Shelley Sandzer’s support in 
kicking off this exciting journey with our debut London location.”

Commenting on the deal, Casey Philips, partner at Shelley Sandzer, 
said: “There appears to be no shortage of demand from existing or new D2 
concepts seeking suitable space in Central London. Being creative and 
considering a change of use is not uncommon in order to satisfy demand. 
The former car-park, with its open brickwork, painted no-smoking signs 
and redundant rusty pipework, is the perfect canvass for the “retrofitted”, 
industrial meets future world, brilliantly developed by Rowbots’ designer, 
Sarah. We are proud to work closely with another fantastic fitness brand 
on their UK launch and wish Rowbots the very best here in London.”

swim framework across the country, 
which means people are missing out 
on swimming lessons. It was critical 
for us to address this issue.

“Through our research we found 
the cost of the courses was one 
of the barriers in getting people 
interested and committing to the 
training. Teaching swimming is 
a very rewarding job with flexible 
hours, but the cost of qualifying 
can hold people back. We want 
this opportunity to be available to 
everyone. Feedback from our pilots 
have proven the reduced cost of 
studying broadened the catchment 
of people who might otherwise 
have not considered training to 
become a swimming teacher.”  

Emma Thomas, head of 
development, Trafford Leisure said: 
“Being able to swim is an extremely 
important life skill. Everyone 
should have the opportunity to 
learn. Following our successful 
pilot, we have employed newly 
qualified teachers, sourced 
and trained by the Institute of 
Swimming, and been able to 
maintain and fulfil our swimming 

lesson commitments.
“We have signed up again to 

the Teachers’ Academy in a bid 
to further develop and grow our 
swimming lesson offerings to 
our community. The Academy 
provides the ideal mix of high-grade 
training and practical experience 
in an affordable package, giving 
operators peace of mind that their 
employees will deliver safe, high-
quality swim lessons.”

Miguel Marcano recently 
achieved his Swim England 
accredited Level one and two 
qualification with Everyone Active 
after joining the pilot Teachers’ 
Academy. He said: “I have always 
loved the water, but I never 
considered turning my hobby 
into my career.  I saw the training 
advertised online by the Institute 
of Swimming. The courses are very 
thorough, and I’m delighted with 
the mentoring I received through 
volunteering with Everyone Active, 
who have gone on to employ me at 
a number of their sites in London.  
I’m passionate about teaching 
people to swim; it’s a very satisfying 

job, I’m proud of myself for finding a 
career that I love and equally proud 
of the students I teach.”

Jacqui Tillman, Head of 
Swimming at Everyone Active, 
said: “The Teachers’ Academy is 
already having a big impact on our 
ability as an operator to recruit 
highly-skilled swim teachers.  It 
is not only attracting more people 
to pursue swimming as a career 
and assuring the quality and 
qualifications of the teachers, but 
with the Academy managing the 
search and recruitment of trainee 
teachers, operators are able to 
dedicate more time to children’s 
swimming development, which has 
to a benefit to everyone.”

The Institute of Swimming is 
looking for further leisure operator 
partners to join the Teachers’ 
Academy. For more information or 
to find out how to get involved with 
the scheme please visit https://www.
swimming.org/ios/academy/ or 
contact workforce@swimming.org

Institute of Swimming launch Training Academy to solve teacher shortage

Sportswear Pro, a new 
exhibition dedicated 
exclusively to sportswear 
manufacturing, will run for the 
first time from March 24-27, 
2020, at Feria de Madrid, Spain. 

The event will focus on the latest 
technologies in on-demand and 
customised production, bringing 
together a host of exhibitors 
specialising in three key areas 
of sportswear manufacture: 
design (CAD/CAM and 3D body 
scanning); production (CMT [‘cut, 
make and trim’], bonding and 
knitting) and decoration (printing, 
engraving, embroidery and laser 
appliqué systems), as well as 
developers of accessories, smart 
textiles and printed electronics.

Sportswear Pro is being 
launched by FESPA, the organiser 
of the market leading FESPA 
Global Print Expo, an annual event 
attracting over 20,000 visitors from 
the international screen, digital and 
textile printing industries.

Visitors to Sportswear Pro 
will be business decision-makers 
seeking the latest technological 
innovations as a means to 
streamline production processes, 
reduce inventory and waste, and 
enable on-demand and just-in-
time production in response to 
shortening fashion cycles.

The new event will also feature a 
dedicated conference programme 
reflecting the business priorities 
of sportswear manufacturers and 
designers, such as sustainability 
and automation.

Michael Ryan, Event Manager 
for Sportswear Pro, said: 
“Sportswear producers are not 
currently served by an exhibition 

focused on how to optimise their 
processes. We believe that, with 
Sportswear Pro, we can deliver 
an event that informs, educates 
and inspires sportswear designers 
and manufacturers with the 
opportunities being enabled by the 
latest garment print technologies 
and material innovations.”

With Southern Europe and North 
Africa being key regions for the 
design and production of fashion 
and textile goods, Feria de Madrid 
provides an ideal location for the 
first edition of Sportswear Pro.

Sportswear Pro will be co-
located with FESPA Global Print 
Expo 2020. This will allow visitors 
to move seamlessly between the 
two events, taking advantage of the 
array of screen and digital printing 
exhibits within the FESPA textile 
halls. Visitors will also have access 
to Print Make Wear, an educational 
feature designed to replicate a fast 
fashion factory, demonstrating a 
range of garment manufacturing 
technologies through guided tours, 
expert chats and catwalk displays.

Neil Felton, FESPA CEO, said: 
“FESPA’s long heritage in screen 
and digital printing gives us deep 
roots in the garment production 
sector, while recent insights show 
clearly that sports and active 
wear is one of the most dynamic 
segments of this industry. We’re 
confident that the launch of 
Sportswear Pro will attract a  
wide variety of companies  
wishing to evolve their 
manufacturing businesses for  
a fast-changing market.”

For more information on 
Sportswear Pro 2020 visit:  
www.sportswearpro.com
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Dyaco grows UK business 
with new headquarters 
and key appointment
Following a year of strong 
growth, leading fitness 
equipment provider Dyaco 
is moving to a new UK 
headquarters in Milton Keynes, 
marking a significant landmark 
for the company.

The 7,000 sq ft location will 
house the UK operations, finance 
and sales support teams as well as a 
dedicated parts warehousing space, 
enabling the team to have direct 
control of the stock and shipment 
of parts to ensure an extra fast and 
efficient service to customers.

It will also act as a base for 
global and EMEA commercial and 
medical division operations. This 
will be key as the business and the 
European distributor network 
expands, particularly with the 
forthcoming roll-out of the Philips 
Physical Therapy product lines.

The office move will see the 
addition of an on-site product 
showroom, allowing key customers 
an exclusive opportunity to see 
new products and innovations 
before they launch to market.

Andy Loughray, Dyaco UK sales 

eight years at Matrix Fitness, 
where he held a number of 
roles, rapidly progressing from 
an Assembly Engineer to UK 
Installation Supervisor.

Kevin said: “I’m very excited for 
the opportunity to join Dyaco in 
this important customer-facing 
role. Dyaco has the foundations to 
grow and change the industry and 

this opportunity will allow me to 
ensure the highest level of service 
for our customers.

“As well as having worked  
in the industry for a number  
of years, fitness is a personal 
passion of mine and it’s great to  
be able to provide gyms and  
health clubs with premium 
equipment to help members 

achieve their own goals.”
Dyaco will move into their  

new headquarters at the end  
of May and are looking to build on 
a strong start to 2019, including 
a comprehensive installation 
at Pump Gyms’ Watford site, 
providing over 100 pieces of 
equipment from its broad  
product portfolio.

director, said: “Our new office  
move represents a huge step 
forward for our offering in the 
UK. A key part of our strategy is 
to enhance the quality of service 
that we provide to both new and 
existing customers and having a 
dedicated parts warehouse on site 
will allow us to work both faster 
and more efficiently.

“It’s no secret how ambitious  
we are to become a major player 
in the fitness equipment sector 
and the size of our new offices will 
mean we’re able to accommodate 
more staff as we continue our 
ongoing growth.”

In addition to its new 
headquarters, Dyaco has appointed 
Kevin Barham to the newly 
created position of UK installation 
and technical support manager. 
Kevin will focus on enhancing 
the experience for Dyaco UK 
commercial customers,  
overseeing the installation process 
to ensure its growing customer 
base enjoys the best and most 
efficient installation service 
possible. He joins following  

1FitLife launches to fill  
on-demand fitness content gap
1FitLife has launched to 
meet a growing global need 
for high quality, authentic, 
virtual fitness content and 
help operators compete in this 
rapidly evolving marketplace.

The company enables 
operators worldwide to produce 
genuine, technically-accurate 
exercise content, created from 
start to finish by fully-qualified 
fitness professionals; tapping into 
the rising popularity of exercise 
apps and abundance of free online 
fitness content, which has caused 
a shift from traditional gym 
formats and significant growth 
in digital fitness – its share of 
activity spend has increased to  
32 per cent.

1FitLife, which produces 
workout videos for virtual 
fitness platform, Wexer, where 
it hosts its own channel, has 
also worked with Fitbench to 
create a series of exercise videos 
for its customers.  1FitLife also 
offers UK and European-based 
operators a ‘white label’ digital 
platform to host both live and 
on-demand content, via the US on 
demand platform Intelivideo. The 
platform can be designed to fit 
with any operator’s branding and 
populated with content produced 
by 1FitLife.

1FitLife is the brainchild of 
industry veteran David Langridge, 
who founded award-winning 
startup Connected Fitness Labs, 
sold to Wexer in 2017, and worked 
as Global Marketing Director 

for Fitness First, spearheading its 
£225m global rebrand. 

He said: “Fitness providers 
are increasingly attempting 
to monetise digital fitness and 
there’s without doubt a market for 
it – people who used on-demand 
fitness for the first time in 2016 
spent 37 per cent of their total 
fitness budget on these services. By 
2020, it’s estimated the majority of 
fitness clubs will have incorporated 
virtual fitness in some form, but 
few have the in-house expertise to 
make it work. 

“The workouts we create can be 

used in-studio, streamed  
at-home or in marketing 
campaigns, giving operators 
ultimate flexibility and the c 
hance to compete by producing 
their own quality content. 
Everyone on our team, from 
models to those writing, 
producing and directing the 
videos, knows fitness inside out, 
so operators can be confident 
their content supports members 
accurately and safely.”

David is joined by his wife and 
Director of Production Anna 
Langridge, a qualified Master 
Personal Trainer and Pilates 
instructor. Having worked  
with EastWest International 
(Warner Music Group) she 
has extensive production and 
promotions experience.

She said: “For operators 
and start-ups it has been an 
almost impossible task to grow 
a subscription business by 
transitioning into the on-demand, 
digital fitness space. We reduce 
barriers to entry by making it 
simple to move into this fast-
evolving market and use real 
athletes as models, so the quality 
of video content is off the scale.”

The company can also create 
marketing, brand and social 
media strategies to showcase 
new content and populate clients’ 
platforms and has been working 
on marketing campaign  
content with activity aggregator 
Move GB and health club brand 
Total Fitness. 

The European Space Agency (ESA) is supporting British technology 
company and original producer of infrared textiles, Kymira, to 
launch the development of its smart cardiac monitoring t-shirt. 

This is being done through an ESA ‘Kick-Start activity’, which provides 
both funding and support to companies for the development of new Space 
enabled healthcare services.

The news follows Kymira’s successful application for ESA’s "Big Data 
in Health" activity, which promotes the utilisation of space technology to 
improve health services. Kymira will make use of ESA’s data processing 
software, developed for space operations, to automatically process large 
amounts of data and to detect deviations and anomalies, in order to 
advance and improve its Electro-Cardiogram (ECG) t-shirt.

Kymira aims for the first iteration of the ECG top to be commercially 
available in 2020. The garment wirelessly transmits the wearer’s heart 
rhythm to a mobile device, and can accurately identify an unusual heart 
rhythm that could presage a sudden cardiac arrest. With the added 
machine learning capabilities, the future ECG top will be capable of 
establishing a wearer’s "normal/baseline" ECG, identify anomalies as they 
arise and predict how these may progress.

Identifying potential health problems before they develop into 
aggravating issues is an important goal for the healthcare industry, which 
is under more pressure than ever before. Improving outcomes and cutting 
costs are crucial. Fortunately, big data is helping healthcare providers to 
meet these goals in unprecedented ways.

Nick Appleyard, Head of ESA Business Applications and Space Solutions, 
said: “This is an example of how space can add value to the healthcare 
industry in all sorts of unexpected ways. ESA Business Applications and 
Space Solutions is ESA's support programme for space-related innovation 
in all fields of society.

In this context our mission is to ensure that 
investments in space deliver benefits to all, by applying 
space technologies and know-how to everyday life.”

Tim Brownstone, CEO and Founder at 
Kymira, said: “It is great to gain ESA’s 
support for the work we are doing at 
Kymira. ESA is an internationally 
renowned institution at the forefront of 
space technology and so this is an exciting 
opportunity for us to benefit from their 
expertise and co-funding. Kymira will work 
hard to continue building on our innovative 
ECG top and we hope to maintain a 
strong relationship with ESA over the 
forthcoming years.”

Kymira set to achieve lift-off 
with the European Space Agency
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The National Running Show 2020 
as the female World Record Holder 
for running seven marathons in 
seven days on seven continents. 
She completed the feat at the World 
Marathon Challenge in February 
2019, taking the title in a time of 
24 hours, 19 minutes and nine 
seconds. She finished six of the 
seven marathons in first place and 
raised over £19,000 for SportsAid, a 
charity that supports Great Britain’s 

The organisers of The National 
Running Show have confirmed 
Jo Pavey and Susannah Gill  
as speakers. 

British long-distance runner 
Jo Pavey will be returning to The 
National Running Show, to be held 
on January 25-26 at Birmingham’s 
NEC, for her third consecutive 
year, having proved an immensely 
popular and inspiring speaker at 
the two previous events. She will be 
taking to the Main Stage and sharing 
her wisdom and tips with what 
promises to be a packed audience. 

Jo has represented Great Britain 
at every Olympic Games since 
Sydney in 2000 and is now targeting 
a record sixth Olympic Games in 
Tokyo 2020, at the age of 46. She 
was the oldest woman to win a 
European Championships gold 
when she claimed the 10,000m title 
in 2014 aged 40, and she is relishing 
the challenge of working towards a 
place in Team GB next year.

Passionate about her sport, Jo 
is an active public speaker and 
her appearance at The National 
Running Show will see her share her 
love of running and affirm how it has 
the power to change people’s lives.

British runner Susannah Gill will 
be making her first appearance at 

next generation of athletes. 
At The National Running Show, 

Susannah will be sharing her story 
of how she first started running ten 
years ago to get fit enough to run the 
Virgin Money London Marathon, 
to having now completed over 50 
marathons in a decade. Susannah’s 
mission is to inspire others to 
realise that we can all be amazing 
and she is expected to attract a full 
house for her talk next January.

Other speakers already confirmed 
for The National Running Show 
2020 include British track star Sally 
Gunnell, Europe’s greatest ever 
100m sprinter Linford Christie, 
ultramarathoner Dean Karnazes 
and three-time Olympic medalist 
Kriss Akabusi. Endurance runner 
Susie Chan and Welsh Olympic 
silver medallist and former 
European and Commonwealth 
400m champion Iwan Thomas will 

be co-hosting the event.
The National Running Show 

expects more than 60,000 visitor 
ticket registrations for 2020, once 
more bringing together runners, 
sports brands, retailers, nutrition 
experts, race organisers, communities 
and expert speakers for a weekend-
long celebration of running.

Mike Seaman, Director of 
Raccoon Events, said: “We are 
thrilled to see Jo Pavey return to 
speak at The National Running 
Show 2020 and we are immensely 
excited to welcome Susannah Gill 
for the first time. It is an honour to 
have two such incredible female 
athletes speaking at the event and 
sharing their anecdotes and tips 
with the audience. We have a superb 
speaker programme in store, which 
will be complemented by our biggest 
number yet of brands and feature 
areas. We look forward to seeing 
everyone again in January 2020.”

Tickets cost £10 and are 
valid for both days. Go to 
nationalrunningshow.reg.buzz to 
secure your ticket.

Go to nationalrunningshow.
com for further event details, like 
the Facebook page and follow @
nationalrunshow #runshow20 on 
Twitter and Instagram.

Jo Pavey and Susannah Gill confirmed as 
speakers for The National Running Show 2020
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Partnerships key to growth 
for London Triathlon

F45 continues to make serious gains across Africa, the Middle East 
and Europe, by securing sites in Kenya, Mauritius, Iraq and Slovenia.

The sale of these new studios in Kenya and Mauritius will bring the 
grand total of F45 sites in Africa to eight, following the openings of four 
studios in South Africa and two in Namibia last year. F45’s presence in 
the Middle East has been further bolstered to 19 sites, with the recent site 
sales in Iraq and Afghanistan.

F45’s European expansion is equally impressive, with the launch of 
a studio in Slovenia bringing the number of European studios up to 60, 
following site launches in the UK, Ireland, Switzerland, Spain, Italy, 
Netherlands, Czech Republic, Russia and Finland.

Now operating in over 40 countries, F45 was born in Australia in 2014 
and is now the fastest growing fitness network in the world. Former 
equities trader Rob Deutsch, founded F45, after spotting a gap in the 
health and fitness market, and now has over 1,500 studios worldwide to 
date. Designed by Sport Scientists and Elite Athletes, F45's unique, team-
based, high-intensity interval training consist of 45-minute workouts 
which feature over 4,000 fun, functional and efficient exercises and an 
extensive range of 35 workout programmes.

Luke Armstrong, Global Sales Director of F45, said: “We are thrilled to 
be launching in four new countries. We have worked tirelessly to create 
an innovative brand and proven franchise model that can operate from 
anywhere in the world, and we can’t wait to introduce more people to this 
fitness phenomenon and transform their lives through F45. This is a truly 
pivotal moment in our global expansion, and we look forward to entering 
even more territories in the near future.”

