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PROSTAR is one of the UK’s leading sportswear brands, providing sports kit and
trainingwear to thousands of grassroots teams and clubs throughout the country.
PROSTAR is one of the UK’s leading sportswear brands,
providing sports kit and trainingwear to thousands of
grassroots teams and clubs throughout the country.
Having recently provided full kit to National league One
Featherstone Rovers RLFC, being the main sponsor of
League Two football Club Wycombe Wanderers and
supplying kit to the Turks and Caicos Islands World Cup
squad, PROSTAR is fast developing its range of products
to cross the whole sporting sector.
For 2008, PROSTAR has developed its’ already popular
Teamwear and Trainingwear collections to deliver a
comprehensive range of clothing and accessories
suitable for all sports. The two new catalogues, featuring
the new ranges, have been structured to suit the
different needs of each audience.
Catalogues Following the success of last years
Teamwear catalogue, PROSTAR has further developed
its colour theme making it possible for clubs to
coordinate their football jersey, shorts and socks with a
comprehensive trainingwear range. The catalogue also
has a separate section enabling clubs to view products
by style. The exciting new Trainingwear catalogue
features real sportsmen and women in their own
environment including Rugby, Hockey, Cricket, Netball

Venturer

and Lacrosse. The product sections show detailed
photography of each product’s technical features. A
unique aftercare section has also been included which
provides advice on how to wash and care for new
garments in order to get the best from them.
Football Jerseys PROSTAR has updated two classic
football jersey designs, Inter and Celtic, to create the
Avellino and Messina jerseys. Both feature mesh panels
providing added ventilation and improving comfort. A
single coloured back panel has also been integrated into
both designs to improve visibility of shirt numbers. A
brand new jersey has been created in the Modena. With
a pinstripe design, bound cuffs and a mesh drop tail at
the back this new style brings both style and comfort to
the pitch. Goalkeeper jerseys, Napoli and Siena, have
also been added to the teamwear range. Both styles
feature padding in the elbows for added protection,

while the Siena also features silicon pads on the
forearms to increase grip.
Tracksuits Two brand new tracksuits have been
developed with the introduction of the Luna and
Dynamics jackets. Both tops, made from a high quality
soft touch outer shell, feature a chin guard for added
comfort. The Luna, which replaces the extremely popular
Pacific tracksuit, has a full length zip while the Dynamics
features a quarter zip. Both have been designed to coordinate with the new Luna and Dynamics trousers.
Weatherproof To enable sports people to continue
training throughout the year, whatever the weather,
PROSTAR has expanded on its’ weatherproof range. The
Blizzard jacket, which is fleece lined and weather
resistant, also features an ergonomically designed hood

COMPETITION
To celebrate the launch of their new
2008 trainingwear and teamwear
catalogues, PROSTAR is offering a
unique opportunity for a UK team
or club to win £1000 of sports kit.

Simply
by
registering
at
www.prostartrainingwear.co.uk
or www.prostar.co.uk/football
teams will be entered into a prize
draw to win a variety of kit of their

Aurora

choice from the brand new range,
which is available in a wide variety
of colours and sizes.
See the full 2008 range at the
GRASSROOTS FOOTBALL LIVE
SHOW, NEC, Birmingham, from
30th May to 1st June 2008.
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Cronus

Echo

for added protection. The fully
waterproof Tornado bench jacket has a quilted lining
and is available in an extra long length for added
warmth.
Leisure wear A completely new range for 2008, the
leisure wear garments are available in an extensive
range of colours and styles which means there is
something to suit everyone. The Atlas polo shirt, made
from high density soft touch fabric, is available in 20
colour combinations, while the Zeus t-shirt, Titan
Sweatshirt and Cronus hooded top are all comfortable,
high quality garments designed to aid and enhance
performance.
Trousers/ shorts The
moisture management
system in the Azores
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has developed the
Synergy skort – a cross between a
skirt and short – suitable for a wide variety of sports
and available in a number of colourways. The Corona
vest, designed to coordinate with all shorts, skorts and
trousers, contains moisture management properties
designed to wick perspiration away form the skin
ensuring the wearer remains cool and comfortable. In
addition PROSTAR provides women’s sizes in the new
Aurora trouser.
Bags PROSTAR has developed a new range of bags for
2008 to expand on the previous styles. The Challenger
holdall is available in two sizes and features a bottle
holder in the end pocket, a ‘wet’ pocket and a

Modena

developed
suitable for all sports.
The Pegasus and Mercury styles
feature Venta fabric which allows the feet to
breathe and a Toe box made of extra dense fabric
which helps to reduce the risk of wear and tear. In
addition to these features, the Galaxy has also been
designed specifically with footballers in mind. This
ultimate performance
sock includes technical
support and
protection making it