The global success of F45 as a franchise network has encouraged many 
athletes, personal trainers and entrepreneurs to become part of this 
innovative fitness movement due to its relatively low start up and running 
costs, turn-key set up and generous return on investment.

In addition, F45 boasts an impressive array of ambassadors worldwide, 
including English Rugby Union player, James Haskell. 

After opening hundreds of new studios internationally this year alone, 
and a new investment from Mark Wahlberg, F45 is ramping up their global 
expansion and continues to transform the fitness scene all over the world. 

F45 secures sites in 
four new countries

London Triathlon will be 
back bigger and better in 2019 
under the new ownership of 
Limelight Sports.

The iconic triathlon that 
attracts over 11,000 athletes and 
Limelight Sports are looking to 
grow the event significantly over 
the next few years.

Craig Dews, chief executive 
Limelight Sports Ltd, said: 
“Limelight Sports are excited  
have taken over ownership of  
the London Triathlon to 
compliment our event portfolio 
that include Etape Caledonia and 
Blenheim Triathlon.

“We have very clear objectives 
in 2019 and that is around 
building strong partnerships with 
the likes of Triathlon England 
and our commercial and charity 
partners. We believe this will in 
turn drive participation growth at 
a time when triathlon in seeing a 
resurgence on all levels”

place on the Saturday, providing 
a fantastic day experience for 
companies of all sizes.

Supporting these events is the 
Weekend Warrior challenge, 
the ultimate test of endurance. 
Warriors must complete as many 
triathlons as possible during the 
racing hours, across both days 
of the weekend. The winner 
is the warrior to complete the 
furthest distance. The current 
record is held by Chris Dunn who 
completed a total distance of 
246km over the weekend.

Commercial partners in 2019 
include Zone 3, PedalSure, 
Tenzing, Hoka One One, RG 
Active and Find A Race. Like all 
of Limelight’s event portfolio, 
charity partnerships are at 
the forefront of the event with 
Macmillan Cancer Support and 
Great Ormond Street Hospital 
Children’s Charity as the gold 
charity partners.

Once again, the event combines 
four distances, Super Sprint, Sprint, 
Olympic and Olympic Plus taking 
place over two days on July 27-28. 
Sunday’s Westminster’s route 
enables athletes to race around 
iconic London landmarks such as 
Big Ben followed with a short lap 
turning at Billingsgate.

With two new opportunities 
for athletes this year, London-
based athletes will be able to use 
this London Triathlon as part of 
the London League and a new 
partnership with British Triathlon.. 
There is also a big focus on getting 
new athletes into the sport with 
plenty of opportunities within the 
Super Sprint distance.

Secondly, over 500 corporate 
participants took part in the 2018 
event, and Limelight Sports will 
build on this over the next few 
years. This will mean developing a 
stronger corporate offering in 2019, 
unique corporate waves will take 

up, keep people safe and make sure 
no one gets left behind.

The new partnership - Official 
Supporter of This Mum Runs - will 
see Shock Absorber educate the 
community about the importance 
of wearing the correct fitting sports 
bra while running, with product 
launches and news shared with the 
community across the This Mum 
Runs digital channels.

Mel Bound, This Mum Runs 
Founder and mum of two, said: “It 
is so important to wear a properly 
fitted sports bra when you run to 
help make doing physical activity 
more comfortable, especially 
during and post-pregnancy when 
your body changes.

“This exciting new partnership 
with Shock Absorber – with their 
brand expertise and product 
innovation – will support our 

Shock Absorber, the UK’s 
number one sports bra brand, 
has joined forces with women’s 
running community This Mum 
Runs to become its exclusive 
sports bra partner.

This Mum Runs is a community 
with a vision to help mums be 
happier and healthier through 
running. Empowering and enabling 
them, whatever stage of their 
fitness journey, to find physical and 
mental wellbeing through running, 
friendship and headspace.

The This Mum Runs community 
is 50,000 strong and growing daily 
– with thousands of runners taking 
part in hundreds of free weekly 
runs, led by Run Angels. They are 
local volunteers specially trained 
by This Mum Runs HQ who plan 
run routes, are a friendly face to 
welcome members, warm everyone 

community, quite literally, on 
their running journey, making for 
happier and healthier mums, which 
is what This Mum Runs stands for.”

Heather Nogueira, Head of 
Marketing, Hanes Brands, said: 
“This partnership is extremely 
important to us at Shock Absorber. 
It presents a fantastic opportunity 
to connect with active women 
across the country and educate 
them on the benefits of wearing an 
effective sports bra during their 
runs with This Mum Runs.”

Olivia Capalléra, Shock Absorber 
Senior Product Manager, added: 
“At Shock Absorber, we’re 
focused on supporting women’s 
performance whatever their 
ability, both through our research 
and high-performance range. Our 
latest innovation the Ultimate Run 
Bra Padded, is the perfect choice 
for runners as it’s proven to reduce 
chest movements by up to 78 per 
cent - that’s twice as much as a 
conventional bra!”

Shock Absorber has conducted 
extensive research in partnership 
with The University of 
Portsmouth; finding breasts move 
up to 14cm when unsupported 
during exercise and 80 per cent of 
women are wearing the wrong size 
sports bra. The brand is well-loved 

by runners, having recently taken 
home both the gold and silver titles 
in the Best Sports Bra category at 
the 2019 Running Awards.

Run Angels are equipped with 
a wealth of knowledge on the 
innovations in Shock Absorber 
sports bras, ensuring they know 
how to properly fit themselves and 
fellow runners in their community, 
to help support them as they take to 
the pavements and parks in cities 
and towns across the UK.

Each month Shock Absorber 
will celebrate the brilliant 

women in the This Mum Runs 
community through a brand 
ambassador programme. This 
will see individuals nominated by 
Community Leaders to share their 
inspirational stories across both 
Shock Absorber and This Mum 
Runs social platforms.

Shock Absorber also retails 
a selection of its best-selling 
running bras on the This Mum 
Runs online store, giving runners 
the opportunity to enhance their 
running experience – with support 
and comfort.

Shock Absorber to support This Mum Runs



item and displays interactive, 
product-specific content, also 
athlete stories, availability and 
a trial request. During the fitting 
phase digitally displayed player 
stats merge online content and 
the physical space to bring the 
customer ever closer to  
PUMA’s inspiring, football  
brand ambassadors.

All boot wall content updates  
are designed and managed by 
Green Room – using PUMA brand 
assets – and pushed to remotely 
to store via a digital content 
management platform.

Jason Isenberg, Puma’s head 
of commercial marketing, said: 
“We wanted to bring a deeper 
engagement with our football 
products, showcasing their  
unique benefits. Employing a  
range of digital experience 
moments in store, going beyond 
the usual screens displaying 
information, to create something 
different and immersive.”

Recognising the importance of 
product fit and feel, the trial phase 
encourages customers to put the 
boots through their paces, before 
they buy. A live leader board, 
recording trial data displays locally 
ranked scores, encouraging peer-
to-peer competition and highly 
sharable moments throughout the 
entire experience.

Design company Green Room 
has partnered with global 
sports brand PUMA to create 
an innovative digital in-store 
experience and social ‘hangout’ 
space primarily focused  
around football-obsessed  
teens (FOTs), their product 
impulses, and purchase 
decision making process.

Supporting PUMA’s ‘PUMA 
FUTURE’ and ‘PUMA ONE’ 
range – as worn by PUMA athletes 
including Antoine Griezmann, 
Luis Suarez and Romelu Lukaku – 
the installation features a unique 
combination of recognition 
technology, projection and 
gaming to provide an immersive 
experience aimed at increasing  
in-store trial, brand recall and 
product consideration.

The boot-room installation is 
made up of three distinct moments; 
each with an individual role to play 
and designed to create an in-store 
experience that’s rooted in football 
and gaming culture and remains 
relevant in today’s digitally native 
landscape. The three moments 
address the selection, fitting and 
trial phases within the FOT’s 
typical customer journey.

When either the PUMA ONE 
or PUMA FUTURE is removed 
from the interactive boot wall, 
pressure sensors recognise the 
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Working closely with PUMA 
Teamsport, Green Room used 
first-hand research acquired 
from the brand’s target football 
audience to determine how they 
purchase football boots, and the 
considerations that ultimately 
drive their product selection.

Martyn Palmer; Green Room’s 
Digital Experience Director, said: 
“For the research we took ourselves 
pitch-side to get under the skin 
of the FOTs, understanding what 
drives them, what’s important to 
them, what they think of players 
wearing certain products – these 
customer workshops were integral 
components that we then fed into 
the creative brief.

“By placing people at the heart of 
every experience – understanding 
their differing journeys, behaviours 
and emotional mind-states – we’ve 
developed both a commercial and 
emotionally connected experience, 
allowing PUMA to navigate the 
increasing expectation of today’s 
omni-channel customer.”

The brand-new digital retail 
experience was installed for the 
first time at Ultra Football, a 
football specialist retailer based 
in Sydney. PUMA will continue 
to focus on partnering with their 
retail stores and trade accounts  
to provide this experience and 
others globally.

PUMA powers up its retail experience



“ For those in the retail sector, issues often flare up during busier times of the year,  
such as the lead up to Christmas, when staff are more likely to feel overwhelmed at work. ”

www.sports-insight.co.uk

17RETAIL

effect in the workplace, negatively 
affecting profitability. 

The impact on employers can 
be particularly challenging when 
the individual is engaged in a small 
team or in a customer-facing role, 
where absences and negative 
feelings towards work can impact 
the business. For those in the 
retail sector, issues often flare up 
during busier times of the year, 
such as the lead up to Christmas, 
when staff are more likely to feel 
overwhelmed at work.

In some cases, mental health 
issues can lead to employment 
claims, including where the 
employer has contributed towards 
the health issues and/or has failed 
to adapt working practices to 
accommodate a recognised mental 
health condition. Mental health 
issues can amount to a disability 
under the Equality Act 2010 
which, if triggered, imposes certain 
requirements on the employer, 
including making reasonable 
adjustments to the employee’s work.

Providing support to 
employees
In order to guard against mental 
health issues arising, and to lessen 
their impact on a business in the 
event of employee absences or even 
an employment claim, it is crucial 
that employers provide appropriate 

Campaigns such as World 
Mental Health day (falling 
on October 10 each year) can 

have a real impact on destigmatizing 
mental health issues in the 
workplace. But what can employers 
in the sports and retail world do to 
ensure these issues are appropriately 
managed in their workplace? Can 
supporting mental health bring 
commercial benefits too? 

The impact of mental 
health in the workplace
According to the Health and Safety 
Executive, in 2016/17, 12.5 million 
working days were lost due to 
work-related stress, depression 
or anxiety in the UK, equating 
to approximately half of all days 
lost due to ill health. Aside from 
sickness absence, poor mental 
health can lead to performance 
issues, affect relationships at  
work and have a wider ripple 

support to their workforce. 
What’s more, doing so can boost 
staff retention rates and increase 
performance, helping to improve 
the bottom line.

There are a number of ways 
in which a business can provide 
support. First and foremost, 
businesses should actively seek 
to destigmatize mental health 
issues and work towards building 
a culture under which staff feel 
comfortable discussing mental 
health concerns without fear of 
it being used against them (for 
example by way of disciplinary 
proceedings or being overlooked 
for promotion). According to 
a 2017 survey carried out by 
“Business in the Community”, 42 
per cent of employees in the retail 
sector would not feel comfortable 
raising mental health concerns 
with their manager. Addressing 
this can only be achieved from the 
top down, with managers being 
mindful not to see mental health as 
a weakness. It may be appropriate 
to carry out a company-wide stress 
audit, asking employees how they 
feel about the issue, to identify any 
recurring themes.

Not only should the culture foster 
open discussions, it should also be 
one in which staff are not rewarded 
for behaviours which might 
contribute to workplace stress. For 

SPORTS RETAIL AND 
MENTAL HEALTH

Shaun Hogan, Senior Associate at Stevens & Bolton LLP ,  
examines how employers can destigmatize mental health issues

example, praising an employee for 
working while sick or on holiday, 
performing excessive overtime or 
“logging on” outside of work can 
all contribute towards a culture in 
which mental health is a greater 
concern. The statistics bear out a 
correlation between presenteeism 
(attendance at work despite being 
sick) and high stress levels.

Managers are best placed in 
a business to see behavioural 
changes at an individual level 
which might indicate high stress 
and will be best placed to deal with 
the situation. Ideally, training 
would be given to help them spot 
mental health issues at an early 
stage and guidance on how to deal 
with it when it arises. They should 
also be encouraged to involve HR 
to ensure a consistent approach.

There are many ways in which 
an employer can support an 
employee suffering from stress. 
Many provide access to an 
employee assistance provider 
operating a confidential telephone 
helpline for employees. Often 
these form part of a wider medical 
scheme, but can be arranged 
separately as well. Alternatively, 
free services such as those offered 
by the charity “Mind” can offer 
some support, to which employees 
can be directed. Employers may 
refer employees to an occupational 

health specialist in more serious 
cases to help provide support 
and better understand what 
the business can do to alleviate 
the concerns. Mental health 
‘first aiders’ (employees trained 
in dealing with mental health 
issues) are becoming increasingly 
commonplace and can offer helpful 
practical help to employees, 
particularly because they are  
aware of any peculiarities in the 
specific workplace. 

Finally, a policy to specifically 
deal with stress can be introduced 
to set out what an employee should 
do if they feel under particular 
stress and the steps which the 
business may take to offer them 
support. These steps might include 
reviewing and reallocating work, 
considering flexible working 
arrangements, referring the 
individual to a counselling service 
and/or occupational health, or even 
following the grievance procedure 
if the circumstances warrant it.

Conclusions
In the sports retail world, where 
workplace stresses can be high, 
employers must take positive 
steps to mitigate the impact 
on mental health issues. By 
offering appropriate support 
and destigmatizing these issues, 
businesses will reap the benefits.
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Personalising
outdoor wear

Providing customisation services with
Brother Embroidery Machines allows
you to generate additional income for

your business from clubs and event
organisers. The Brother PR1050X and

PR655 are ideal for adding logos, names
and numbers to tops, shorts, jumpers,

bags and more.

Gola Active Major 2
Run relentlessly in the Major 2. This Gola 

Active running trainer features a high 
density open cell in-sock which provides 

added rebound and shock absorption while 
running. Features include a laser cut, 

one piece knit upper that offers support 
in targeted areas and provides additional 

comfort, ensuring stability mile after mile.

0161 235 0344
www.brothersewing.co.uk

01706 212512
sales@jacobsongroup.co.uk

www.gola.co.uk

V-Aqua
The best amphibious tool for everything 
from SwimRun and canyoning to sailing, 

kayaking or paddleboarding. The Megagrip 
sole provides excellent grip on wet  

surfaces and the drainage holes ensure  
quick drying. Extra Velcro fastenings and 
grippy heel pads ensure a secure fit even  

in the water. Amphibious, Wet Grip, 
Barefoot Feel, Quick Dry.

JuzoFlex Genu Xtra
JuzoFlex Genu Xtra sets a new standard 

for sports injury supports. Recommended 
and distributed by leading sports injury 

physiotherapists and now the official 
supports partner of England Athletics. 

Contact them today and find out 
about becoming a stockist. Unrivalled 

performance, functionality and comfort.

0113 243 1155
chriswilson@charlesbirch.com

www.charlesbirch.com

0161 358 0104 / 07376 058 789
Alex.nesbitt@juzo.co.uk

www.juzostore.co.uk 

Rite in the Rain
When it comes to note taking in tough 

conditions, you can rely on Rite in the Rain. 
Their uniquely designed recyclable paper 

survives water, sweat, grease, mud and dirt. 
The range includes a variety of styles suited 

to a wide variety of activities.

Style and 
Performance

Introducing the new performance line from 
Gold’s Gym, offering modern style from 
the world’s number one heritage brand, 
combined with stretch, breathable and 

wicking properties that comfortably deals 
with the demands of a modern day workout.

0116 234 4611
sales@burton-mccall.co.uk
www.burton-mccall.co.uk

0161 886 4000
info@pwbuk.com
www.pwbuk.com

Nothing in, on or 
over your ears

While bone conduction transducers deliver 
music through cheekbone, your ears are 

open and free and allows you to hear 
the world around you at the same time. 

AfterShokz is the only Official Headphone 
chosen by England Athletics since the  

open ear design allows hearing both music 
and traffic.

01606 558428
sales@pinpointce.co.uk
www.pinpointce.co.uk

d3 Cohesive bandage
d3 Cohesive bandage 50mm x 9.0m sticks  
to itself, easily hand-torn, can be used on 

joints or muscles for general use,  
to protect primary dressings and is ideal  

for compression to reduce swelling. 
Extensively used in  football and is available 

in 12 vibrant colour options.

07970766816
markp@d3tape.com

www.d3tape.com
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ASICS Metaride

ASICS Metaride is a men's performance shoe built for long distance running on the road. 
The engineered design allows you to run longer with less effort. The focus of this new 

shoe is the FlyteFoam Propel sole which features a new construction allowing runners 
to preserve muscle energy and run more efficiently. Visible GEL cushioning is a standout 

feature in the rear foot of the shoe, and provides the ultimate in cushioned comfort.
www.asics.com

Heavy Duty Wraps
X Fitness elite by McDavid offers high 

quality, tested supports that stand up to 
the rigours of extreme fitness training and 

competition. The X503 provides a firm 3mm 
heavy duty elastic that support the wrists for 

heavy lifting and pressing. One size.

Packable 
Performance

With Mac in a Sac you can stock packable 
performance outerwear in your retail space 
with ease. The brand, already known for its 

quality packable outwear offers an extremely 
popular product range to retail with 

attractive mark-ups and one of the most 
functional POS display stands in outdoor 

retail. Become a stockist today. Stock 
packable performance outerwear with ease.

01582 670100
sales@hy-pro.co.uk

www.mcdavid.eu 

028 9079 0588
sales@macinasac.com
www.macinasac.com

Saucony Switchback 
ISO

Dial-in, log out. The new Switchback ISO. 
Saucony have partnered with  

BOA Technology, to take their dial lacing 
system and combine it with their  
ISOFIT construction to create a  

game-changing fit experience that  
quickly and easily hugs your foot.

Blade 5 Dual Core
The Blade 5 Dual Core represents the 
pinnacle of dartboard technology and 

innovation. Exclusive dual-core technology 
achieves lower compression at the outer 

core, increasing point penetration, whilst 
higher compression at the inner core 

increases resistance below the surface  
for improved durability.  

#ChooseBlade

01656 767042
info@winmau.com
www.winmau.com

For a run in the sun
Gear up for the summer holiday season with 
the latest vests, shorts and tees from Ronhill. 

Featuring lightweight mesh fabrics, split 
shorts, supportive twin layered shorts and 
breathable t-shirts ideal for warmer sunny 
runs.  Available in a variety of colours and 

styles to suit all types of runners and running 
disciplines. Summer running kit.

Runner’s 
Compression Socks
TOETOE Compression toe socks provide 
help in improving circulation of the entire 
calf. The elasticated calf channel ensures 
dynamic adjusting and secure hold on the 

leg. This is very beneficial not only for 
encouraging better circulation for sports, 

but also when not moving at all, as the lack of 
movement slows down circulation.

0161 366 5020
sales@ronhill.com
www.ronhill.com

0800 2061491
sauconyuk@wwwinc.com

www.saucony.co.uk

020 8830 9955
cs@toesocks.co.uk

https://toesocks.co.uk

Infrared 
Compression Socks

KYMIRA Sport Infrared compression 
socks are the must-have socks for putting 

in the miles this summer! These socks offer 
all the benefits of compression with the 

scientifically proven benefits of infrared 
sportswear. The more you put in, the more 

you get out, so this summer run longer, train 
harder and recover quicker.

SmellWell this 
summer

A must for all sports footwear retailers 
this summer, SmellWell will remove the 

nasty niffs from overworked shoes. These 
small breathable pouches contain a secret 

Swedish formula including bamboo charcoal 
absorbing all moisture, killing the bacteria 
causing foot odour and leaving a pleasant 

scent. Plus great packaging for easy display. 
Swedish Odour Kill, Shoe Fresh, Easy to Post.

0118 958 5262
sales@kymirasport.com
www.kymirasport.com

0113 243 1155
chriswilson@charlesbirch.com

www.charlesbirch.com
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Arena Powerfin Fit
These compact and lightweight to carry, 

comfortable and easy to wear fins are 
perfect for power workouts in the pool and 

excellent for exploring the sea. Very soft 
rubber compound prevents cramps and an 
adjustable heel strap allows for maximum 
ankle flexibility. Compact and lightweight. 

Suitable for snorkelling.

Stealth Ankle Brace
4311 Stealth Cleat Ankle Brace.  

A new design of lightweight ankle support. 
Provides pain relief from various  

moderate instabilities and conditions,  
can also be used as pure prevention.  
Minimal coverage at the top of the  

foot enables this support to be  
easily worn with studded boots.  

Low profile design.

015396 22322
info@solosport.co.uk
www.solosports.co.uk

015396 22322
info@comfyballs.co.uk
www.comfyballs.co.uk

01582 670100
sales@hy-pro.co.uk

www.mcdavid.eu 

Enertor insoles 
range

With up to 44 per cent shock absorption and 
up to 90 per cent of people benefiting from 

reduced pain and injury, make sure your 
customers are aware of this growing and 

game changing category and brand.

Energy bars from 
space

THIS1 was designed to be eaten in extreme 
conditions. These vacuum-packed energy 

bars are a surprisingly fresh combination of 
features – non-freezing, waterproof, crush-
resistant and delicious, especially when the 
sub-zero weather limits your menu to dried 
fruit and a handful of nuts. “This looks like 
astronaut food” is one of the comments the 

bars are getting.

01473 834891
orders@enertor.com

enertor.com

07469 186 131
mario@this-1.eu

www.this-1.eu

Work out or relax
Comfyballs Women's Performance 

Hipster Blue is perfect if you’re working 
out or relaxing at home. The Comfyballs 

Performance series is for those who want to 
stay comfortable and stylish all year round. 

£16.90.

ODLO Linencool
Odlo develops running gear that keeps 
runners fresh and provides them with 

an easygoing look at the same time – and 
clothing that feels good automatically 

increases performance and motivation. For 
the Spring/Summer 2019 Collection, Odlo 
introduces its highly innovative linen and 

polyester blend run range, Linencool.

07581741799
James.Clark@odlo.com

Odlo.com

Updated Paradigm
Altra’s (UK) best-selling road shoe, the 

Paradigm is updated for 2019 - this is Altra’s 
max cushioned long distance running shoe.

The neutral platform allows the foot to 
run naturally but has a guide rail for foot 

support when you start to tire. The midsole 
Ego material has been made stiffer and 

additional fresh colourways added. 

Finding the right 
tempo

The Hilly Tempo running sock is ideal for a 
run in the park, on pavements or meandering 

paths. Whether you are taking on your first 
5k or putting in the training miles ahead of 
the autumn marathon season. The Tempo 

has a perfect combination of a durable heel 
and toe and a soft main body. The Tempo 

is available as a great value two pack. 
Lightweight comfort.

0161 366 5020
sales@ronhill.com

www.altrafootwear.co.uk

0161 366 5020
sales@ronhill.com

www.hillysocks.com
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Brook's legendary shoe just learned new tricks.  
Their latest Go-To-Shoe now has their holistic  

Guide Rails support system plus soft  
yet responsive cushioning.
www.brooksrunning.com
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Secure your ticket now at: 
ispo.com/outdoor/ticket

Discover more than the market overview, exciting innovations,  
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for growth and join the industry in shaping a contemporary  
and desirable outdoor identity.
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entries for the 2020 awards will be 
showcased, judged and voted for 
with the finalists for each category 
announced at OTS before going to the 
public vote and the awards ceremony 
in 2020. So, come down to see the 
latest innovations in the flesh and 
vote for your favourite products.
5. OTS offers a social evening to 
network and unwind – taking place 
straight after the awards launch on 
Wednesday, July 10, the social always 
proves to be the highlight of the show 
and provides the perfect environment 
to relax and catch up with colleagues 
from across the industry. 
6. OTS is not just for retailers - all the 
exhibitors are excited to meet people 
from across the outdoor industries, 
so it doesn’t matter whether you use 
your tents to sell or sleep in, your 
karabiners to climb with, rescue 
people with or to work-at-height, 
you’re all welcome.
7. OTS also does tents! They 
have a small outdoor feature area 
showcasing the latest products from 
their exhibitors.
8. OTS is a fantastic place to build 
contacts - with a host of people from 
across the industries, OTS is the ideal 
place to make those key contacts that 
could add value to your business!
9. OTS is convenient for Northern 
and Southern-based retailers – 
Manchester is an excellent central 

location with amazing transport links 
via road, rail and air for those based 
across the UK and further afield.
10. OTS is a completely free show to 
attend with plenty of free parking!

Trade visitors can register now 
to attend the event by filling 
in a short form on the website, 
outdoortradeshow.com. Once 
completed, visitors will receive a 
confirmation email to print and take 
along to the show in July, to receive a 
badge, show guide and free entry.
Marta Williams, OTS organiser, said: 
“With OTS now in its 14th year, the 
show is well established and popular 
amongst both retail visitors and 
manufacturers/distributors, with 
the whole industry recognising that 
it is the place to be and not wanting 
to miss out on a great opportunity to 
do some serious business. OTS is the 
largest UK outdoor show, with a great 
mixture of brands and in a central 
UK location, it is the ideal platform 
for retailers to visit a wide variety of 
customers and discover new brands 
and products in the market.”
For the latest exhibitor list, floor 
plans and more information 
about OTS 2019, please visit 
outdoortradeshow.com, follow the 
show on Twitter (@OTS__UK), or 
like the Outdoor Trade Show page on 
Facebook (@OTSShow).

TOP TEN REASONS  
YOU SHOULD ATTEND OTS 2019

“ We are always keen to consider new opportunities  
and identify the best products for our customers  ”

O TS 2019 will be the largest 
yet, with 125 exhibitors 
and a great variety of 

brands - a must visit for buyers in 
the outdoors and sports retail.

This year's event takes place from 
Tuesday to Thursday, July 9-11, 
at EventCity, Manchester. But if 
you are still unsure about visiting 
OTS this year, then here are ten top 
reasons why you need to pre-register 
now and head to EventCity in July:
1. OTS is the uk’s only outdoor 
industry trade show giving you the 
unique opportunity to discover 
the next season’s products and 
innovations from hundreds of brands 
all under one roof. 
2. OTS now has 125 companies 
booked to exhibit – presenting you 
with the opportunity to see thousands 
of quality products from backpacks 
through to clothing, footwear and 
accessories in one stop shop! See the 
latest exhibitor list and floor plan to 
plan ahead and make the most of your 
time at the show at the show’s new 
website www.outdoortradeshow.com 
3. OTS attracts both established 
brands and brands new to the 
industry - giving you the opportunity 
to see the latest innovations from all 
your favourites, as well as discover 
products from brands ready to make 
their mark in the industry!
4. OTS is the launchpad of the UK 
Outdoor Industry Awards - the 

Thoughts on OTS 2018

“I thought the show and the venue was very good and for 
us this helps us maximise our time to do business with key 
brands and a valuable insight to other brands that we may 
not currently work with. All in all a good effort and I hope that 
both the outdoor trade and retailers alike will support a single 
show going forward. Up to now I have found it frustrating the 
amount of satellite shows around the country and I sincerely 
hope that going forward everyone can unite behind one show.”

Simon Clark, Owner of Taunton Leisure

“It was very important that OTS succeeded to attract good 
numbers of existing and new customers. Our objective was 
to present a much wider range of products than we’ve ever 
managed to before. Moreover the trade needed a shot in 
the arm, which it got. Our hopes were more than met. We 
were busy much of the time and our meetings were high 
quality ones. I am happy with the return we will make on our 
investment. To buyers who weren’t able to make it this year I 
would say make a note in your diary now for OTS 2019.”

Ralph White, Managing Director of Rosker

“The Outdoor Trade Show was a great success for Osprey.  
We were able to showcase our new and existing product lines 
to current and prospective customers in an environment 
filled with passionate industry leaders.”

First time exhibitor, Jonathan Petty, 
Marketing Director of Osprey
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in 1966 (and later re-climbed for the 
BBC’s The Great Climb in 1967).

Molly seconded and offered 
placement tips via handsfree radio, 
though due to the nature of the 
climb Jesse often had to climb on 
feel alone.

The ascent marks the 
culmination of a joint project 
between Jesse and director 
Alastair Lee, who is making a film 
about Jesse to form part of the 
2019 Brit Rock Film Tour – both of 
which are supported by Montane.

For the ascent of the Old Man of 
Hoy, Al climbed a pitch ahead to film 
Jesse from the route itself, alongside 
supporting cameras on the mainland 

and in the air via drone.
Alastair Lee, Posing Productions 

& Brit Rock Film Tour, said: 
“I’ve never seen him searching 
around for holds so much, holding 
himself in strenuous positions as 
the obvious footholds sat quietly 
unused and all the sand on the 
holds. It must have felt pretty 
insecure to say the least. But on he 
battled, and what a glorious ascent 
it was. Staggering.”

Due to weather limitations the 
attempt could not be made until 
the day the team were due to leave 
Hoy. Once the weather changed 
they had to walk for over an hour 
from the campsite, and then ascend 
the steep slippy cliffs to the base 
of the stack. This 300m section 
alone took approximately 1.5hrs. As 
such, climbing did not commence 
until 3pm. Even with the long days 
experienced at the Orkneys latitude, 
time became a constant worry.

The ascent itself attracted 
attention from local media. 
Montane gave regular updates via 
their website and social media, 
and will continue to share updates 
about the project.

Jesse Dufton and sighted 
partner Molly Thompson have 
made history as they summited 
the Old Man of Hoy.

At 10.10pm on June 4, Jesse was 
the first blind person to lead the 
450ft Old Red Sandstone seastack.

Jesse Dufton, GB Para climber, 
said: “I did it! A clean onsight lead 
of the Old Man of Hoy. I led all 
six pitches placing my own gear, 
feeling my way up. This is the most 
adventurous hard Trad rock route 
I’ve done. It was truly epic.”

Jesse lead climbed the classic 
East Face Route (E1, 5a***) which 
was also the route by which Chris 
Bonington first ascended the stack 

Jesse Dufton completes first blind  
lead climb of The Old Man of Hoy

New Zealand-based apparel 
company icebreaker works 
with what nature provides 
to create high-performing 
outdoor clothing using 
natural merino fibers, as an 
alternative to plastic-based 
synthetic apparel.

This Spring/Summer 2019 
season, icebreaker challenges 
consumers to think about what 
their clothing is made of, and the 
effect it has on the environment. 
By asking customers, ‘What 
impact does your T-shirt have?’ 
the brand creates a starting 
point for people to be conscious 
consumers and make a change 
for good.

icebreaker was founded on the 
belief that nature has the answers 
and is on a mission to educate 
people about the detrimental 
impact of apparel made from 
petrochemical-based plastics. 
Washing synthetic clothing 
releases plastic microfibres into 
the oceans - up to 700,000 in one 
wash. Today, microfibres make 
up 85 per cent of human-made 
debris on shorelines around the 
globe. The less synthetic fibres 
in clothing, the less microfibres 
that are released. Wearing 
natural merino fibres, as found 
in icebreaker apparel, is a way 
forward in reducing the amount 
of plastic pollution in the future.

Another benefit of merino 
is that it needs less washing, 
because it is naturally odor-
resistant. Washing clothes less 
means even fewer microfibres 
released and often helps reduce 

the burden on the world’s water 
resources – the average laundry 
wash uses up to 152 litres of water 
– and it frees people up to stay 
active for longer.

icebreaker is encouraging people 
to take on the #teesforgood challenge. 
With the proposition, ‘7 days, 1 tee, 0 
washes,’ consumers are encouraged 
to try wearing their icebreaker for 
seven days before washing.

Carla Murphy, chief brand and 
product officer, said: “This season 
we wanted to drive a message 
behind our collections and intrinsic 
to our brand values: one that 
enables consumers to get involved 
with a ‘Move to natural’ – a concept 
designed to show how small steps 
can provide long-term positive 
solutions for the environment and 
our planet.

“Tees are wardrobe staples, so 
opting for an icebreaker tee, which 
is made with a high percentage of 
natural merino fibers, is more than 
a clothing choice – it’s an ethical 
one and it’s an easy place to start to 
make a difference.

“This season we encourage 
consumers to find out more 
about the impact of their clothing 
choices and seek out where their 
clothes come from. We believe 
that with knowledge comes 
choice, and we aim to share 
insight and transparency to  
create that choice and fuel a 
movement towards more natural 
apparel solutions.

“There has never been a better 
time to wear your sustainability 
on your sleeve – ‘Move to natural’ 
and live a life less plastic.”

More wear, less impact with Tees For Good

The North Face partners with the 
Outward Bound Trust to ensure 
exploration is for everyone
Since 2010, The North Face has been creating access and driving 
equity in the outdoors by funding hundreds of non-profit 
organizations around two main themes: Enabling Exploration and 
Loving Wild Places.

The Explore Fund is now being rolled out across Europe, starting with 
the UK, Germany and Italy.

In the UK, The North Face is partnering with The Outward Bound 
Trust - an educational charity that helps young people to defy limitations 
through adventure.

Amanda Calder-McLaren, brand comms director EMEA, said: “For over 
five decades, The North Face has been pushing the limits of exploration. 
The Explore Fund is how we turn our purpose into action.

“We’re thrilled to be launching The Explore Fund by announcing a 
very special diversity project with The Outward Bound Trust, designed 
to support young underprivileged people living in city environments to 
access the outdoors. We firmly believe that advancing diversity in the 
outdoors will make for a kinder, more connected world.”

Through a series of events and activities over the next year, The North 
Face and The Outward Bound Trust will be enabling thousands of young 
people to experience exploration in the UK and how it can shape their lives.

Following a successful campaign last year for the brand’s She Moves 
Mountains campaign – aimed at empowering women and girls to 
explore the outdoors – The North Face and The Outward Bound Trust 
are continuing to encourage equality and are now providing career 
opportunities for young people who would never normally have access to 
outdoor sports. They believe that getting young people outside at an early 
age will ignite their imagination and create a curiosity for the natural world.

Nick Barrett, chief executive of The Outward Bound Trust said: “We’re 
excited to be developing our work with The North Face this year. It’s great 
to work alongside an organisation who shares our passion for outdoor 
adventure, and genuinely wants to help develop and diversify our sector.

“We’re excited to see how our program unfolds, and about the opportunity 
to not only offer more young people the chance to experience real exploration 
in the wilderness but help them to progress a career in the outdoors as well.”

To find out more about The Explore Fund, visit the website: https://www.
thenorthface.co.uk/ or follow The North Face online, @thenorthfaceuk 
#neverstopexploring on Instagram, and @thenorthface on Facebook.

JESSE DUFTON (RED) LEAD CLIMBING 
THE BOLD 4TH PITCH AS TIME BECAME 

AN INCREASING FACTOR FOR THE TEAM 
(©ALASTAIR LEE/BRIT ROCK FILM TOUR 2019) 

JESSE AND MOLLY CELEBRATING THE FIRST 
LEAD CLIMB OF THE OLD MAN OF HOY 
(©ALASTAIR LEE/BRIT ROCK FILM TOUR 2019) 
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Outstanding Outdoor Award 
honours exceptional products
The first winners of the new 
Outstanding Outdoor Award 
have been selected.

After reviewing 203 nominations 
in 28 categories, the international 
jury of experts selected products 
that set new standards in terms  
of their special functionality, 
striking design, safety 
improvements or exceptional 
innovation, and sustainability.

The Outstanding Outdoor 
Award places the winners in a 
powerful spotlight and serves as 
an important guide about current 
and future trends for retailers, the 
media and consumers

The awards will be presented on 
June 30, 2019 during the OutDoor 
by ISPO trade fair.

With the Outstanding Outdoor 
Award, OutDoor by ISPO is 
honouring products that make the 
outdoor experience something 
truly special. One striking aspect 
of the nominations was the clear 
focus on sustainability.