For a copy of the new Trainingwear and Teamwear
catalogues contact the PROSTAR sales team on
01924 291 441 or visit www.prostar.co.uk
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Corona

running trousers and
Echo running shorts
make the garments ideal for
athletes training at all levels, while the fitted style of
Azores helps to enhance performance. In addition
PROSTAR has created the Aurora trousers to accompany
the already popular Aurora jacket. This breathable
lightweight garment includes full length zips to the pocket
and venting under the waistband to increase airflow. The
stylish new Sparta team shorts have been designed with
comfort in mind, with the mesh panel at the back, under
the waistband providing added ventilation. The shorts
are available in nine different colour combinations and
are designed to compliment new and existing jersey
styles with its exciting sweeping contrast design.

detachable inner wallet for extra security. The new Pace
bootbag features a mesh area for ventilation and will
hold up to a size 14 boot. The Venturer rucksack has
been designed to colour-coordinate with the PROSTAR
trainingwear range, and also features the separate ‘wet’
compartment. While the lightweight durable Contest
sports sack provides a cost-effective alternative for
younger sports people.
Socks PROSTAR has over 100 years experience in
producing a wide and innovative range of socks- which
included providing the socks worn by Sir Edmund Hilary’s
team on the first ascent of Everest. Now, using their wide
ranging experience and great depth of knowledge a
new range of high quality performance
socks has been

suitable for all abilities
- from grassroots to
premiership. ‘Trainer’
socks Dash and Neon
have been designed to provide luxurious quality and
comfort fit. The Dash sock also features Pro Cool moisture
management, which ensures the wearer stays cool and
comfortable, while the Pro Fresh anti-bacterial
properties help neutralise bacteria.

Women’s wear Further progressing on the 2007
women’s range, PROSTAR

Atlas

Blizzard
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Zeus
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Join the STAG buying group
and keep running your
business the way you want.
Every Independent retailer enjoys
the freedom to run their business
the way they wish. Protect that
independence by being part of the
largest network of Independent
retailers in the UK.
We support one another and
become stronger.

Asics - just one of the man y leading bran ds avail
able.

Your business will benefit from:
• Huge trade discounts
• 130 leading brands
• Free invitation to the STAG Buying
Show
• Reduce your overheads
• Take advantage of our superb credit
card transaction rate
• Increase your profits, cut your costs
and much, much more...

01793 715 400

Call
and become a member.
www.stagbuyinggroup.com

INCREASING YOUR BOTTOM LINE
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“If Junior was fighting in my back garden, I’d shut the curtains.”
Ricky Hatton on fellow boxer Junior Witter

WHAT’S NEWS

WHAT’S NEWS

ALL THE VERY LATEST IN THE SPORTS INDUSTRY
Send your news stories to the Sports Insight news desk
at siedit@partridgeltd.co.uk or call 01273 748675

INCREASE IN SPORTS
PARTICIPATION

DIARY DATES

The number of adults across England who regularly
participate in sport and active recreation has increased,
with the over-55s leading the way, a Sport England survey
has revealed.
Early results of Sport England’s second year of ‘The
Active People Survey’ shows that the number of adults aged
16-plus participating in 30 minutes of moderate intensity
sport or active recreation three times a week has increased
by 359,423. And it was the 55s and over who contributed the
biggest leap with a 1.3 per cent increase - from 10.9 per cent
to 12.2 per cent. Men’s participation in sport and active
recreation increased by 1.1 per cent (from 21.5 per cent to
22.6 per cent), according to the survey, but there was no
significant change in women’s sport participation.
Across England 34 sports have enjoyed significant
growth in participation levels. The biggest increases were in
people going to the gym, followed by playing outdoor
football and road running.

April 26-27 - ExCeL, London
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SENI08
RUNNING ORDER SHOW
June 29-July 1 - Munich Order Centre

NISTEX
July 3 - Cranmore Park, Solihull

OUTDOOR TRADE FAIR
July 17-20 - Friedrichshafen

OUTDOOR TRADE SHOW 2008
September 30-October 2 - Stoneleigh Park

THE STAG SHOW 2008
in association with Sports Insight
November 23-24 - Four Pillars Hotel, Cotswold Water Park

ISPO WINTER 09
February 1-4 - New Munich Trade Fair Centre
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SPLASH THE CASH
Plimsoll’s annual acquisition study says that the UK sports and
leisurewear industry is awash with cash and urges companies to go
on the offensive and buy up the competition.
The report found that the driving force behind this move in the
market is a group of 207 companies that over the last few years
have built up a stock resource of cash that has put them in a very
strong position.
Says Plimsoll analyst David Pattison: “There is absolute evidence
that the rich are getting richer as the gap between those making
massive profits and those missing out has widened in the last few
years. There has never been a better time for these dynamic
companies to splash the cash.”
Copies of the study are available from Plimsoll Publishing priced
£350; Sports Insight readers can claim a £50 discount. Visit
www.plimsoll.co.uk for more information.