Nico Thomas, product manager 
for hardgoods at Globetrotter 
and a member of the Outstanding 
Outdoor jury, said: “The issues of 
sustainability and quality continue 
to be a high priority for retailers. 
Customers expect products to 
 last a long time, to be produced  
in a resource-conserving manner 
and to be able to be repaired,  
if necessary.”

The nominees for the award  
also provided a comprehensive 
peek at trends for the 2020 
summer season.

Johannes Ahrens, the chief 
equipment manager at Camp4 
Berlin, said: “In addition to demand 
for products that people use 
everyday, for example to commute 
on their bicycles, the need for 
extremely light, multi-functional 
gear has increased tremendously 
in recent years. The demand for 
comfort remains the challenge. 
Even with all of the lightweight 
materials, enjoying nature is what 
it’s all about.”

The jury was made up of a total 
of 21 experts from nine countries, 
including specialist retailers, 
designers, marketing professionals, 
journalists, consumers and 
athletes. The jury meeting was 
held in cooperation with the 
Annecy Mountain region, the 
outdoor mecca of France. Over 
three days, the region provided the 
jury members with a variety-filled 
testing ground consisting of water, 
boulders, mountains and forests 
where they could put the products 
through their paces as well as with 
a professional infrastructure to 
conduct events.

In addition to the recognized 
products for outdoor adventures 
like camping, trekking, trail 
running and climbing, the jury 
awarded the Outstanding Product 
label four times for exceptional 
work in relevant industry trends.

An overview of the winners:

SUSTAINABILITY
For anyone who is passionate 
about style and the 
environment: the all-weather 

jacket Redmont made by Vaude
The choice to use GOTS (organic) 
cotton using natural dyes is a 
double win: no use of pesticides 
or herbicides during the growing 
process and it doesn’t hinder the 
natural biodegrading process of 
cotton the way synthetic dye does.

The durable wind- and 
waterproof 1L jacket represents 
a new generation of street- urban 
and outdoor wear for men that care 
about both style and the planet. 
Trims and logo applications are 
made of certified cork.

COMFORT PERFORMANCE
Waterproof, breathable and 
extremely comfortable: the 
FUTURELIGHT jacket made by 
The North Face
FUTURELIGHT brings a new level 
of waterproofing comfort to users 
with unmatched levels of fabric 
breathability. Nano-spinning 
allows to fine-tune levels of 
breathability, lets air move through 
while maintaining waterproofness. 
This technology is setting a 
new standard in comfort and 
performance while maintaining 

sustainable practices in the fabric 
creation process, using recycled 
fabrics and a production that cuts 
chemical consumption.

LIGHTWEIGHT
An extremely light revolution 
for mountain climbers: the 
mountaineering belt FLY made 
by PETZL
Designed for (ski) mountaineers, 
this harness features a world 
premiere: The patented 
construction of the belt uses an 
innovative loop technique which 
enables a balanced proportion 
between metal and conventional 
buckles. Removing the comfort 
foam, this lightness miracle 
minimizes its weight from 120g 
to only 90g. Multiple gear loops 
and ice-screw retainers transport 
all the equipment required on 
technical adventures.

URBAN OUTDOOR
Outdoor performance meets 
the urban lifestyle: the 
MYSHELTER Parley jacket 
made by adidas Terrex
The MYSHELTER Parley jacket 
by adidas Terrex shows how 
outstanding outdoor performance 
and urban lifestyle go together. The 
three-layer, yet very breathable 
construction and clever details 
make the jacket suitable for an 
active urban lifestyle (e.g. when 
commuting to work) and makes 
no compromises in terms of style. 
Non-dyed fabric highlights the 
inner seam tape, which shines 
through the outer fabric showing a 
powerful message: 'For the Ocean'.

The Outstanding Outdoor Award 
ceremony was be held on June 
30 in the Retail Lounge (Hall A4) 
at OutDoor by ISPO in Munich. 
The award presentation was 
broken down into two separate 
ceremonies – one at 11am and the 
other at 3pm. All 21 gold winners 
and their recognized products were 
honoured in the area  
Outstanding Product.

Galen Reynolds wins the 
2019 Berghaus Dragon's Back 
Race, setting a new course 
record, the same week he 
was announced as Montane’s 
newest Ultra Running Athlete. 

Created in 1992, the Dragon's 
Back is an epic following the 
mountainous spine of Wales 
from North to South, its 315km 
total length and 15,500m incline 
split into five days.

Add ruthless checkpoint 
cut-offs and largely un-tracked 
terrain, and the result is a 
brutally uncompromising race. 
To succeed requires incredible 
grit and self-management to not 
only make the cut-offs whilst 
ensuring the body is in a fit 

enough state to tackle the next 
stage. It is a race of international 
pedigree, commanding respect 
from those who tackle it, and awe 
from those who can't.

His overall finishing time of 
37 hours 48 minutes breaks the 
previous Dragon's Back course 
record (set by fellow Montane 
Athlete Marcus Scotney in 2017) 
by ten minutes. He was almost 
an hour clear of second place Jim 
Mann - with whom Galen ran 
with for much of the course.

Galen Reynolds, speaking after 
finishing, said: “I ran hard. But 
apart from all the pain, it feels 
really good to win.”

Galen's recent track record 
showed he was more than up 

to the task; with a second place 
finish in the 2018 and seventh in 
the 2017 Montane Tor Des Géants 
- a 330km non-stop race around 
the Italian Alps, proving his 
mettle. With 24,000m of ascent - 
not to mention the sheer daunting 
scale of the TOR - it is recognised 
as one of the greatest trail running 
races in the world. Galen's 2018 
time of 74 hours 40 minutes 
stands as one of the fastest times 
in the race's history.

Terry Stephenson, Montane 
Head of Marketing, said: “We are 
immensely proud of Galen. This 
record will be difficult to break and 
hope it acts as a sturdy foundation 
upon which his ultra running 
legacy can be built. Chapeau.”

Galen Reynolds sets Berghaus Dragon’s Back Ultra course record

OSPREY 
APPOINTS 

NEW HEAD OF 
MARKETING  

Osprey Europe strengthened 
its senior management team 

by appointing Gary Burnand as 
head of marketing.

Burnand brings a wealth 
of global brand marketing, 

commercial and eCommerce 
experience gained in previous 

senior roles at VF Corp, 
Barbour and Levi Strauss & Co.

Burnand said: “I am truly 
excited to be joining the great 

Osprey brand for the next 
stage in its growth journey. 
Osprey has been leading the 

way in packs for forty five 
years in design, functionality 
and sustainability. We have 
incredible momentum built 

on our vibrant team and 
pioneering culture.
“We are now building 

on our Outdoor technical 
capability with further 

expansion into Travel and 
Lifestyle sectors.” 

Jonathan Petty, managing 
director of Osprey Europe 

said: “I am delighted to 
welcome Gary to Osprey 

Europe to lead our Marketing 
department. Gary brings a 
wealth of consumer-facing 

marketing experience, 
building brands such as 

Barbour, Wrangler/Lee, Levis 
and Kraft across Europe.
“I am confident that he will 

help to further elevate the 
Osprey brand as we continue 
our journey to be the number 

1 pack brand in Europe.”

GALEN LEADING JIM MANN ON DAY FOUR 
OF THE BERGHAUS DRAGON'S BACK 
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Dyno Stretch Shorts
Updated with lightweight nylon GRANITE 

STRETCH Lite fabric, the Montane 
Women’s Dyno Stretch Shorts are ideal 
for multi-purpose use in the mountains. 

Benefiting from durability, wind resistance, 
stretch properties and a Durable Water 

Repellency, they offer high performance for 
warmer weather use.

New from Osprey
The Archeon series embodies the principles 

of essentialism and environmentalist for 
both hiking and backpacking. This new 
series combines recycled fabrics and a 

comfortable backsystem to produce a pack 
built for life in the outdoors.

01670 522 300
www.montane.co.uk

01202 413 980
care@ospreyeurope.com
www.ospreyeurope.com

Mac in a Sac POLAR 
Down Jacket

A year round insulation piece. The POLAR 
Down reversible jacket is available in 

various colours and in men and women’s 
styles. Packable and filled with RDS 

approved down, this innovative jacket 
punches above its weight.  Offered to retail 

with attractive mark-ups. Become a stockist 
today. Reversible, Packable, Down Jacket.

paresh@ledco.co.uk
01344 876 222

028 9079 0588
sales@targetdry.com
www.targetdry.com

HAIX hikes ahead at 
OTS 2019

HAIX has a global reputation for the design 
and manufacture of high-tech outdoor 

footwear for hiking, trekking and hunting 
and will be displaying its leading range of 

products for work and leisure at the Outdoor 
Trade Show 2019 - stand 260. Products on 

display will include the newly launched 
CrossNature range, the Black Eagle 

Adventure range and HAIX’s military boots.

Woolpower LITE 
Range

Woolpower LITE is a fabric that has 
exploded in popularity since Outwear 
started producing it. LITE is a thinner  

fabric that is good to use all year round. 
It feels cool against skin during warmer 
weather and warms the body when the 

temperature is cooler.

08751 8625 889
www.haix.co.uk

01576 490100
sales@outwearltd.co.uk
www.outwearltd.co.uk

Adventure Climb 
Rescue

Adventure Climb Rescue is a leading 
supplier of specialist equipment for the 

indoor and outdoor adventure market. They 
offer expert advice for selecting the right 

gear for adventure parks, ziplines, outdoor 
education centres and indoor climbing gyms. 

They are excited to use OTS 2019 (stand 
296) for the official UK launch of Singing 

Rock’s full range of premium climbing gear.

ODLO Fast and Light
Small and quick to pack, super light and 
extremely functional – Odlo’s outdoor 

performance line FLI (Fast & Light) 
prepares outdoor enthusiasts for anything 

the weather throws at them while hitting the 
trail. Incredibly lightweight, the FLI 2.5L 

Jacket is the perfect packable companion for 
summer adventures.

07340 577230
wayne@adventureclimbrescue.co.uk
www.adventureclimbrescue.co.uk

07581741799
James.Clark@odlo.com

Odlo.com

Get smart in the dark
Ledlenser’s extensive range of headlamps 
for the Outdoor Adventure, Running and 

Sports sectors see the addition of the new 
flagship MH11 Headlamp. This is the 

first Ledlenser headlamp with Bluetooth 
connectivity which enables users to control 

and personalise the light via an app on 
their smartphones. It’s also backed by the 

stunning seven-year with registration 
warranty. See the full range and show deals 

on Stand 312 at OTS.
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Corey V Half-Zip 
Fleece

You’d have to go a long way to find a 
microfleece top as popular as Corey – 

and with good reason. Constructed from 
Craghoppers’ amazingly soft recycled  
fleece fabric, Corey helps trap warmth  
with impressive efficiency, making it  

a firm favourite all year round.  
Wearing is believing.

DayPak Changing 
Bag

Inspired by contemporary streetwear, this 
changing bag looks just as good on Mums 

as it does on Dads. With a whole host of 
thoughtful design features, this 25L capacity 

bag is the one to have for parents with 
adventure on their agenda.

0161 866 0583
www.craghoppers.com

01756 702410
customerservice@micralite.com

www.micralite.com

Essential Warmer 
Pack

Grab your selection of Haago winter 
warmers. Pack includes one pair of hand 

warmers, one pair of toe warmers, one pair 
of insole warmers and one body warmer.

Develop your own 
backpacks

Are you looking to develop your own 
backpacks or travel bags?

Based in Hong Kong, Oxyamco are a 
specialist producer of all types of specialist 

bags including outdoor, travel, biking and 
military spec.

Their established factory has experienced 
technicians and is fully CSR and 

environmentally audited.

+44 20 3667 3434
hello@haago.com
www.Haago.com

+852 3702 0620
sales@oxyamco.com.hk
www.oxyamco.com.hk

Ecco X-Trinsic
Whether you’re heading to the beach, enjoying 
outdoor activities or strolling around the city 
on warm-weather days, the embossed Ecco 

X-Trinsic Sandal makes a stylish and practical 
choice. Expertly constructed from either Ecco 

Greywolf leather or rubberised, ultra-matte 
leather, this open-toe sandal is complemented 

with discreet embossing and set on a two-
toned Ecco Fluidform sole for a modern look. 

Easily adjusted for a personalised fit, the 
athletic three-strap design boasts a soft and 

stretchable lining for optimal in-shoe comfort.

Mobile Solar Chargers
Mobile Solar Chargers Ltd have specialised 
in fit for purpose portable power for the past 

five years. They have powered expeditions 
up Everest, across the Sahara, Antarctic 

and des Sables participants. For just daily 
backup or off-grid charging, get in touch with 

the contact details below for advice on the 
most suitable product.

0172 682 9510
www.gb.ecco.com

www.mobilesolarchargers.co.uk
enquiries@mobilesolarchargers.co.uk

01935 825914

Goal Zero Sherpa 
100AC

For versatile power on the move, the 
Goal Zero Sherpa 100AC is ideal. Airline 

approved with two high-speed USB-C 
power ports for portable devices as well 
as an integrated European plug socket. 

The Sherpa also has the wireless charging 
function for compatible smart phones.

Map of choice
Harvey is the map of choice for outdoor 

adventure. Harvey's have the finest 
areas for walking in the UK covered 

with the Trail Map, Superwalker XT25, 
Ultramap and British Mountain Map - all 
tough, lightweight, durable, 100 per cent 

waterproof and easy to fold and fit in your 
pocket. This focus on practical use has been 
recognised over the years by 14 awards for 

quality and innovation.

0116 234 4611
sales@burton-mccall.com

www.goalzero.com

01786 841202
marketing@harveymaps.co.uk

www.harveymaps.co.uk
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VANGO 
SPONSORED 

MARK 
BEAUMONT’S 

UK TOUR
Leading UK outdoor 

equipment manufacturer, 
Vango, was an official sponsor 

for cyclist, adventurer and 
broadcaster Mark Beaumont’s 
Around the World in 80 Days 

talk tour.
Mark Beaumont has 

become a household name 
through his documentaries 
about ultra-endurance and 

adventure. Having smashed 
the circumnavigation cycling 

World Record twice in his 
career, he now holds the 

18,000-mile title in a time 
of 78 days and 14 hours, 

averaging 240 miles a day. 
His epic documentaries have 

taken viewers to over 100 
countries, into the Arctic, the 

high mountains and around 
the Commonwealth, having 

also survived capsizing in the 
mid-Atlantic.

Rob Birrell, Vango 
Marketing Director, said: 
“With our common love 

of outdoor adventure and 
the excitement of treading 

new ground, we feel this 
sponsorship is the perfect 

fit for our brand and we are 
incredibly proud to support 

Mark Beaumont’s latest 
venture.”

Mark Beaumont said: “I 
first worked with the team at 
Vango when I was a student 

at Glasgow University, so 
it’s wonderful to see how the 
brand has grown and evolved 

since then.
“I have often used Vango kit 

when attempting my record 
breaking expeditions. I look 

forward to continuing my 
love affair with the brand and 
on embarking on many more 

adventures with Vango.”
The Around the World in 

80 Days talk tour tookplace 
throughout May.

Threshold Sports announce acquisition by sports marketing company, Infront
Threshold Sports, one of the 
UK’s fastest growing sports 
events agencies, have been 
acquired by global sports 
marketing company, Infront.

Founded in 2008, Threshold 
Sports’ innovative attitude towards 
creating extraordinary outdoor 
challenges has enabled them to 
continually deliver cutting edge 
sports participant, corporate and 
fundraising events for people of all 
abilities.

Threshold Sports believes 
people have tremendous potential 
to achieve more than they ever 
thought possible – hence their 
motto that More Is In You.

The acquisition deal falls in line 
with Infront’s focus on building its 
Personal and Corporate Fitness 
portfolio with iconic, quality 
events which will now include five 
award-winning Threshold Sports 
owned events.

The iconic Deloitte Ride Across 

Britain is a 980-mile route taking 
cyclists from Land’s End to John 
O’Groats and this year celebrates its 
ten-year anniversary. Dulux London 
Revolution, the UK’s largest two-
day cycling sportive takes cyclists 
on a unique 360° loop around 
London and now incorporates a 
trail running element to the event. 
The portfolio is completed with 
the Threhsold Trail Series; Dixons 
Carphone Race to the Stones, 
HEINEKEN Race to the Tower 
and Race to the King, three breath-
taking trail events along of the UK’s 
most iconic paths.

Threshold founder Julian 
Mack and CEO Nick Tuppen will 
continue to lead the company.

Hans-Peter Zurbruegg, Infront 
vice president Personal & Corporate 
Fitness, said: "Threshold's portfolio 
of high-quality events creates 
unique client experiences and 
emotions and aligns completely 
with our active lifestyle strategy, 

always aiming to promote a 
personal and corporate fitness.

“We are pleased to add their 
events and expertise to our 
portfolio, while broadening our 
presence in the UK market. There 
will be great opportunities to cross-
leverage the respective properties 
and assets of both companies, 
bringing their established event 
formats to continental Europe and 

vice versa."
Julian Mack, Founder of 

Threshold said: "Threshold’s 
purpose, through the medium 
of outdoor challenges, is to help 
people understand how much 
more they are capable of in life. 
With Infront’s energy, ambition, 
scale and measured approach we 
will be able to take our purpose 
to thousands more participants, 

charities, sponsors and employees 
across the UK and Europe. It is 
a gilt-edged opportunity to push 
ourselves to much greater things.”

Nick Tuppen, CEO of Threshold 
added: "Threshold has been on an 
incredible journey over the last ten 
years. We are always searching for 
new opportunities to take our mantra 
of More Is In You to more people and 
Infront’s unrivalled expertise and 
shared values make them the ideal 
partner to expand into Europe and 
beyond. It marks a hugely exciting 
new chapter for the company.”

Infront has put placed a strategic 
focus on building its Personal 
and Corporate Fitness portfolio – 
from the acquisition of B2Runin 
2013, to the recent acquisitions of 
BARMER Women's Run, XLETIX 
Challenge and Muddy Angels Run 
in 2018. Its footprint of events now 
spans 12 countries and offers more 
than 500,000 participants a wide 
range of fitness challenges.

as Scafell Pike and Helvellyn, and 
the Fell Top Assessors have to be 
prepared for any eventuality.