ARMADILLO AND PFA SIGN
COMMERCIAL AGREEMENT
Armadillo Sports Design Limited, which recently launched its calf and
achilles protector in the UK, has signed a commercial agreement with the
Professional Footballers Association. As a result of the deal, Armadillo and
the PFA will be working closely together to promote the product.
Says Mark Sims, managing director of Armadillo: “We are delighted to
have signed an agreement with the PFA. They are the body that
represents the players’ interests and since we are dedicated to reducing
the risk of injury on the football pitch through the provision of
scientifically tested and proven protection equipment, we believe that
we can work together to really help footballers of all ages and at
every level.”
“We were impressed with the product from the first time we saw it,”
explains Gordon Taylor OBE, chief executive of the PFA. “There is no doubt
that it will help to reduce injuries to the back of the leg and enable
players to protect themselves, protect their skills and stay in the game for
longer. We look forward to working with the team at Armadillo to make
this product a part of every footballer’s kit.”
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WHAT’S NEWS

“I’ve only been to Wembley once. It was about five years ago - Lenny Kravitz at the Wembley Arena.”
Coventry boss Chris Coleman

STRONG PERFORMANCE
FROM HELLY HANSEN
The Norway-based Helly Hansen group has reported profits
of NOK120million for 2007, up from NOK43million in
2006. Turnover is also up by four per cent, from
1.365billion NOK to 1.419billion NOK.
Says David Wiley, sales director at Helly Hansen: “Growth
in the UK has been directly in line with Helly Hansen’s
global ambition and reinforces our stance to be a
DAVID WILEY: “Growth in
leading all-year-round technical sports brand in all key
the UK has been directly in
markets.
line with Helly Hansen’s
global ambition”

“With turnover of £12million for 2007, the Helly
Hansen UK Sport Division - excluding workwear - has
maintained double-digit growth for the third consecutive year. For 2008 pre-orders for
the first half are up 18 per cent and the trend looks set to continue as second half
pre-orders are expected to grow by over 20 per cent.
“Helly Hansen has always produced industry-leading technical garments, but
in recent years it has recognised the need to isolate outdoor product and put a
specific amount of resource behind its development. Odin leads the way for Helly
Hansen as the pinnacle in outdoor performance - a tight collection of ‘must-haves’
inspired by mountain experts and our knowledge in the production of survival
garments. Combine this with the HH Lifa technology base layer and you have a threelayer system that works.
“However, it isn’t necessary to be a high-end user to appreciate the quality and
protection that a Helly Hansen garment offers. Anyone that steps outside wants to
feel protected from the elements. The growth achieved year-on-year shows that the
consumer believes and trusts in our long-standing heritage.”

SPORTS SHORTS
… SOLO SPORT UK LTD has become the exclusive distributor of all ARENA
products in the UK…MESSE MUNCHEN has suspended ISPO SUMMER for the
foreseeable future. A new event, the RUNNING ORDER SHOW, will take place
on June 29-July 1 at the Munich Order Centre and will be divided into areas
covering shoes, clothing, accessories, triathlon, Nordic walking, nutrition,
running analysis methods and materials management…NIKE has posted a 32
per cent increase in net profit for the third quarter to February 29…SPORTS
DIRECT INTERNATIONAL’S SALES for the 13 weeks to January 27 were
£317million. Gross profit for the period was £142million…FIFA president
SEPP BLATTER has stated that a GREAT BRITAIN FOOTBALL TEAM playing at
the London 2012 Olympics should feature only English players…UK SPORT
has announced that every British athlete competing in this year’s Beijing
Olympics is set to be tested for DRUGS at least once in the run-up to the
Games this summer…REAL MADRID has beaten MANCHESTER UNITED to be
named Europe’s most valuable football brand, worth a total of £271M, an
increase of seven per cent on last year, according to a new study released by
‘Champions’ magazine…GREAT BRITAIN HOCKEY has appointed sports public
relations agency MACESPORT to maximise the profile of Britain’s Beijingbound Olympic hockey teams…BBC SPORT has renewed its TV rights contract
to broadcast the WIMBLEDON TENNIS CHAMPIONSHIPS in a new five-year
deal running until 2014… PUMA has posted a slight profit increase of 4.7 per
cent in its 2007 financial results…THE OUTDOOR INDUSTRIES ASSOCIATION
(OIA) is urging the UK outdoor trade to look at running a commercial and yet
sustainable business. The OIA will support the Innovation For Extremes
conference at the end of April on climate change…THE OUTDOOR TRADE
SHOW (OTS) organiser is reporting a strong demand for stand space at the
2008 show, which will take place for the third year at Stoneleigh Park,
Warwickshire from September 30-October 2. Over 85 per cent of available
floor space has already been sold…The UK’s newest basketball website,
BASKETBALL 24/7, launched last month, mixing traditional basketball news
and features with video content...AQUA SPHERE has acquired Ohio-based
Zura Sports Inc, a manufacturer of award-winning aquatic fitness products, to
ensure continued innovation in developing specialised products for specific
consumers, including fitness swimmers and triathletes. Zura Sports was
founded in 1994 by Paul Reeder, an industrial designer and avid
swimmer…HARROD UK has launched its new website at
www.harrod.uk.com…