The rain in the Lake District 
can be a constant, which has been 
perfect for the team to experience 
the waterproof and moisture 
management benefits of Mountain 
Hardwear’s new Gore-Tex range, 
including Exposure/2 Gore-Tex 
Pro Jacket and Pant.

Jon Bennett, long-time Lake 
District National Park Fell Top 
Assessor, said: “During the winter 
period there’s no let up on the 
number of visitors to the Lake 
District. However, the weather 
and ground conditions can change 
very quickly on the high fells and 
we need to communicate these 
conditions to the public in a timely 
manner. To do this, we need to 
be able to safely get to the top of 
Helvellyn every single day, often 
in harsh winter weather. We 
couldn’t do this without being 
fully prepared and equipped in 
Mountain Hardwear products.”

Rhys Henderson, from Mountain 
Hardwear UK, added: “The 
incredible work the Fell Top 
Assessors carry out is no exception 
and we will continue to support 
the team with our latest garments 
and equipment, for many winter 
seasons to come.”

Performance apparel and 
equipment brand Mountain 
Hardwear has ensured a safe 
Winter season for the Lake 
District Fell Top Assessors and 
the walkers and climbers they 
protect, continuing its three 
year partnership by equipping 
the experienced team of three 
with its latest range of clothing, 
accessories and equipment.

The role of the Fell Top Assessor 
is a vital one, keeping outdoor 
adventurers up-to-date on weather 
conditions on a daily basis via 
Weatherline, social media and one-
to-one conversations with passing 
hillwalkers and climbers. The team 
also offers winter skills training 
courses to give outdoor enthusiasts 
better knowledge to enjoy the hills 
safely and responsibly all year round.

The team of three, who are 
mountaineers Zac Poulton, Jon 
Bennett and Graham Uney, rely 
on the unparalleled extreme 
weather performance of Mountain 
Hardwear’s no compromise range, 
to help them reach the summit 
safely and comfortably.

Although this season has been 
mild in comparison to 2018, which 
saw the arrival of the ‘Beast from 
the East’, weather conditions can 
change in an instant on the Lake 
District fells and mountains, such 

Mountain Hardwear 
helps Fell Top Assessors 
reach their Peak

Bowland Pennine Mountain Rescue Team (BPMRT) is further 
embracing eco-friendly rechargeable technology by using a 
range of headtorches together with rechargeable batteries sent 
by leading rechargeable battery manufacturer GP Batteries UK, 
to help it carry out its life-saving work.

BPMRT first received products from GP Batteries last year; utilising 
GP's handheld torches to help with its search and rescue missions.

The charity has now further adopted GP's eco-friendly range and has 
been using GP's XPLOR headtorches with their rechargeable Recyko 
batteries during its recent night time search and rescue missions - 
including a search for two lost walkers, with reports that one of the 
walkers was in the early stages of hypothermia.

Julian Earnshaw, Search Controller for the BPMRT, said: "The 
headtorches lasted all through the night search in freezing conditions 
and were quickly recharged using the USB battery chargers."

Kev Camplin, Team Leader for the BPMRT, added: "Using rechargeable 
cells dovetails into our environmental guidelines of protecting the 
environment and minimising our impact on the countryside"

GP's rechargeable Recyko+ Pro batteries, which can be charged up 
to 1,500 times; not only give Bowland Pennine Mountain Rescue Team 
1,500 times more battery usage than a single-use disposable battery; 
saving them money, but 1,500 less batteries will have to be used and 
recycled or sent to landfill; saving the environment.

As well as powering their hand held and head torches, GP's 
rechargeable Recyko+ Pro batteries power the rescue team's pagers and 
medical diagnostic systems, helping them to effectively carry out their 
job, while being more eco-friendly.

With 60 volunteer members, Bowland Pennine Mountain Rescue Team 
provides a search and rescue service for injured or missing walkers, 365 
days a year, 24 hours a day. Members are called out by pagers to assist the 
police in cases of lost walkers or by the ambulance service for those injured.

For more information about GP Batteries' range of handheld and head 
torches and rechargeable batteries range please visit uk.gpbatteries.com

For more information about Bowland Pennine Mountain Rescue 
Team please visit http://www.bowlandpenninemrt.org.uk/home.htm

Mountain Rescue Team goes 
green with GP Batteries 
rechargeable range

FELL TOP ASSESSORS (LEFT TO RIGHT)  
JON BENNETT, GRAHAM UNEY AND ZAC POULTON
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consumer awareness, promoting and 
delivering the values for which the 
brand stands – but also for survival.

Every brand should know and 
understand its IP – what is has – 
trademarks, design rights, patents 
and copyright, and how each might 
be enforced, on and offline. And 
it’s not always as expensive as you 
might think to either register or 
enforce IP.

A trademark in the UK can cost 
as little as £170, and the basic fee 
of a European Union trademark 
registration starts from €850, both 
for a single mark in one class of 
goods or services.

Design rights, often the linchpin 
of creative products, cover the 
shape, pattern and colour (but 
not the function). In the UK, 
registration is capped at £60 for 
a first design. Brands can apply 
online for an EU registered 
community design for €350. 
Patents, on the other hand, can be 
expensive and difficult to obtain 
although may, of course, be worth 
the investment.

Copyright, unlike the others,  
is an automatic IP right which  
does not need to be registered. 
It can be registered in some 
territories, however, in 167 
countries, copyright arises 
automatically upon creation, 
making it the most common IP 
employed by brands worldwide.

Once you’ve done some initial 
research yourself, firm up your IP 

fake products, duping consumers 
into believing their product is 
genuine. While using the same 
ASIN is permissible for legitimate 
sellers of the same, genuine goods, 
if you find counterfeit products 
under a real ASIN report the  
seller to Amazon immediately, 
either manually or through the 
Brand Registry.

Several platforms exercise 
‘repeat offender’ policies meaning 
those attempting to expand their 
counterfeit empires are blacklisted 
from trading, along with their IP 
address, identification and any 
associated bank details.
The more progressive online 
marketplaces, such as some of 
those owned and operated by the 
Alibaba Group, have embraced 
the reality that SMEs don’t always 
have Chinese registered IP. As 
such, Alibaba accepts foreign IP 
in defence of any brand on its 
externally facing platforms. This 
has been a complete game changer 
for many brands and is something 
that SnapDragon campaigned for 
alongside others.

Fighting fakes online can feel 
like a never-ending problem. Too 
often, what you see is really only 
the tip of the iceberg. However, 
if you find a counterfeit don’t 
panic. With diligence, tenacity 
and the application of your IP you 
can ensure your customers and 
revenues remain safe safe.

T he Organisation for 
Economic Co-operation 
and Development (OECD) 

reported that imports of counterfeit 
and pirated goods are now worth 
over half a trillion dollars a year, 
contributing 3.3 per cent to global 
trade statistics. Manufacturers of 
outdoor apparel have not escaped 
this horrifying figure.

While many of us associate 
fakes with luxury fashion brands, 
specialised outdoor clothing brands 
have, increasingly, become a 
lucrative target. Luring customers 
‘in’ with unbelievable ‘online offers’, 
the unsuspecting customer has 
never considered the deal could be 
fake - yet sadly it is. Very fake.

What can brands do to 
protect themselves?
Protecting the intellectual property 
(IP) of a brand is vital. Vital in 
terms of building the brand, raising 

strategy with an expert IP lawyer. 
Such experts may often identify IP 
you didn’t even know you had, or 
could protect!

The key to a successful IP 
strategy depends on originality 
and novelty, so maintaining 
secrecy, prior to registration, is 
crucial. Start-ups, often eager to 
impress potential investors, have 
all too often been left vulnerable 
thanks to crowdfunding and 
pitching competitions – so be 
wary and protect your brand, even 
in its infancy. Non Disclosure 
Agreements (NDAs) are a good 
starting point and any serious 
investor worth their salt should be 
pleased to see you protecting your 
thought processes.

How should brands use 
their IP?
IP rights can be enforced on and 
offline. While offline can be more 
expensive and complex, there is 
no excuse with regards to online 
monitoring. Great software 
exists to make this easier, such as 
SnapDragon’s Swoop, but you can 
do much of this yourself along with 
the help of Google translate and a 
good deal of patience.

Search online marketplaces, 
social media platforms and 
auction sites for your brand. Use 
terms which aren’t quite perfect, 
odd spellings, and create quirky 
descriptions – they will often turn 
up copies. Use Google Translate and 

THE WEAR AND TEAR  
OF COUNTERFEITS

Rachel Jones, Founder of SnapDragon, examines how  
brands can protect themselves from counterfeiters

seek in Russian, Chinese and other 
languages. Use image searches to 
see if your own photos have been 
edited, reformed and are now 
advertising something different.

When you find infringing 
listings, you can report these to 
the platform in question. Each 
reputable platform has a policy 
relating to intellectual property 
and how it can be reported.

There’s plenty of free advice 
around. Both the Intellectual 
Property Office (IPO) and The 
European IPO have several tools 
and services regarding the effective 
protection of IP. The UK IPO offers 
a mediation service and access to 
the IP Enterprise Court’s small 
claims track. Both offer access to 
the Enforcement Database where 
you can register your brand to alert 
the Border and Customs authorities 
to fake goods crossing borders.

How can brands use 
e-commerce platforms 
to their advantage?
Having a comprehensive ‘white 
list’ of authorised sellers is a useful 
first step for any brand, enabling 
those charged with the online 
monitoring to keep an eye on 
suspect listings and sellers.

A common issue on Amazon is 
‘piggybacking’, where sellers of 
counterfeits tag onto legitimate 
ASINs (Amazon Standard 
Identification Numbers) to sell 

“ Every brand should know and understand its IP – what is has – trademarks,  
design rights, patents and copyright, and how each might be enforced, on and offline.  ” 
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Ernest Shackleton and Wilfred 
Thesiger, to name just a few. Their 
stories, combined with the Peak 
District and my family’s love of 
foreign exploration and fortunate 
ability to travel to interesting 
places like Thailand, Tunisia and 
Morocco, instilled in me a sense of 
adventure and generated my desire 
to travel.”

He grew up in Forsbrook, Stoke-
on-Trent, Staffordshire, where 
the wild hills of the alluring Peak 
District hugely influenced that 
interest, leading to his adventurous 
career path. “I was so lucky to be 
brought up with it on my back 
doorstep. It was my playground. 
Mum and dad would take me and 
my brother out into the wilderness 
most weekends, rain or shine, and 
let us discover, lead the way, and 
explore all the nooks and crannies 
of the National Park.” 

The fifth in a long line of 
Levison Woods, both his father 
and grandfather helped to shape 
his future as an explorer, travel 
writer and soldier. A former 
member of the Territorial Army 
and a geology teacher, his father 
instilled in him a passion for the 
great outdoors, camping in the 

Uni travels
Levison read modern history at 
Nottingham University, with 
his dissertation thesis on travel 
writing. Continuing to travel 
through university in his insatiable 
search of adventure, he’d roam the 
wilds of the Scottish highlands and 
trek across the plains of eastern 
Europe, once hitchhiking home 
from Cairo via Jerusalem and 
Baghdad in the middle of the  
Iraq War!

Romantic notions of life on the 
mysterious Silk Road took hold and, 
spurred on by his fascination of the 
early explorers, after graduating, 
with an honours degree in History 
in the bag, just a few hundred quid 
in his pocket and new rucksack on 
his back, he chose to travel rather 
than join the army straight away, 
following in the footsteps of notable 
travellers along this impressive 
overland route through Russia, 
Iran, Afghanistan and Pakistan to 
India. Walking and hitchhiking his 
way by whatever means available 
sometimes meant by donkey or 
horse and cart. Five months later, 
he arrived in Goa, having enjoyed 
one of the highlights of his early 
backpacking adventures and 

H e was the first to walk the 
length of the Nile, nearly 
died in the Himalayas, 

has trekked the Americas and 
journeyed from Russia to Iran, 
tackling hostile environments, 
such as jungles, deserts and war 
zones, along the way.

Described by Sir Ranulph 
Fiennes as “a great adventurer and 
wonderful storyteller”, and to have 
“breathed new life into adventure 
travel” by Michael Palin, ambitious 
adventurer Levison Wood was born 
to explore. “Sir Ranulph Fiennes 
is one of my own inspirations, and 
I have been fortunate enough to 
speak alongside him on a number 
of occasions,” he tells me. “It’s not 
often that you get to work with one 
of your heroes, so that feels pretty 
special. What can I say… I’ve learnt 
from the best!"

Making childhood 
dreams come true
Levison caught the travel and 
adventure bug as a young boy. 
“I grew up reading tales of great 
explorers past, from Lawrence of 
Arabia and Alexander the Great, 
and Captain Scott and Christopher 
Columbus, to John Hanning Speke, 

middle of nowhere and passing on 
all the basics of surviving outdoors. 
His grandfather, meanwhile, 
enchanted him through his stories 
about his time as a soldier in 
Burma, marching through thick, 
jungle-clad mountains alongside 
the Gurkhas , attracting Levison 
to a career in the army. An army 
officer advised him to firstly get 
fit, run a mile and a half in nine 
minutes, learn military history 
and to read a map and compass, 
join the TA, read the news, take a 
gap year and, above all, to travel. 
Following these tips to the letter, 
working on his A-levels at school 
by day, by night Levison would 
study contours and ridgelines, do 
press-ups and swot up on history, 
alongside keeping up-to-date with 
international affairs and political 
scandal and, of course, he travelled.

Going solo - 
backpacking tales
Levison’s thirst for his first great 
adventures saw him backpack 
around the world for six months 
before university. At 18, he 
journeyed alone around South 
Africa, Zimbabwe and Zambia, 
falling in love with the continent 

FOLLOWING IN FAMOUS FOOTSTEPS… 
EXPLORING, INSPIRING, DREAMING & DISCOVERING

Angela Sara West chats with Levison Wood, one of our greatest-living 
explorers about his amazing adventures, lessons learned from his epic 

extended walking expeditions, responsible travel, what exploration means 
in the 21st century, working with Prince Harry, and his new TV series, 

‘ARABIA’, set to take our screens by storm this summer.

and cementing his love of travel 
and exploration, and also took in 
Southeast Asia, India and Nepal, 
where his exciting escapades 
were certainly extraordinary and 
memorable. Not only did he spend 
two weeks hiding in the Nepalese 
mountains when the Nepali 
royal family was massacred in 
Kathmandu and the country went 
into lockdown with people being 
killed in the streets, but he had his 
passport stolen and, after a gruelling 
53-hour bus journey to Delhi, 
became so violently ill in India that 
he was forced to fly home.

Despite its dangers and 
unpredictability, he found 
hitchhiking among the best ways 
to meet people. Always interesting, 
he says travel by its very nature is 
a fascinating education. “I enjoy 
travelling solo because I think it 
makes it easier to meet people – 
locals are much more likely to pick 
you up and take you in when you’re 
on your own. That said, I’ve also 
enjoyed travelling with some mates 
and guides over the past five years. 
The people you travel with can 
really make or break your overall 
experience, so you need to be sure 
of your company before you set off!”

PICTURE CREDIT: SIMON BUXTON PICTURE CREDIT: SIMON BUXTON
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the initiation into the world of 
serious travel. “The Silk Road is 
an incredible region of the world,” 
he says. “I’d recommend anyone 
wanting to do a road trip to go there.”

Army life and royal 
connections
On joining the British Army, 
Levison’s stint at Sandhurst saw 
him train alongside the Duke of 
Sussex. “We were at Sandhurst 
together and have remained 
friends since. Prince Harry’s 
charity, The Endeavour Fund, 
for which I am an ambassador, is 
very close to my heart. It enables 
wounded servicemen and women 
to go out and do adventures and 
expeditions after injury to support 
their rehabilitation, and I’m very 
keen to support it year on year. I 
think it achieves great things!”
As an officer in the elite Parachute 
Regiment, exercises took him 
worldwide, from Belize and 
Malawi, “although most of the 
time we trained in Wales”. His 
time in the army saw him serve 
in Afghanistan in 2008, fighting 
Taliban insurgents. Having being 
promoted to Captain, while leading 
paratroopers on a climb of Mount 
Meera he experienced a moving  
return to Nepal, where he was 
reunited with his old friend and 
guide from his backpacking days 
there in his late teens. Levison’s 
five years of service paved the way 
for his current career, providing 
the perfect springboard. When it 
comes to credibility, experience 
is, of course, everything, and in 
2010, Levison left the army, having 
acquired the skillset and mindset 
to lead others on expeditions in 
some of the wildest parts of the 
world, marking the start of his 
career as a ‘professional explorer’.

Secret Compass
Alongside taking up a career 
in journalism, he co-founded 
the adventure travel company 
Secret Compass, an independent 
expeditionary enterprise 
which conducts pioneering and 
exploratory expeditions to unique 
and remote areas worldwide on 
behalf of private clients, television 

production companies and major 
networks, including the BBC, ITV, 
Channel 4, Discovery Channel 
and National Geographic. Levison 
led pioneering journeys into 
undiscovered regions, including 
the first-ever successful crossing 
of Madagascar on foot, mountain 
climbing in Iraq, and a horse riding 
expedition retracing the steps of 
the explorers of the Great Game 
- attempts by the Russian and 
British Empires to gain influence 
in central Asia and along the 
Indian border through subterfuge, 
espionage and diplomatic deals 
with local chiefs.

Sensational small-
screen series, bestselling 
books amd poignant 
photography
Having made a bit of name for 
himself through his work for the 
company, he was approached by 
a director to make a television 
programme. The rest, as they say, 
is history. 

On his mission to challenge 
myths and popular misconceptions 
and contest stereotypes, the 
inspirational paratrooper-
turned-photographer/explorer/
writer/broadcaster now 
educates and inspires a new 
generation of adventurers to 
visit misrepresented and off-the-
beaten-track places. By completely 
immersing himself in unfamiliar 
cultures, meeting indigenous 
and influential people, including 
interviewing the Dalai Lama, along 
the way, through his honest and 
authentic accounts of life on the 
road, Levison hopes to change 
preconceptions with tales of hope 
and hospitality, shining a new 
light on countries and peoples 
misrepresented in the media.