08 SPORTS INSIGHT

TRANSFER MARKET
…HI-TEC has appointed two new sales directors to its
European team. IAN CAMERON has been promoted to
UK sales director, replacing Glenn Bennington, who
has left the company. With over 20 years’ experience
in the sports footwear industry - 15 at Hi-Tec Cameron has held various senior positions in UK
sales and product. In addition, LEE DEVON has been
appointed in a new role as European sales director. Devon will be
responsible for developing Hi-Tec’s rapidly expanding European business
with the company’s growing stable of distributors. Devon also has vast
industry experience with Reebok, Dunlop and for the past 10 years, Nike…
Hi-Tec has also appointed ANDY GEARY (pictured) as UK sales manager.
Geary has worked as a Hi-Tec territory manager for over 16 years, covering
a large area of Southern England including Kent, Surrey, Sussex, Hampshire
and the Channel Islands…BERGHAUS has appointed SIMON ROBERTS as
sales director for Europe, the Middle East and Africa (EMEA). Roberts will
work alongside UK sales director Richard Leedham and report to brand
president Richard Cotter…SHARON HARRINGTON has been promoted to
the role of brand manager for Scandinavian women’s sportswear brand
PURELIME. Harrington will be responsible for growing the brand’s UK
market share, with a specific focus on promoting its sports underwear
range within the equestrian sector…REEBOK’S chief marketing officer ULI
BECKER has been named the sportswear maker’s new president and chief
executive officer, replacing Paul Harrington…STEVE MAKIN, chief
executive officer and board member of UMBRO, has decided to leave the
company following its acquisition by NIKE. Makin will be succeeded by
MATTHEW COOK, who most recently was general manager of Nike
Italy…THE FOOTBALL ASSOCIATION has appointed former CPS executive
SEAN MCAULIFFE as its head of business development…THE
PROFESSIONAL SQUASH ASSOCIATION has begun the process of
appointing a new chief executive following the retirement of GAWAIN
BRIARS…SURREY COUNTY CRICKET CLUB has appointed SARAH GREY as
its new operations manager at the Brit Oval…

MANDMDIRECT.COM WINS
ECMOD AWARD
mandmdirect.com has won the Outdoor Pursuits, Sports & Leisure category
of the 2008 ECMOD Awards, a scheme for multi-channel, catalogue and
online retailers. The award is the company’s first since it was taken over by
TA Associates, a private equity and buyout firm, in 2007.
“This is a fantastic result for our company,” says Steve Robinson, CEO
of mandmdirect.com. “The team at mandmdirect.com have worked
tirelessly to improve our business, whether it be on the phones, securing
new and desirable lines for inclusion in our collections, marketing our
offerings or providing strategic direction and momentum.
“The ECMOD Awards are a benchmark for leading businesses in
our industry and we are delighted to be recognised as one of the
sector’s leaders.”
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ASICS TO CREATE NORTH-WEST
DISTRIBUTION CENTRE
Asics UK is set to invest further in its distribution and logistics
infrastructure with the creation of ‘European Distribution Centre West’
in the North-West of England.
The company will continue to offer next-day delivery to its
‘Ichiban’ dealers, as well as investing in its sales support network.
Being part of a bigger European distribution picture will mean quicker
reaction times to changes in consumer buying trends, says Asics,
allowing it to provide retailers with a short and responsive lead time
from order to delivery.

www.isra.ie

ISRA
ISRA held its bi-annual members' meeting at the beautiful
Glasson Golf Hotel in Athlone recently, in addition to its
twice-yearly ISRA show members' get-together to discuss
trade issues and examine new ideas and supplier proposals.
ISRA recently signed an affinity deal for its members
with Irish telecommunications service provider Imagine. The
deal offers members a sizeable discount on the cost of
telephone calls and internet services. The affinity deal is
added to other deals already in place with service providers
including credit cards, electricity and insurance.
Some ISRA members have been busy upgrading or
opening new stores. Gannon Sports of Clifden, Galway
moved into their new development, while Donegal Sports
opened a new store in the bustling town of Letterkenny,
Donegal. In addition, My Sport of Enniscorthy in Wexford
opened a second store in the town, allowing their original
store to focus primarily on performance products.
Asked to comment on developments, Tom Foley of ISRA
said: "The recent meeting of members was surprisingly
upbeat when you take into consideration current retailing
trends. Our members are expanding and diversifying the
product categories, brands and ranges they carry. The
members who have expanded their operations or have
repositioned themselves in the market have shown great
confidence.
"We also have a few new exciting projects in the
pipeline that will come on stream over the next few months
and, of course, we're looking forward to our summer show,
which takes place again in Athlone on July 21-22.
Visit www.isra.ie for news and contact details.
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WHAT’S NEWS

UHLSPORT AND
MCDAVID IN UK
SALES PARTNERSHIP
uhlsport has announced a customer sales and service
partnership with McDavid. The terms of the partnership
will mean the specialist performance brands will share
a UK sales structure, while a new uhlsport
administrative head office in Bampton, Oxon is to be
set up. Uhlsport’s presence in
the UK is being directed
by Paul Sherratt,
who assumes the
title of country
manager for
both uhlsport
and McDavid.
“uhlsport
products are
marketed in over
100 countries
throughout the world
using a variety of business
models and organisational
structures,” says Thomas Keppler, managing director of
uhlsport GmbH. “Our experience has demonstrated that
working alongside a like-minded, non-competitive brand

is one of the most successful
approaches to territory-specific
marketing and I am confident
that the synergy with
McDavid will be highly
beneficial to both the uhlsport
brand and our UK customer base.”
Of the new partnership, Paul
Sherratt said: “uhlsport is recognised as being a
quality, performance-led brand which provides the
trade with a total football package. I believe that it
represents a perfect choice for specialist football
retailers, both clicks and bricks, seeking to drive
their business by creating significant points of
differentiation from the high street.
“Everyone involved, from both uhlsport
and McDavid, has been struck by the
synergies that exist in terms of heritage,
authenticity, a commitment to R&D, product
innovation and philosophy, all of which augurs
well for the future.”