Traveller’s tales
Enjoying the freedom to explore 
the world, what does this unrivalled 
universal globetrotter love most 
about travelling and his nomadic 
lifestyle? “The people I meet 
along the way. That’s why I travel. 
Even in the most desolate places, 
where people have near to nothing, 
I’m greeted with overwhelming 

hospitality, and their happiness and 
hope restores my faith in humanity. 
I try my best to narrate this to my 
readers in my books.” 

He says his journeys are always 
about the people he encounters, 
and their kindness and generosity, 
with his latest series, ‘ARABIA 
with Levison Wood’, which 
premieres at the end of June on 
the Discovery Channel, seeing him 
meet people throughout the Middle 
East who gave him hope about the 
misunderstood region of the world, 
and discovering what it means to 
be a modern-day Arab.

Hair-raising moments – 
occupational hazards
Travelling through the Middle East 
proved his most arduous challenge, 
and a moving experience. “Many 
of the countries I passed through 
on my Arabian journey were hair-
raising,” he reveals. “Crossing 
difficult borders in times of 
conflict, particularly in places such 
as Iraq, Syria and Yemen, not to 
mention the practical difficulties 
of travelling across the ‘Empty 
Quarter’ desert, one of the harshest 
environments in the world. Unable 
to get to Saudi Arabia through 
Yemen, I had to take a dhow around 
the Horn of Africa, through some 
of the world’s most heavily-pirate-
infested waters.”

He says his most frightening 
experience to date was the 
horrendous car accident on a 
mountain pass in Nepal in 2015, 
where the taxi he was travelling in 
went hurtling off a cliff after the 
brakes failed, falling 450 feet and 
plummeting into a jungle ravine 
and rolling ten times. “I recently 
visited the site of the accident and 
saw the rusty remains of the car. 
That was a really lucky escape.”

Levison the ambassador
With his extensive experience in 
travel and exploration, Levison 
was made a Fellow of the Royal 
Geographical Society in 2011, 
and is also an elected Fellow of 
the Explorers Club and a visiting 
Fellow at CASS Business School. 
“My role means I occasionally 
give talks there about my own 

adventures, and I like to support 
others in my field there,” he 
explains. He’s a Patron of the 
AMECA Trust, too, and has 
conducted scientific research in 
Central Africa for the Natural 
History Museum..

He’s also an ambassador for 
various charities, including ABF 
(Army Benevolent Fund), Walking 
with the Wounded, Ulysses 
Trust and Tusk Trust. “My role 
is to increase awareness of the 
hard work they are doing. I often 
support them in raising money 
by giving talks and, where I can, 
I try to visit their work myself. I 
recently went to Nepal with The 
Gurkha Welfare Trust to witness 
first-hand the projects they are 
carrying out in rural Nepal to 
support Gurkha veterans and 
their dependents. It was really 
astonishing, and something I am 
very proud to be a part of.”

He’s also involved with 
UNICEF’s collaboration with the 
International Cricket Council’s 
‘Cricket for Good’ programme. 
“UNICEF is one of the charities I 
work closely with and, this year, I 
have been asked to work on their 
new campaign #OD4C, (One Day 
for Children), with proceeds from 
the match between England and 
India on 30th June going towards 
UNICEF’s work in cricket-playing 
nations to help children learn to 
play and be healthy. I will be at 
the game at Edgbaston at the end 
of June, helping to raise as much 
money as possible!”

Incredible Journeys  
for kids
In his bid to inspire youngsters to 
find their inner adventurer, the 
modern-day explorer has made 
his first foray into children's 
publishing, having just launched 
his first children's book. ‘Incredible 
Journeys: Discovery, Adventure, 
Danger, Endurance’, published by 

Wren & Rook. Filled with fantastic 
tales of the greatest adventurers, 
plus tips for aspiring explorers, the 
beautifully-illustrated title takes 
kids’ imaginations on the grand 
voyages of famous adventurers 
to undiscovered lands. “I’m really 
proud of this and, hopefully, it 
will inspire the next generation of 
explorers,” he says.

Recounting the dramatic tales 
of history's most daring pioneers, 
with illustrator Sam Brewster’s 
stunning artwork and vibrant maps 
showing the routes and bringing 
various cultures to life, the 
colourful book explores some of the 
landmark expeditions throughout 
history that have inspired 
Levison's own travels, from the 
Silk Road to Scott and Amundsen's 
race to the South Pole.

2019 and beyond…
Not one to sit still, with your 
average nine-to-five lifestyle not for 
Lev, this true traveller finds himself 
on the road “more often than not!” 
and this roving risk-taker says 2019 
marks the first year in six years that 
he hasn’t been on a long walking 
expedition. “For those, I’d be away 
for at least six, and up to nine 
months at a time. Now, I’m doing 
shorter projects, but more of them, 
and I’m doing more work with the 
army, so I’m still away a lot of the 
time. I’ve been to eight countries 
already this year - Sri Lanka, Bali, 
Nepal, Iceland, South Africa, 
Mexico, Croatia and France, where 
I visited Normandy for the D-Day 
75th Anniversary Events and met 
some of the Para veterans.”

With his eternally-itchy feet 
finding him always on-the-go, 
what else is on the agenda? “I’m 
also filming something exciting 
in Africa this summer. I can’t 
say much more about that at this 
point, but it will be on TV in early 
2020, and there may well be an 
accompanying book!”

‘ARABIA with Levison Wood’ airs at 9pm on Discovery Channel 
UK from Thursday 27th June and continues throughout July. The 
paperback version of his book, ‘Arabia: A Journey Through The Heart 
of the Middle East’, published by Hodder & Stoughton is also out this 
June: www.hodder.co.uk
His children's book, ‘Incredible Journeys’, is out now, published 
by Hachette's Children's Group imprint, Wren & Rook: www.
hachettechildrens.co.uk
Levison’s Belstaff Fieldmaster jacket is available in-store and on the 
Belstaff website: www.belstaff.co.uk/Levison-wood-jacket.html
Levison’s Explorer's Espadrilles are available from Oliver Sweeney: 
www.oliversweeney.com/levison-wood
Follow Levison’s news and progress on his expeditions in real time on 
Twitter: @Levisonwood
For further information, visit: www.levisonwood.com

OUTDOOR

PICTURE CREDIT: SIMON BUXTON
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ON YOUR E-BIKE: 14 PER CENT OF UK CYCLISTS 
INTEND TO BUY AN E-BIKE IN THE NEXT YEAR 

With the Ultra Low Emission 
Zone (ULEZ) now in force in 
London, there seems no better 
time to ditch the polluting 
motor and hop on an e-bike.

Those choosing to do so will be 
joining the e-bike revolution, as 
according to latest Mintel research 
- an impressive 70,000 e-bikes 
were sold in the UK in 2018.

Going up a gear, over the past 
year there has been an estimated 
eight per cent increase in e-bike 
sales by volume, while sales by value 
climbed 15 per cent. Although only 
six per cent of cyclists currently 
own an e-bike, things are set to take 
off for these pedal assisted bikes - as 
14 per cent of cyclists intend to buy 
one in the next 12 months, a rise 
from 11 per cent in 2017. Overall, 
45 per cent of current cyclists 
say they would be interested in 
test-riding an e-bike, while 32 per 
cent of ‘potential cyclists’* are also 
interested in trying one out.

Just as men of a certain age love 
their Lycra, it seems they love 
their e-bikes too. Male cyclists are 
four times (eight per cent) more 
likely than female cyclists (two 
per cent) to own an e-bike. Among 
male cyclists aged 25-44, e-bike 
ownership has reached double-

digit percentages (11per cent).
John Worthington, Senior 

Analyst, said: “E-bikes are still 
in the ‘early adopter’ stage, their 
core customers most likely to be 
technophile men under 45. The 
challenge and opportunity for bike 
brands and retailers is to market 
the e-bike as something less ‘techy’ 
and more mainstream.

“The e-bike could be the catalyst 
for opening up cycling as a whole into 
a more mass participation activity, 
becoming far less dependent on its 
Lycra-clad image. The emergence 
of e-bike hire schemes is likely to 
provide a stimulus to the burgeoning 
e-bike market. For major retailers 
and dealers this is now the fastest-
growing product.

“While some may be happy to 
rent, others will no doubt wish 
to acquire their own models. It 
is likely that many customers 
may delay purchasing an e-bike, 
waiting to see if prices come down. 
Current economic uncertainty 
may also cause would-be buyers 
to defer payment. While younger 
generations are far more sensitive 
to these economic pressures, those 
over 40 are more likely to spend in 
the £1,000 plus category - which is 
what most e-bikes cost.”

Cycling slowdown
While the e-bike is experiencing 
something of a revolution, there has 
been a definite slowdown in cycling 
participation. Just over a quarter 
(27 per cent) of UK adults currently 
cycle, down from 29 per cent in 
2017. In fact, 2018 represents the 
third consecutive year of decline 
since 2015, when participation 
peaked at 38 per cent. But there 
has been a two-percentage point 
increase in cycle commuting - up to 
29 per cent in 2018, from 27 per cent 
in 2017. Within the London area, the 
percentage of cyclists who commute 
by bike has risen by four percentage 
points to 34 per cent in 2018, from 
30 per cent the previous year.

Among those who either do not 
cycle at all or do so only occasionally 
(less than weekly), 45 per cent cite 
concerns about road safety as a 
deterrent. Meanwhile, a quarter 
of these consumers see the cost of 
buying/maintaining a bicycle as off-
putting (24 per cent); while 24 per 
cent attribute lack of participation 
to poor fitness; and a lonely 20 per 
cent say they do not cycle as they 
have no one to cycle with.

Mintel estimates that 2.5 million 
bicycles were sold in 2018, down 
-3.8 per cent compared to 2017. 

Market value is estimated at £925 
million in 2018, a slight rise of 
1.6 per cent from 2017. Overall, 
one in five (20 per cent) cyclists 
purchased a bike for themselves 
in the past 12 months. While 46 
per cent of cyclists say they are 
interested in upgrading to a more 
premium bike, four in ten (40 per 
cent) cyclists say they change or 
upgrade their bike less often now 
than in the past, rising to 47 per 
cent of Millennials. A further 34 
per cent say they are putting off 
buying a new bike at the moment 
because of economic uncertainty.

Worthington added: “Whilst bike 
buyers are happy to pay a bit more, 
when upgrading, it seems more 
people are delaying purchases 
or upgrading less frequently 
- hence the decline in volume 
sales. Cycling ticks all of the right 
boxes on physical and mental 
health, pollution, congestion and 
low-carbon sustainability, but 
there are few signs of growth 
and all stakeholders, public and 
commercial, will need to combine 
their collective energies if this 
potential is to be realised.”

Indoor potential
Finally, at the ‘performance cycling’ 

end of the market there is a strong 
degree of interest in the new wave 
of ‘smart trainers’ – tools used for 
connecting a bike to a laptop, tablet 
or phone and training indoors,  
riding virtual courses and competing 
with others. Some 30 per cent of 
current cyclists either already own 
or would be interested in buying  
this kind of technology, meanwhile 
nine per cent of ‘potential cyclists’ 
are also interested in buying a  
‘smart trainer’.

Worthington said: “There has 
been a raft of recent product 
innovation in ‘smart trainers’ from 
leading brands. Indoor cycling 
is a fast-growing area in which 
bike shops can play a role by 
holding product demonstrations. 
Cycling enthusiasts are likely to 
be attracted by the fitness and 
performance aspects, as well as 
the social and ‘gamified’ elements 
of friendly competition with 
other players. Smart trainers are 
generally aimed at the serious road 
bike user riding virtual Tour routes, 
but could also have an appeal to 
more casual users or those who are 
currently non-cyclists.” 

* those who do not currently cycle 
but are interested in doing so

“ The e-bike could be the catalyst for opening up cycling as a whole into a more mass participation activity,  
becoming far less dependent on its Lycra-clad image. ” John Worthington, Senior Analyst
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already popular kit even better for 
our dhb customers.”

Canyon dhb has tested a variety 
of versions of the products over the 
past 12 months, even visiting a wind 
tunnel in the process, resulting in 
a high performing kit for cyclists 
looking for race ready, premium kit.

As well as taking home the Tour 
Series title the team has celebrated 
an array of success this year while 
wearing the latest versions of 
Raceline 2.0.

Canyon dhb held the KOM jersey 
for 2 stages at Tour de Yorkshire 
and there were wins for Tom 

Stewart at Lincoln GP, and Rory 
Townsend at the East Cleveland 
Klondike, both part of the National 
Road Series (NRS). As well as the 
overall team title, Canyon dhb  
also won four individual victories 
at the OVO Energy Tour Series, 
claiming victories at Motherwell, 
Aberdeen, Birkenhead and the 
finale in Brooklands.

The team also saw success for 
Alex Richardson at the Puivelde 
Koers Pro Kerm and with Aeron 
Lab Raceline 2.0 the team is 
confident of many more victories to 
come this year.

Aeron Lab prides itself on its 
second-skin fit and lightweight, 
technical fabrics, which make it 
high-end, high performing and 
great value.

The Aeron Lab collection doesn’t 
compromise on quality, so it is the 
perfect choice for top-level road 
cyclists to take with them on their 
next challenge.

CYCLING INSIGHT
GLOBAL 
CYCLING 

NETWORK 
TEAMS UP 

WITH BELL FOR 
NEW HELMET 

PARTNERSHIP 
Leading helmet brand Bell 

has signed an exclusive 
partnership with Global 

Cycling Network (GCN), the 
world’s leading channel for 

road cycling.
The new deal will see all 

seven of the channel’s 
presenters, which include 

former Tour de France 
and Giro d’Italia rider Dan 
Lloyd, and former road and 

mountain bike pro rider 
and Commonwealth Games 
athlete Simon Richardson, 
wear a range of Bell’s latest 

road helmets.
Born and bred in California, 
Bell began creating helmets 
to service the unmet needs 

of those with a speed-hungry 
disposition. The brand 

seeks to celebrate utility 
and authenticity, an ethos 

embedded in the DNA of GCN.
Austin Rojas, Bell’s road/

recreation marketing 
manager, said: “We at Bell are 

very excited and proud to be 
partnering with the biggest 

cycling network in the world, 
Global Cycling Network. We 

are continuing to grow our 
brand presence, legitimacy 

and global awareness in road 
cycling and because of that, 
partnering with GCN was a 
no-brainer. The presenters 

and staff of GCN will now 
be wearing the all-new Z20 

AERO, Z20, Javelin and 
Stratus road helmets. We are 
looking forward to seeing our 
brand at the forefront of their 

global exposure and reach.”
Simon Wear, Founder and 

CEO, Play Sports Group, said: 
“We are extremely pleased 
to welcome Bell, one of the 

world's leading cycling helmet 
brands to GCN. With safety, 

comfort and performance 
at the core of what we do, it 
is essential to have a great 

helmet partner. We are very 
grateful for Bell's support in 

helping GCN make many more 
highly engaging cycling videos 

in the years to come.”

dhb, the cycling specialist, has 
announced it is producing an 
updated line of its premium 
collection, Aeron Lab Raceline.

The new collection, Aeron Lab 
Raceline 2.0, has been refined and 
improved with the help of UCI 
Continental team and OVO Energy 
Tour Series winners, Canyon dhb, 
as well as customer feedback.

Canyon dhb, who are currently 
enjoying a terrific season, has been 
instrumental in helping dhb enhance 
the fit, fabrics and chamois of the 
range’s jersey, shorts and skinsuit, 
which are all worn by the team.

Kirsty Smith, marketing 
manager at dhb, said: “We’re 
delighted to have a team like 
Canyon dhb in place to help us to 
develop the very best racing kit.

“We work extremely closely with 
the riders and use their feedback 
to continuously develop our range 
and ensure it always delivers high 
performance and to make the 

dhb launches Aeron Lab  
Raceline 2.0 with Canyon dhb

For ten years, Bosch eBike 
Systems has been setting new 
standards with drive systems 
for eBikes.

Togehter with our partners and 
customers, Bosch has played a 
decisive role in shaping the eBike 
market. eBikes have now taken 
their place at the centre of society 
and become a form of mobility that 
inspires all ages and target groups.

As one of the driving forces 
behind eBike technology, the 
company has grown steadily in 
recent years. With innovative 
solutions ranging from eBike drive 
systems and connectivity solutions 
to products that make eBiking safer, 
Bosch eBike Systems continues to 
push the boundaries for the future 
of mobility in the bicycle sector. 

Aiming to support the 
further development of bicycle 
mobility, from January 2020 
the former Bosch business unit 
is to be reorganised within the 
Bosch Group, making it more 
independent of the existing 
automotive divisions.

The success story: 
From a start-up to one 
of the leading manu-
facturers
Modest beginnings: Bosch eBike 
Systems was established in 2009 
as a start-up within the Bosch 
Group. It was given development 
support and room to grow within 
the Group, making use of the 
available expertise, including 
cordless technology behind 
cordless power tools, as well as 
electric motors, electronics and 
sensors in the automotive sector. 

Claus Fleischer, CEO of Bosch 
eBike Systems, said: “Ten years 

ago, we started out with a handful 
of employees who believed in the 
pedelec, demonstrating excitement 
and a lot of personal commitment. 
Nevertheless, none of us would have 
expected what success story would 
develop from these beginnings.”

The group took an international 
approach from the outset. Following 
its launch in the European markets, 
the company opened its own 
subsidiaries in North America and 
Asia in as early as 2014.

It has also been active in the 
Japanese market since 2017. 
Today, Bosch eBike Systems is 
among the leading manufacturers 
of eBike drive systems within the 
premium segment.

More than 70 well-known bike 
brands have put their trust in 
"epowered by Bosch" products.

Innovative milestones 
2009 – 2019
It all began with an idea: a 
sophisticated system solution in 
which all components fit perfectly 

together. The first eBike drive 
system from Bosch celebrated its 
debut at Eurobike in 2010 and went 
into production in February 2011.

Two years later, the Active Line 
and Performance Line drive units 
were launched, specially developed 
for city trips and touring. This 
development continued in 2015: 
With the Performance Line CX, 
Bosch eBike Systems designed 
a powerful drive to meet sporty 
ambitions - and significantly 
defined the eMTB sector through 
the Uphill Flow campaign. In 2014, 
Nyon was brought to market as the 
first connected, all-in-one on-board 
computer in the bicycle industry.

Together with an online portal 
and an app, it unites an eBike 
controller, navigation system, 
fitness trainer and access to the 
online world in a single device. The 
acquisition of COBI.Bike in 2017 
extended the company's portfolio 
of products and competences in 
the field of connected products and 
services by adding smartphone-

based solutions.
The introduction of the 

PowerTube 500 in the same 
year set standards in the field of 
design integration. In addition, 
the launch of Bosch eBike ABS, 
which went on sale in 2018, once 
again confirmed how eBiking 
can be made even safer through 
electronic systems.

The future at a glance: 
A division within the 
Bosch Group from 
2020 onwards
Claus Fleischer said: “Our goal 
for the future is to remain one of 
the market's main movers and 
shakers by developing innovative 
solutions for bicycle mobility 
and by inspiring people. We 
are confident that the eBike 
is a significant response to 
megatrends such as urbaniation, 
connectivity, mobility and climate 
protection. To this end, we aim to 
continue to make a contribution 
with pioneering products and 
services relating to the topic of 
Connected Biking."

In order to continue to make 
a mark in the field of bicycle 
mobility and to promote further 
development, the Bosch Group 
will transform the former Bosch 
eBike Systems business unit into 
an independent division as of 1st 
January 2020.

Until now, Bosch eBike Systems 
has been part of the Automotive 
Electronics division. Based on its 
business model with the focus on 
the bicycle market, Bosch eBike 
Systems will be able to respond 
more flexibly to the specific 
requirements of the bicycle 
industry in future.

Setting the pace for the future of bicycle 
mobility – ten years of Bosch eBike Systems
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Ascend XL Dropper 
Seatpost

Brand-X's Ascend Dropper Seatpost was 
so good they decided to super-size it: the 

Ascend XL Dropper Seatpost offers longer 
travel for the long-legged rider or for those 
who prefer a greater scope of adjustment. 
Operated easily via a paddle style remote, 
this aluminium dropper seatpost lets the 

rider customise their saddle height for the 
trail ahead. 

Four Corners 
Adventue Road Bike

The Marin Four Corners Adventure 
Road Bike is a highly capable commuter, 
adventure and touring bike. Constructed 

from tough and durable double butted CrMo, 
this bike also has front and rear mudguard 
and rack mounts. It also boasts immense 
tyre clearance to enable the use of larger 

than average tyre sizes.

www.chainreactioncycles.com

https://www.marinbikes.com/gb/

G-170C RS 29ER
The RS uses the same highly developed 
frame as the Works bike, as used by our 
International EWS race team. This year 

Whyte Bike have gone big - the 29er wheels 
make this the fastest Gravity bike they've 

ever created. The G-170C RS 29er has extra 
width built into the rear chainstays allowing 
the rider to fully exploit future developments 

in wide high volume tyres up to up to 29 x 
2.5" and maintain mud clearance.

Powerfly LT 9.9 Plus
Powerfly LT 9.9 is a carbon full suspension 

electric mountain bike with the highest-level 
parts and suspension spec in the line-up. 

Incredible design, extraordinary capability 
and a no-compromise components package 

that includes carbon wheels and SRAM's 
flagship Eagle drivetrain put Powerfly LT 9.9 

in a class of its own.

0330 088 3334
www.whyte.bike

www.trekbikes.com

Crosshead folding 
bike

The Crosshead folding bike has been 
designed to give flexibility to users, with  

its ingenious 'Z-fold' technology it  
efficiently folds into a handy compact 
package making it ideal for carrying, 

transporting and storing.

Raptor 27.5" 
Wheelset

With new bikes, new wheel sizes, and new 
options, every rider can have the perfect ride 

around their local terrain. More and more 
people are seeing the benefits of larger tyres, 

and plus-size (3-inch) tyres are finding a niche 
between fat bikes and skinny 2 - 2.5” mountain 

bike tyres. HED Wheels wanted to bring out 
the widest, lightest, and most durable all-

carbon rim for your 27.5+ rig – the Raptor.

01304 366033
www.crosshead.co.uk

0114 2621374
www.hedwheels.com

Abus Moventor
A perfect helmet for everyone who does not 
want to compromise on safety and comfort. 
This all-mountain helmet is light, extremely 

well ventilated and extremely comfortable. It 
is perfect for racing or everyday off-road use. 
Thanks to the Zoom Ace adjustment system, 
the helmet can be individually adjusted to fit 

your head and fits securely and firmly.

Haro Blackout Race
The Blackout Race is packed with high-

quality aftermarket components, fitted to a 
top-level competition-ready race frame and 
fork. With a Blackout PTC (Power Transfer 

Centre) frame at its core, complete with a 
Citizen carbon fork at the front, this bike 
offers the greatest strength, stiffness and 

steering precision available on the market. It 
will have you launching off jumps, railing the 
berms with style and speeding all the way to 

the top of the podium.

01933 672 170
www.extrauk.co.uk

https://harobikes.com/



300 EXHIBITORS   \\   27,500 RUNNERS   \\   14 INTERACTIVE FEATURES

nationalrunshow

nationalrunningshow

Returning to Birmingham’s NEC for the third consecutive year, the 
award-winning National Running Show will be building on the 

immense success of the last two years to bring runners an even 
greater selection of kit, tech, nutrition, advice, inspiration and races at 

the start of the new year.

20% of our stands remaining

Exhibition hall twice the size of 2019

1818,000 tickets already booked

New speakers, workshops, feature areas

Four exciting new keynote speakers

Join us at The National Running Show, NEC Birmingham 25th - 26th January 2020 to 
showcase your brand and products to our actively engaged running community.

For more information about the show and how to be a part of it, contact 
info@nationalrunningshow.com

25TH - 26TH JANUARY 2020

NEC BIRMINGHAM

YOUR OPPORTUNITY TO MEET

27,500 ACTIVE AND
ENGAGED RUNNERS
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OTS 2019
THE UK’S
ONLY
OUTDOOR
TRADE
SHOW

REGISTER NOW
outdoortradeshow.com

UNMISSABLE EVENT,
WITH OVER 120 EXHIBITORS.

CENTRAL LOCATION,
EASY ACCESS & GOOD
TRANSPORT LINKS.

THE HUB OF THE
OUTDOOR INDUSTRY
NOW IN ITS 14TH YEAR.

OUTDOOR, CAMPING,
CLIMBING, BUSHCRAFT,
WATER SPORTS,
TRAIL RUNNING AND
MANY MORE….
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without exception. Secondly the 
market is very large – in England 
alone there are 24,281 schools - 
16,776 primary, 3,408 secondary 
and 2,297 independent schools. 
Thirdly the margins are strong.

Counter this with, for example, 
chasing a football club for 
teamwear business. Often there 
are several competing retailers all 
looking to take the business plus 
the smaller market disruptors/ 
own brands. Price wars occur.  
Gift of kit is expected. And, sadly, 
the loyalty of some clubs (even 
if they are in an agreement) is 
sometimes questionable.
Of course, to service a school one 
requires an investment in stock 
and there is a small back to school 
window to drive the business, 
however sales do continue 
throughout the school year and the 
overall upside can be very strong.

Embellishment
But, interestingly, its not 
necessarily the sports retailers 
that have recognised the 
business opportunity here. For 
many embellishment houses 
the traditional core business 
was, on the one hand supplying 
embellished school and work 
garments and on the other using 
their in-house embroidery and 
print machines to produce a wider 
range of promotional items or, 
perhaps, do some embellishment 
for the local sports retailer.

Over time, as that sports 
retailer has found an increasingly 
challenging environment he has 
considered the outsourcing costs 
to have his items embellished and 
also looked at the opportunity to 
service those very markets that  
his fellow retailer does i.e. schools 
and workwear.

I spend much of my time talking 
to fellow brands and partner 
retailers looking at how the 
industry is changing around  
us and seeing what trends  
are evolving.

In 2016 I wrote and article in 
this very magazine looking at the 
merging of the school and sports 
channels and, some three years on, 
the trend looks to be gaining more 
and more momentum.

When I was growing up I  
vividly recall the small shop in  
our local town that was the 
schoolwear supplier.

He was the only place in the 
area where one could purchase the 
relevant blazer and tie and, whilst 
admittedly it was in the 1970s, it 
did have a very “Are You Being 
Served” feel to it - even down to  
the wooden fixtures and fittings 
and small drawers that held the  
various stock items.

Today I find myself kitting out 
my own children with the various 
items for school but find a very 
different, and evolving, landscape 
within the schools supply business.

Yes, of course, the traditional 
schoolwear specialists are still 
around and, indeed, many are 
thriving however, like the sporting 
goods industry, the online players 
are growing and consolidation  
is occuring.

For many sporting goods 
retailers it seems that the channels 
of school and sport are merging or 
the sports retailers are pivoting 
their model towards school supply 
and away from sport.

Why?
Firstly the numbers are guaranteed 
- A good comprehensive school 
may have 1,000 plus pupils all of 
whom require school uniform 

eCommerce specialists.
However, in both instances, 

a vacuum has been left with 
consumers, and schools who put 
locality and customer service high 
on their priority list – something 
that, in general, these mega 
retailers are often poor at.

Local retailers are better placed 
to “court” the school head and 
chase their business as well as 
provide an environment for pupils 
to try on their uniform and to shop 
for other periphery items – again 
something both the multiples and 
online dealers are not proficient at.

The result 
The result is the independent 
retailer filling this hole.

The process of purchasing the 
uniform, the sports kit, the periphery 
items (such as mouthguards, 
shinguards, bags, base layers etc) is 
often a seamless combination of an 
online or in store solution.

One simple pack, fully 
embellished (on all items) with 
school crest, excellent service and a 
local focal point.

But is the trend likely to 
continue? One look at recent 
statistics provides a clear answer. 
While, on the one hand, the recent 
Sports England participation 
figures showed a slight drop in 
those regularly participating in 
sport or exercise at least one a 
week, on the other hand Official 
Government estimates suggest that 
the overall school population is set 
to grow by one million pupils in the 
next decade.

Set this in the context of 
sporting goods independent and 
the challenges they face, versus the 
chance to (relatively easily) move 
into the schools sector and one can 
see why this is a trend that is likely 

FROM SPORTS TO SCHOOLWEAR - THE 
CHANGING FACE OF THE SPORTS RETAILER

Paul Sherratt, of Solutions for Sport, looks at the  
teamwear and schoolwear opportunties

“ For many sporting goods retailers it seems that the channels of school and sport are merging  
or the sports retailers are pivoting their model towards school supply and away from sport.  ”

Likewise traffic has flowed the 
other way with many schoolwear 
and workwear suppliers beginning 
to look at sports teamwear as an 
opportunity to expand their own 
businesses.

The result is a merger of the  
two channels.

More brands
In theory this sounds like a 
sensible strategy, however there 
are many points to consider before 
embarking on this route.

First and foremost the more 
brands that an agent carries 
means more products to carry 
and thus longer sales calls. This 
may be counter to the demands of 
the retailer who, arguably, wants 
shorter sales calls and more time to 
drive the business.

Alternatively, it may mean more 
frequent visits to the customer 
base to get through the product 
presentations adding more travel 
costs and negating the strategy 
of increasing sales for the same 
number of calls.

Secondly, more brands and 
products may lead to range cherry 
picking by the agent and hence 
a dilution of brand range and 
message -something that clearly 
does not sit well with brands.

Market Pressures
The pressures forcing these 
changes also show interesting 
similarities. Just as the sporting 
goods industry has seen seen the 
development and evolution of the 
multiple retailer, own brand and 
aggressive pricing, the schoolwear 
industry has seen the grocery 
channel take a large slice of 
schoolwear sales.

Both channels have also seen 
the ever increasing growth of the 

to continue.
As Neil Keeling, of NK Sports in 

Weston-Super-Mare, recently said 
to me: “The repositioning of our 
business to focus on schoolwear 
alongside our teamwear business 
was the game changer for us. We 
continue to pick up schools based 
on our customer care and service 
levels and the same demands from 
our sports teamwear customers 
means that we can also grow 
that side too with both elements 
complementing each other.”

The conclusion 
As I look around this ever changing 
industry I do see a business 
model that appears to be working 
very effectively in the present 
environment and it is based on  
this merged school wear / 
teamwear business.

It's an out of town unit, with 
cost effective rent and rates and 
excellent parking. A showroom 
with schoolwear and teamwear, 
changing rooms and in-house 
embellishment. An eCommerce 
solution with specific school and 
club shops.

A core group of small suppliers – 
both direct and through wholesalers 
such as BTC or Ralawise.

Excellent customer care and 
strong links into the community 
(both through the local schools and 
local sports clubs.)

A further step is to take this 
business into the workwear 
marketplace – after all many local 
businesses sponsor grass roots 
football, rugby, cricket etc teams 
and the dealer may well already 
have their company logo set up for 
embellishment if they have printed 
the kit. Its a small step then to offer 
them a workwear solution.
Good luck!
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V irtual and Reality are no 
longer separate entities. 
All sectors and all 

businesses now recognise the role 
digital plays for their customer. 
Things have changed, and digital 
innovation is fast-paced, but with 
change comes opportunity.

Impact of STRAVA
An example of the pace of growth 
is brilliantly illustrated with 
STRAVA, the social fitness 
network used to track endurance 
training and racing, which was first 
launched in 2009. STRAVA has 
revolutionised how we participate 

40 per cent of the Virgin London 
Marathon runners would share 
their run on STRAVA, adding 
that for brands to reach their 
customers it makes sense to reach 
them through STRAVA, and other 
channels like this. 

The virtual running world is 
thriving and as the saying goes 
if it’s not on STRAVA it didn’t 
happen. The New York Road 
Runners, organisers of the ‘real 
life’ New York Marathon and a 
host of other events, are leading 
the way with free virtual races 
(https://www.nyrr.org/run/
virtual-racing) where runners 
race in their own time and receive 
a medal and a T-shirt. The only 
requirement is that they upload 
their run to STRAVA. Rather 
than worry about taking users 
out of their events, they use the 
virtual races to boost their ‘real 
life’ events, offering a free spot 
for the New York Half Marathon 
to the tribe of virtual runners, 
as well as access to the brand’s 
virtual training. Forward-thinking 
brands, including Enertor, makers 
of high-performance insoles for 

runners, have capitalised on this, 
with their Running World Cup, 
launching in 2018 and drawing in 
81,000 competitors. Virtual racing 
and training is a feature in cycling, 
too, with training apps such as 
Zwift, also feeding STRAVA, and 
Peleton, cleverly combining virtual 
classes with their indoor cycling 
equipment.

Moving in a Different 
Direction
In the world of fitness and health, 
gyms are perhaps under greater 
threat from digital offerings. 
The rise of online trainers, and 
personalised apps providing 
tailored workouts and nutrition 
direct to the users can provide a 
direct replacement to the gym. 
Freeletics now has 36 million 
users, and recently received $45 
million in funding to develop its 
app and reach even more users. 
“There are many people who aren’t 
comfortable with the gym, for 
example, many women (as Sport 
England’s This Girl Can revealed) 
feel intimidated about exercising in 
public, for fear of judgement,” says 

in endurance events such as 
cycling, running and triathlon, with 
five million users in the UK alone. 
Speaking at Active Network’s Race 
Director’s Lunch at this year’s 
London Marathon, sports agency 
Limelight Sport’s Rick Jenner, 
highlighted this, pointing out that 

VIRTUAL VS REALITY
The line between analogue and digital is now blurred. Whatever your sports business 

is, you need to be digital-savvy and understand how to operate in the virtual 
marketplace, Fiona Bugler reports
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Jenner, Director of Strategy and 
Insight at Limelight Sports. On top 
of this research from Attest Global 
Lifestyle Report (https://www.
askattest.com/original-research/
uk-vs-us-a-look-at-5-global-
lifestyle-trends), consumers 
are taking more interest in their 
wellbeing, they’re becoming more 
actively involved in protecting 
it. Forty-three per cent of UK 
Millennials are finding ways to 
practice self-care without having 
to consult a professional, for 
example by using health apps.

Mass participation events are 
also threatened. The success of 
what Jenner calls the ‘experience 
economy’ can be seen with the 
growth of outdoor and live events 
in the world of music. But for 
those in sport there should be 
no complacency. Jenner cites 
research from Maru/Blue which 
shows that live events such as 
music and cultural events are 
thriving (65 per cent plus rating the 
experience as excellent), whereas 
in sport and mass participation the 
excellent rating is just 50 per cent 
or lower. (As an aside a potential 
opportunity is combining the two, 
for example, Chris Evans’ event 
Run Fest Run, held in May 2019). 

Whether running a gym, 
organising an event, or selling a 
product or service, brands need to 
keep the bigger picture in mind, 
and importantly, “understand 
and engage with their audience, 
explore new partnerships and 

business models, and collaborate,” 
says Jenner. “They should always 
remember what their customer 
wants, and look for ways to add 
value and enhance the experience.”

In the gym space there are good 
examples of brands doing just that. 
Banantynes are making the most of 
the opportunities that technology 
provides by collaborating with the 
MyZone app to record workouts 
both in the club and outside, with 
tech that records personalised 
data, and shows customer’s 
heart rate on a big screen as they 
participate in classes. The New 
Zealand fitness company Les Mills, 
innovators in the 1990s bringing 
us licensed classes (including Body 
pump) now provide an ‘immersive’ 
fitness experience (lights/music/
interaction) in their spin classes 
in their LA studio. Brands such as 
Cross Fit and F45 have created 
thriving communities that 
translate both on and off line.

The Power of Storytelling
Limelight Sports, a sports 
marketing agency specialising 
in participation, run many big 
sporting events, including cycling, 
running and triathlon. A key 
part of their marketing is good 
storytelling. “It’s now accepted 
that the hard sell doesn’t work, 
and brands need to have engaged 
their audience with great stories,” 
explains Jenner. “Brands such 
as Inov8, operate as a publisher 
by sharing their real-life athlete 

stories, and this helps them to 
engage with and go direct to their 
customer.” The stories brands 
share need to demonstrate the 
value that is being added. “When 
someone enters on an event like 
the London Marathon, they start 
a journey and achieve something 
amazing. Brands need to think 
about what value they can add to 
the whole experience?”