PRECISION TRAINING LAUNCHES 08/09 CATALOGUE
Precision Training, a wholly-owned brand of Reydon Sports, has unveiled its
latest catalogue for 08/09.
64 pages in total, the catalogue features an expanded range of football
and sports teamwear, new medical and sporting luggage ranges and a ProCoach range of sporting organisers and planners.
“Our new catalogue demonstrates the huge depth and breadth of Precision
Training,” says Reydon Sports’ managing director Nigel Carter. “The brand has
achieved truly phenomenal success in the past three years and the new
catalogue will help us further enhance the success story.
“Our core range of sports training aids has been expanded, and with the
addition of our sports medical and luggage ranges we offer a true one-stop
solution for sports clubs, organisations, schools and individuals.”
Earlier this year, former England manager Graham Taylor signed a new twoyear agreement to extend his role as Precision Training’s official brand ambassador.

10 SPORTS INSIGHT

Reydon Sports has also teamed up with former Nottingham Forest,
Ipswich Town and Bury footballer David Johnson in a bid to discover the next
generation of England football stars. Using the Precision Training brand,
Reydon is to partner Johnson in the establishment of his new Football
Academy, targeting youngsters between the ages of five and 11.
Says Johnson: “I have had a wonderful career out of football and this is
the perfect chance for me to put something back into the game I love. There
is not enough being done in football at grass-roots level and hopefully this
can change that. If we can get children out in the fresh air, enjoying
themselves and getting good exercise that is fantastic and if, during that
process, we uncover some stars of the future that will be a major bonus. The
link up with Precision Training is perfect. Their equipment is used throughout
the professional game and the children will benefit hugely from their
involvement too.”
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“Gary Neville is the club captain, but has been injured for the best part of a year now - and Giggsy’s taken on the mantlepiece.”
Rio Ferdinand gets a bit confused

SPONSORSHIP NEWS
…LOTTO SPORT ITALIA has been announced as QUEENS PARK
RANGERS FC’S Official Kit Supplier from next season in a deal
that could be worth £20million over five years. As part of the
deal, Lotto will be providing new home and away kits and
trainingwear for players from the first team through to QPR’s
Centre of Excellence representatives, as well as developing
new lines of QPR-branded clothing and shoes. The contract
also includes a substantial investment in QPR’s ‘Football In
The Community’ scheme…HARROWS is to sponsor this year’s
DJO darts Tournament Series in Japan. Called the HARROWS
DARTS CUP, the tournament will attract 50,000 players to
over 20 different venues…PUMA and the SWISS FOOTBALL
ASSOCIATION have extended their technical sponsor
partnership with another agreement that extends beyond
the 2012 Euro championships… CANTERBURY OF NEW
ZEALAND has signed a deal with YORKSHIRE COUNTY
CRICKET CLUB that will see the brand supply the side with
first team kit and training apparel… PUMA has signed a deal to become the official technical
partner for ENGLAND ATHLETICS in a three-year kit sponsorship that will support England’s athletes and international teams through to
the Commonwealth Games in New Delhi in 2010…ZOGGS has signed up for a second year of sponsorship with HUMAN RACE 2008 TRIATHLON
EVENTS as official swim partner. The sponsorship package sees Zoggs as official swim sponsor across all of Human Race’s triathlon events
throughout 2008…DUNLOP has signed teenage tennis stars GASTAO ELIAS, XANDER SPONG and TIAGO FERNANDES on endorsement
agreements. These three youngsters are now members of the growing Dunlop DSquad programme, a scheme that aims to attract top tennis
players worldwide at a junior level and identify talent for future international player sponsorships with the brand…outdoor experience and
training company VOTWO has chosen swim kit specialist AQUA SPHERE as its official Swim Equipment Partner and will use the brand’s caps and
award-winning goggles throughout 2008 and beyond…
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KIT STOP
Essential stock for your shop

PHYSICOOL
LAUNCHES
COOLER
CAMPAIGN
ASSIST creative resources Ltd, the
sole UK distributor for Physicool, has
unveiled the new Physicool Cooler
advertising campaign.
The promotion highlights the
added benefits of post-training
cooling as an aid to faster
recovery and prevention of
muscle and tendon injuries.
Other significant benefits are
achievable by ‘cooling’ during
competition and training. The
campaign is set to highlight
these benefits as well.
To stock Physicool and take
advantage of this advertising
campaign retailers should
contact ASSIST on 01978
664743. Alternatively, new
retailers should complete
ASSIST’s trade forms at
www.assist.co.uk/applications
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CDS LEISURE
CDS Leisure offers possibly the most
comprehensive range of official
Manchester United merchandise,
with many items produced
exclusively to their own designs.
The range covers a wide selection of products such as hats, scarves,
caps, badges, t-shirts, mugs, flags, footballs, sports and school bags, toys,
in-car products, babywear, stationery, computer equipment, pet products,
greeting cards, gift wrap, football accessories and much more, including a
range of official Manchester United UEFA Champions League products.
For details tel/fax 0161 748 8799 or email cds.leisure@btopenworld.com
CDS also has a selected range of official merchandise for other top
Premier League clubs.
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JAKABEL
The 2008 Jakabel catalogue is now available. It
features many new competitively priced designs,
sizes and colours that will give your swim
department an extra boost in sales this season.
The Swimsafe Floatsuit is not only guaranteed
not to tip over, it’s
also comfortable to
wear and has a
UPF50+ sun
protection rating kids just love to wear
it all day long.
The pool toy
range includes many
of the winners from
2007, plus a few new
ones. One of the
hottest clothing items
is the unique
camouflage design
wetsuit in both pink
and blue, which not
only gives you a
design edge, but also
is a great impulse
buy. Matching shoes
and headbands are
available too.
To view the complete Jakabel range, or for details of your local
stockist, visit www.jakabel.com or contact Josu Shephard on 020
87152385/07957 541406 or email
josu.shephard@jakabel.com

KIT STOP
Essential stock for your shop

TK HOCKEY COLLECTION
The new TK collection is their best ever, according
to TK Hockey.
The sticks, bags and player protection essentials for any hockey retailer - are fresh,
innovative, visually stunning and represent
great value for money, raising even TK standards to
new heights.
New textile products will enhance the
company’s standing as the number one in hockey
clothing, while its goalkeeping equipment grows in
popularity each year, backed by the endorsement
of the world’s leading goalkeepers. A
comprehensive range of balls and accessories
completes the collection.
For more information call 01722 326595 or email
enquiries@tkhockey.co.uk
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SPLASH OUT THIS
SUMMER WITH MARU
Maru’s striking Aqua Leisure range of
swimwear has turned more than a few
heads this season. Perfect for lounging
around the pool, the range includes a
number of flattering halter-neck or thin
strap styles, one-piece suits and
two-piece tankinis.
Leading the collection is the
stylish Charlie Swimsuit, a halterneck in cool aqua or blue. This
flattering swimwear comes with
pretty appliqué designs and
under-bust contour piping in sizes
8-16 with removable cups.
Also included in the 2008
range is the popular two-piece
Charlie Tankini, which has a halterneck tankini top and pants, and the
Alfie Tankini, a thin strap top with
short style pants, in bright, hot
summer colours. All styles are
available for immediate delivery.
To find out more call Maru
Swimwear on +44 (0) 115 985 1212,
email sales@maruswimwear.co.uk or
visit www.maruswimwear.co.uk
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PRODUCT ROUND-UP

MERCIAN TEAMWEAR
For 2008 Mercian is developing its teamwear and stock
clothing ranges. The successful introduction of performance
products used at events such as the Great Britain Super
League has led to the company expanding its apparel
collection further.
Featured garments include the new High Performance
Skort, which has fast-drying and fade resistant qualities,
while the Supplex inner shorts have compression style
characteristics seen in other base layer garments and are
covered by a synthetic performance outer. The range also
features the M-Tek Performance Shirt, available in men’s and
women’s fit and in red/white, white/red, maroon/white and
white/maroon.
In addition, Mercian offers a full in-house design service
that delivers high-quality solutions to teams through its
retail network.
Mercian Sports Company: 01483 757677.
Email: clothing@mercianhockey.com

KIT STOP
Essential stock for your shop

IRISHFIT
Trigger Point Technologies, LLC offers four
therapeutic products: the TP Massage Ball, TP
Footballer, TP Quadballer and Baller Block.
The TP Massage Ball, TP Footballer and
TP Quadballer’s dense materials mirror the
feeling of the human hand and change
shape after five to seven seconds of
pressure. They are able to penetrate
the belly of the muscle safely and
effectively. Once the pressure is
applied and the user takes a deep
breath, the trigger point of the
targeted muscle is forced to relax
and the spasm is relieved.
The Baller Block aids in the
effectiveness of the
Footballer, while also achieving
structural integrity.
For more information
call 353-1-2846107
or visit
www.irishfit.eu
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FSPA MEMBER NEWS

FSPA focus

The latest news from The Federation of Sports
and Play Associations
of attending: “The executive committee of
APSA have spent a great deal of time and effort
putting together a programme which we believe
should be of huge interest to all sports sales
agents. I very much hope that all agents will be
able to attend our event and look forward to
networking with APSA members and nonmembers alike."
To register to attend or for more information
about the programme or event, email your
details to kate@sportsandplay.com or register on
the APSA website (www.apsa.org.uk). There will
be a £10 registration fee for non-APSA members
(refundable if you join the association).
Attendance for APSA members is free.