Using storytelling through multi-
media platforms is vital. Brands 
can adapt the Jab, Jab, Jab, Right 
Hook – a slow burn approach to 
sales popularised by entrepreneur 
and best-selling author Gary 
Vynerchuck in his book with the 
same title. “This is about content, 
content, content, sell,” says Jenner. 
Vaynerchuk also explains to get 
that right hook sale, it’s not just 
about developing high-quality 
content, but developing high-
quality content perfectly adapted 
to specific social media platforms 
and mobile devices—content tailor-
made for Facebook, Instagram, 
Pinterest, Twitter, and Tumblr.

Put the customer first
Jenner emphasises that the 
customer is always a focal point 
and it’s vital to dissect their needs. 
“If you’re in the business of cycling, 
think about your customer, and 
where he is,” says Jenner. “Let’s 
say he’s a 45-year-old man. He’ll 
be at events, in cycling shops, on 
STRAVA, and on social media 
(which will be consumed on his 

phone on the way to work). What 
does cycling mean to him? What’s 
the role of cycling in his life?

“The reality is that digital 
doesn’t replace reality in the 
experience economy. Technology 
can be used to enhance the 
experience for an athlete, a gym 
goer, or a football fan. The truth 

is that the line between digital 
and real-life, between virtual and 
reality is seamless,” he adds. “This 
is reflected in job titles. In most 
sectors the title ‘digital’ as a prefix 
has disappeared (for example 
digital marketing is now simply 
marketing). In the business world 
it doesn’t pay to be analogue.”



KYMIRA Sport are the world’s leading 
producers of infrared performance  
and recovery clothing. 

Our products can assist in relieving 
the fatigue experienced from exercise, 
anything from a 5K to an ultra Marathon. 

www.kymirasport.com

Do you suffer from 
aches and pains after 
sporting activities?

Kymira Sport fabrics have been  
clinically proven to:

Increase blood circulation

Accelerate recovery rate

Regulate temperature

Relieve pain
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company’s management declared 
their service model broken that 
judgement was based purely on 
speed. Accuracy, friendliness, 
quality of food and politeness 
didn’t get a look-in.

Consider also JD Wetherspoon’s, 
the highly successful UK pub chain. 
It is effectively the McDonald’s of 
beer. You don’t drink there so that 
you can chat with the bar staff, 
because, I’m told, that is actually 
gently discouraged. Their staff are 
in the business of selling as much 
beer and food as they can in a shift, 
sod friendliness, and they know it.

How this plays with sports 
retailers covers a number of angles. 
Have you ever waited frustrated 
for a prospective supplier to return 
your initial enquiry? Can you put 
your hand on your heart and swear 
that it never happened the other 
way round? Sad to say, I can’t.

Speed of reaction may not strike 
everyone as a retail virtue. You’ve 
either got the product the customer 
wants, or you haven’t, no? It’s 
not so simple. The customer can 
have an equivalent product right 

Harvard Business Review 
published a study of 1.25 million 
sales leads generated by dozens 
of American companies via social 
media. (They were obviously big 
companies, given that number). 
Those which had a policy of making 
first contact with a prospective 
new customer inside one hour 
were six times likelier to get a sales 
appointment than those who made 
contact an hour later and a massive 
60 times likelier than those who 
waited 24 hours.

Even though, along with most 
others, I hold the Harvard Business 
Review in very high esteem, I find 
those figures rather surprising. But 
assuming them to be right, they are 
screaming “jump on that lead, right 
now”.

Finally, I would add that I find 
it deeply disappointing that we 
never seem to produce this sort of 
research here in Britain; it always 
comes from America. One way for 
British business to be taken more 
seriously (especially after Brexit) 
would be to produce our own 
convincing research.

T here used to be a hippy 
phrase, ‘speed kills’ related 
to LSD. There should now 

be a phrase ‘lack of speed kills’ and 
it relates to pounds and pence.
Increasingly, the customer expects 
rapid or, indeed, very rapid 
response. If you are considered 
slow, you are dead in the water.

There was a marketing theory 
called the GFC triangle; GFC 
stands for good, fast and cheap and 
the theory says that if you do two 
you don’t need the third. I suspect 
that theory is dead, because 
everybody now expects ‘fast’ to be 
part of a business’s promise.

When people, both buyers and 
sellers, talk about good customer 
service they typically talk about 
soft skills such as friendliness, 
good communication and accuracy. 
In reality what really floats that 
boat is speed. I am convinced that 
the reason for this is that we can 
measure speed, whereas those 
other virtues are nebulous.

McDonald’s is the company most 
associated with ‘fast’ as in ‘fast 
food’. When a few years back the 

now or you can order in what he 
or she wants. The latter feels so 
slow you’ll never sell it. Maybe 
not. I can’t ever remember buying 
a sports product and using it 
seriously within a couple of days.

Can you make fast into the 
standard service with a discount 
for customers who choose slow? 
There is a clear danger which I 
recognise, that clients will demand 
the fast service at the slow price, 
but other business sectors have 
managed to make two tier pricing 
work, so why not sports goods?

So how long will people wait for 
a reply? This information comes 
from research done in America 
four years ago. It was a proper 
survey covering 1,000 people, ie the 
number used by electoral pollsters 
in the UK.

64 per cent of people using 
Twitter expect a response within 
one hour; 85 per cent of people 
using Facebook expect a response 
within six hours. 77 per cent of 
people would go elsewhere if they 
didn’t get an email reply, also 
within six hours.

MAKE SURE YOU'RE 
ON THE PACE

Paul Clapham examines the need to be able to react quickly in business 

“ Increasingly, the customer expects rapid or, indeed, very rapid response.  
If you are considered slow, you are dead in the water. ”

I think that social media is 
an excellent publicity route 
especially because it is free. It 
is also important because it is a 
conversation and, thirdly, because 
it works. But from the above it is 
clear that the customers it brings 
are demanding. Some might argue 
that customers ready to spend hard 
cash are entitled to be demanding.

Note that people did have a 
clear idea of their expectation of 
a business’s speed of response. 
Nor was it entirely unreasonable 
(apart, perhaps, from some of the 
Twitterati).

Do you have a clear plan of how 
you respond to a new enquiry? 
I recommend that you should 
do. There is nothing wrong with 
having a structured response along 
the lines of ‘can I take you through 
some simple house-keeping’, ie 
name, phone numbers and email.

You can and should say that 
taking those details is part of 
achieving the fastest possible 
response – which is true because 
your processes will be more 
efficient and thereby faster.
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last year, Pallant regarded the 2018 
season as “a bit disappointing.” She 
attributes this year’s flying start 
in no small measure to the newly 
developed HOKA One One Carbon 
X running shoes in which she has 
won all her races this year.

“I got mine the day after they 
were launched and was wearing 
them when I won the Pays d’Aix. 
Normally you wouldn’t run in new 
shoes in a race but they couldn’t 
have been more comfortable. The 
rocker system gives you the most 
efficient point of landing and really 
helps your stride pattern.

“It almost feels as though you 
are not wearing shoes - which 
reinforces everything Michelle 
teaches about being light on your 
feet and running from the hips 
rather than the ankles. That was 
part of the problem when I got my 
knee injury.” 

Pallant’s  thoughts return to the 
day in 2011 when she had pulled 
up injured in the 5,000m Olympic 
trials and realised that something 
drastic had to be done.

“I enjoyed a lot of success as 
a runner, including winning the 

lot healthier outlook on food now, 
but I’m still allowed my favourite 
breakfast, bread and jam!

“Some athletes need a high 
fat, low carbohydrate diet but 
I’m definitely a high carb, low fat 
person. That’s my excuse anyway.”

Pallant can’t remember a time 
when she wasn’t competitive. 
“From the time I could walk, I 
would run. I was a hyperactive 
child and my mum soon realised 
the more sport I did the less of a 
handful I was.

“I was always competitive and 
even entered a schools cross-
country race when I was seven 
because I wanted to beat my older 
sister! I got spotted by an athletics 
coach and competed for the UK 
every year since I was 15 in 2004.”

As one of the UK’s brightest 
middle-distance prospects, Pallant 
was expected to compete in the 
London Olympics, but persistent 
knee problems put paid to that, 
sparking off a serious rethink about 
her future... and led to her meeting 
up with Michelle Dillon.

“I know that my goal is her goal 
and that’s just so motivating. She’s 
also been through everything 
that I have - she started out as a 
runner and due to injury became 
a triathlete so she knows what I’m 
thinking and feeling before I even 
have to say it. I owe all my success 
to her.

“When I started, swimming was 
definitely my weakness and I’ve 
worked really hard to improve it. 
Michelle has been fantastic and 
taken my stroke apart bit by bit 
and helped me put it back together. 
It’s also worth remembering that I 
hadn’t been on a road-racing bike 
until I switched to the triathlon. I 
think we are at the stage where we’re 
happy with my progress and it’s a 
case of putting the miles in now.”

Pallant has transformed herself 
from one of the UK best track 
talents into a world class Ironman 
triathlete - something experts  
say has probably never been  
done before.

“It could have all been over at 22 
and I’m so fortunate to have been 
given another chance,” Pallant 
says. “I love training and working 
hard to reach a whole new set of 
goals. In a weird way, the feeling 
of being tired gives me a happy 
buzz, and I can’t wait to buzz my 
way through this long and exciting 
journey ahead!”

So long as she can have bread 
and jam for breakfast, who knows 
what she will achieve?

S he was a European cross-
country champion and a 
world-class middle-distance 

athlete. Then, at 22, Emma Pallant 
was told it could be all over. Despite 
an operation, a knee injury was 
still causing her pain and medical 
experts warned that if she carried on 
with her relentless running training, 
her racing days could be numbered.

“I had come to accept that 
pain and discomfort were part 
of the job,” Pallant says. “Being 
a physiotherapist I should have 
known that I was often pushing 
myself too hard but I was always 
running to win. Reality, when it 
came, really hit home.”

But what could have been a sad 
end to one story was, in fact, only 
the extraordinary beginning of 
another. At 30, and fitter and more 
confident than ever, Pallant has 
become a major figure in one of 
the most gruelling and merciless 
disciplines in sport.

Now an elite Ironman athlete, 
twice ITU duathlon world 
champion and aquathon world 
champion,  Pallant is currently 
training up to eight hours a day for 
the  Ironman 70.3 (half marathon) 
triathlon world championship in 
Nice in September. “That’s the one 
I want,” she told us. “I’m training 
well and feel great. I came second 
last year. Now only a first will do.” 

Pallant is on a roll. In May, 
she had back-to-back wins in the 
Ironman 70.3 Pay d’Aix in France, 
the Challenge Gran Canaria and 
the Mallorca Olympic Distance, 
and is now odds-on favourite for 
the Nice title.

She’s modest, friendly and 
tough. She has taken the crushing 
disappointment of being pulled out 
of the legendary Ironman world 
championships in Kona, Hawaii, 
last year after fainting in the heat, 
with remarkable resilience.

“I learned a lot at Kona,” Pallant 
says. “I will wait until I’m fully 
prepared to race there again. It just 
makes it more of a tasty challenge. 
It will still always be the big goal 
long term.” 

Pallant’s massive change in both 
lifestyle and ambition came in 2012 
when her coach, former Olympic 
star Michelle Dillon, persuaded her 
to switch to multi-sport endurance 
events. “It was the right decision,” 
she says now. “The tougher things 
get, the more I like it. I haven’t got 
the patience for tactics. I just go 
for it!”  

Despite winning Ironman 70.3 
races in Spain, England and Ireland 

European U23 cross-country 
championship, but I just kept 
getting injured. It seemed like 
every time I was starting to feel 
good and pick up some decent 
results, my body would break again.

“I just couldn’t handle living 
like that - pushing but never being 
able to push to the max. I had some 
pretty low times after the knee 
operation and constantly had 
injury problems. I knew I couldn’t 
go on like that and wondered 
seriously about packing it all in.”

It was then that she met up with 
Michelle Dillon, who persuaded 
her to try the triathlon, the tough 
discipline involving running, 
swimming and cycling.

A key part of the plan to keep 
Pallant injury-free was to rebuild 
her running technique. “I used to 
be totally off-balance and so one leg 
was a lot stronger than the other. It’s 
taken a lot of time and some hard 
graft but we managed to iron out 
the problems. I also did a lot more 
strength and conditioning work.

“My life totally changed from 
when I was a runner - I actually 
train more. A hard day for me as 

Injury and pain provide a 
springboard for Emma

Tony James talks to Ironman athlete  
Emma Pallant about her life and career

“ The tougher things get, the more I like it. I haven’t got the patience for tactics. I just go for it!  ”

a runner would  be a maximum of 
two and a half  hours’ training but 
now I do seven or eight  hours six 
days a week.

“Somehow Michelle got me 
staying afloat in open water, 
upright on a bike and then there 
was the small matter of a 10km 
run,” Pallant remembers with a 
smile. She needn’t have worried, 
just eight weeks after she had taken 
up her new sport Pallant came 
sixth in the London Triathlon and 
the discipline’s new star was born.  

Life would never be the same 
again. She gave up her job, became 
fully professional and moved from 
Hampshire to London to join Team 
Dillon for full-time training.

Training is relentless - often six 
in the morning until eight at night 
- but dividing it between the three 
disciplines means there are less 
demands on her body and although 
she is training harder she is more 
injury-free than at any time in  
her career.

Pallant says every aspect of life 
has changed since joining Team 
Dillon, including her approach to 
nutrition. She confesses: “I have a 
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H  ave you heard the one about 
the woman who went into 
the bank and asked the 

cashier to check her balance? He 
came from behind the counter and 
pushed her over.

My assistant Norman told that 
one this morning to a woman who 
had come to complain that the 
flashing lights on her son’s new 
trainers had affected her epileptic 
cat. She was not amused.

He tried again. “Have you heard 
that in Japan the Sumo Bank has 
gone belly up, the Bonsai Bank 
has cut some of its branches and 
there's something fishy going on 
at the Sushi Bank and the staff are 
getting a raw deal?”

“I don't know about any of that,” 
the woman said. “I keep my money 
in the Co-op bank. What are you 
going to do about these trainers?”

To be honest, it's been pretty 
depressing in the shop just lately, 
what with Brexit and then with 
Ipswich getting relegated, and 
Norman was only trying to cheer 
things up a bit with some jokes he'd 
heard from Darren, a football shin-
pad salesman who had apparently 
reached the last 5,000 in the 
auditions for Britain's Got Talent

“He actually saw Simon Cowell 
driving past on his way to the studio 

The man looked at him and said: “I 
think I'll go home and see what's 
on eBay.”

Later that day an inoffensive 
chap who was unaccountably 
interested in a Wigan Athletic 
sweat-shirt was bombarded 
with pet-shop jokes. “Here,” said 
Norman. “This chap went into 
a pet-shop and said 'Do you sell 
wasps?' 'No sir,' said the assistant, 
'we don't sell wasps.’ 'Well,' said 
this bloke, 'you had one in the 
window last week'.”

“I'll leave the Wigan shirt until 
I see if they buy anybody decent in 
the transfer window,” the man said, 
and he was out of the shop like the 
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and got a picture of him on his 
phone so the day wasn't completely 
wasted,” Norman said. “He's pretty 
certain it was Simon although he 
only saw the back of his head.

“It certainly made Darren even 
more determined to get into show-
business, especially now he's 
lost his job at the citizens’ advice 
bureau. Apparently someone 
came in to ask how to start a small 
business, and Darren said: ‘Start a 
big one and wait six months.’ No-
one thought it was funny.”

It seems that Norman got the 
idea of telling jokes in the shop 
after watching yet another repeat 
of “Open All Hours.”

He’d also read in the paper 
that happy people spend more 
money on outdoor hobbies than 
the miserable gits who sit at home 
staring at Countdown, (the last bit 
was Norman's interpretation but 
who am I to argue?)

“I think they've got a point,” 
Norman said. “Remember the man 
who bought all those expensive Tiger 
Woods replica golf clubs. I've never 
seen a man laugh so much when 
spending money on a healthy hobby.”

“That was because by some 
miracle he'd just got a divorce 
settlement which allowed him to 
keep his house in Droitwich and his 

villa in Portugal,” I said. “But as  
a general principal I see what  
you mean.”

Norman got the chance to put his 
theory to the test shortly afterwards 
when a doleful-looking cove came in 
to look at our fishing rods.”Excuse 
me, sir,” Norman said. “What do you 
call a fish with no eye?” “FSH,” the 
man said. “My eight-year-old son 
told me that. Why are all your reels 
made in the Dominican Republic?”

But Norman wouldn't give up. 
“Have you heard about the man 
who went into a fishing shop and 
said ‘Can I have a fly-rod for my 
son' and the assistant said 'Sorry 
sir, we don't do part exchanges'.” 

Life in a shop is no joking matter – really!
favourite in the 3.30 at Uttoxeter.

After a day of football jokes 
which included “What’s the 
difference between Manchester 
United and a teabag? The teabag 
stays in the cup.” I finally found a 
way of shutting Norman up.

Thank goodness I came across 
that story in the paper about a 
Welsh shopkeeper who was warned 
by police for breaching public order 
for putting jokes on his promotional 
leaflets like: “What's the technical 
name for three days of horrendous 
weather? A Welsh bank holiday.”   

Norman took some convincing 
that his jokes fell into the same 
category but finally agreed to call 
it a day if he could tell his favourite 
just one more time.

It turned out to be the one about 
the man who went to have a Turkish 
bath, took off all his clothes and 
when the steam cleared found he 
was in a fish and chip shop.

As luck would have it, he told it 
to a man buying a dartboard who 
appeared to actually think it was 
funny, and booked Norman to do  
a turn at the local Rotary Club's 
next barbecue.

I've said he can have the Saturday 
afternoon off in exchange for the 
usual agent's fee of ten per cent. No 
one can say I don't like a joke.
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