How’s VAT?
The Association of Professional Sales
Agents (APSA) is extending an open
invitation to all sports sales agent for its
seminar day and annual general meeting to
be held at Federation House, Stoneleigh
Park, Warwickshire on Wednesday, June 4.
The day will consist of a presentation on
agency law topics, as well as the
association’s annual general meeting.
Recent changes in agency law have made it
a vital topic for agents working in the sports,
angling, golf and outdoor sectors to understand
and Carol Gunning from Martineau Johnson,
an agency law specialist solicitor, will be able to
analyse the implications of Lonsdale vs Howard
and Hallam for future cases. A networking
lunch will be available so that agents can
discuss industry issues, and there will also be
the opportunity to hear more about the
Association of Professional Sales Agents and
the benefits of membership.
Speaking about the event, APSA chairman
Chris Hodges was keen to point out the benefits

The Council of the European Union adopts new
rules for VAT that will, as a general rule, enter
into force on January 1, 2010. The main
features are as follows:
■ Business-to-business services. Taxation will be
at the place where the customer is situated and
no longer at the place where the service
provider is established, as is currently the case.
■ Business-toconsumer services.
For most services,
the place of
taxation will
continue to be that
where the supplier is established. However, in
certain circumstances, taxation of business-toconsumer services will be at the place of
consumption in order to prevent distortions of
competition between member states operating
different VAT rates.

Grow Golf
The Trustees of the BGIA’s
innovative ‘Grow Golf’
initiative have recently
awarded their first grant of
£30,000 to the Golf Foundation.
The Grow Golf grant will be specifically utilised
for the Foundation’s ‘Golf Roots’ programme
through 2008. This is a dynamic campaign aimed
at bringing golf to inner-city children, and is
supported by BBC presenter DJ Spoony, the PGA
European Tour
and the England
Golf Partnership.
Seven city Golf
Roots projects ran
throughout 2007.
With the additional funding provided by Grow
Golf, it is planned that this will increase to 15 in
2008. Each will enjoy a summer of Golf Roots
activity, combining golf in schools with public
community events and, importantly, organised golf
at golf clubs and driving ranges. The programme is
sustainable, aiming to provide opportunities for
youngsters to continue playing golf into the future.
Says Golf Foundation development manager,
Brendon Pyle: “Much of what Golf Roots is about
is empowering members of the local community,
not only in offering a new, beneficial sport to
children, but also to give young people the
opportunity to work as leaders and mentors to
youngsters and help their own development as
young adults.”
The current Grow Golf partners are Acushnet
Europe, Callaway Golf, PING Europe, Sunderland
of Scotland and TaylorMade-adidas Golf, which
all pay an annual levy based on their UK turnover
into the Grow Golf fund. The trustees of Grow
Golf, who include industry stalwarts Graham Guy
and Warren Sunderland, are actively seeking
additional partners to expand this ambitious
scheme aimed at stimulating golf participation
across all age groups, geographic regions and
social backgrounds within the UK. SI

“Much of what Golf Roots is
about is empowering members
of the local community”

Inquiry into European Trade Policy
The European Union Committee SubCommittee, under the chairmanship of Baroness

SPORTING GOODS INDUSTRY ASSOCIATION
If your answer is ‘yes’ to any of the following questions you need the
SGIA’s help:
■ Do you manufacture in Vietnam?
■ Do you import Special Technology Athletic Footwear (STAF) into the EU?
Vietnam is in danger of losing GSP and anti-dumping measures could be extended on leather
shoes. In addition, the EU is looking at the definition of Special Technology Athletic Footwear. Any UK
sports business involved in overseas manufacture will know that these two issues could have a very
detrimental effect on them.
The Sporting Goods Industry Association (SGIA), on behalf of its members, is in talks with UK and
EU government to ensure that you stay informed and have the opportunity to lobby government along
with other industry members.
For more details on how the SGIA represents its members and information on other benefits call
02476 414999 or email michelle@sportsandplay.com
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Cohen of Pimlico, has decided to commence an
inquiry into the future of European Trade Policy.
The UK Sporting Goods Industry (SGIA)
welcomes the House of Lords’ review and hopes
it will lead to significant steps towards
articulating a new EU trade policy favouring
ambitious bilateral trade agreements, a more
rigorous pursuit of EU economic interests in
overseas markets and greater recognition of the
complexities of global supply chains.
For further information on how SGIA represents
the UK sporting goods industry at Government
and EU level call 02476 414999.
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PEOPLE
from marathon runners to troops, has
commented favourably on the quality of our
products and now we are doing extremely
well, particularly with the extra awareness
we are driving through our in-store and
advertising activities.

What opportunities are available
for gyms and leisure facilities to
sell your products?

MOVERS
& SHAKERS
Andrew Hawkyard, brands manager for Vulkan and Sorbothane
How many products are in your
various ranges?
Altogether there are around 50 different
products in the Vulkan portfolio. Our different
product ranges cater for most sports injuries and
the choice is very comprehensive. The Vulkan
range includes high-end neoprene and
advanced elasticised sports supports, as well as
FA and RFU-standard medical bags and various
bespoke products to cater for all sports
activities. Our parent company, Mobilis
Healthcare, provides first aid equipment for the
majority of Premiership physios and we have to
make sure our products can fulfil their needs
too. For more information visit
www.vulkansupports.co.uk.

Traditionally, our products have always been
recommended by most physios and sports
practitioners around the country, so the fit
between our products and the gym/leisure
market is perfect. We are currently seeing
strong growth in demand from gyms and
leisure clubs and feel we can provide gym
members with a wide range of products to aid
faster injury recovery. Again, to speak to one of
our sales advisers our trade customers can call
us on 0161 626 8339.

What retail support do you offer?

Lewis Moody, regularly puts our supports
through their paces. In Vulkan Si’s case, we had
to go back to the drawing board a few times
until we were 100 per cent satisfied that we had
developed a truly high-quality product. Our new
packaging and marketing support has gone
down very well with the trade and consumers
alike and we are excited about the ongoing
development of the Vulkan range.

As well as our stand and pack deals and in-store
retail areas, we offer various levels of support to
our retailers. We are well known for our
expertise in sports injuries and can provide
excellent product training and injury guides for
all of our stores. We have had some great
feedback on our new in-store POS packages,
produced for both Sorbothane and Vulkan
brands, and feel we are providing the level of
support that’s needed.

What’s the response been to
Vulkan's in-store injury clinic area?

How would you describe the
company's prospects for 2008?

The response to our new Vulkan injury clinic instore area has been very positive so far and we
are currently working with various retailers to
develop these areas in flagship stores. This year
we have focused strongly on retail marketing
at Vulkan and we are starting to reap the
benefits through working more closely with our
trade customers.
We have also collaborated with the
biomechanics experts within the Mobilis
Performance team in producing our new Vulkan
injury and product guide, which is now available
for all of our retailers. If anyone would like to
put us to the test then why not get your own
injury clinic installed? We can provide high
quality stands and POS or full in-store concept
areas, which we are confident will add value to
any store. Just call us on 0161 626 8339.

Our prospects for the rest of the year are very
encouraging. We have a new team at
Vulkan/Sorbothane this year and we have been
far more active in terms of marketing and
improving our products and retail offering, all of
which is beginning to pay dividends. We hope
that our retail customers are seeing the
difference and would like to thank them all for
their continued support. SI

Can you tell us about the success
of the New Vulkan products,
Vulkan Si and AE?

How did the launch of the
Sorbothane Shockstopper+ go?

Our new Vulkan Si and Advanced Elasticated
ranges have been very successful since launch.
We feel that this year has once again been a
real step forwards for us in terms of new
product development and have been
absolutely delighted with the sales and
feedback from our customers.
We worked very hard in developing and
testing our Si range and our brand ambassador,

Sorbothane had its best sales month for over
three years in March and is performing very well
across the UK market. Due to the improvements
in our product range, we also now have a
flourishing export business as well. Our new
Shockstopper+ insoles have been very successful
with sports customers, as well as the military,
and we have had many letters and
communications from customers. Everyone,
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Are you
ready for the
challenge?
Key Account Manager
Buying Groups & Priority Accounts
Competitive Salary + Full Benefits – Home Based
Reebok is one of the most recognisable sports brands in the world,
with an impressive portfolio of products across footwear, apparel and
accessories. Founded in 1895, Reebok’s focus has always been to
provide athletes with the opportunity, inspiration and, more importantly,
the products, to achieve and exceed their capabilities. This is a tradition
which extends all the way to today's world class contenders. Reebok
is determined to celebrate individuality in sport and life. By continuing
to challenge boundaries and provide creative and innovative solutions
tailored to the demands of the sporting world, we’re now at an exciting
stage in our development and are looking for an outstanding Key
Account Manager to join a winning team.
Backed by a talented marketing team and an imaginative creative
design team, you will service and develop national buying groups as
well as some key strategic customers. Working with a large degree of
autonomy, you will present product and marketing concepts to the
assigned accounts and ensure a reliable, responsive and dedicated
approach to your customer base.
To succeed you will boast an impressive track record of managing
leading UK retail accounts and ideally you will already have some
relationships within the buying groups. A background of selling sports
equipment or footwear would also be an advantage. Above all you
must bring with you commercial expertise, a ‘can-do’ attitude and a
genuine desire to succeed in a competitive marketplace.
If you think you’re a serious contender with the capability to work
for one of the biggest global brands, please send your CV to our
retained consultant, tom.fox@rilwood.com quoting ref: TF1550, or
visit www.rilwood.com
All direct and third party applications will be forwarded to Rilwood Associates.
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PRODUCT FOCUS
quality of the equipment. We also offer finance
options for flexible payments.
Our CPO equipment tends to be one or two
generations old - every four years Life Fitness
launches a new model that is a new generation
- so it won’t have the latest specifications,
programmes and entertainment functions. In
this respect, it’s not dissimilar from second-hand
cars, which don’t have the satellite navigation,
cruise control and ABS functions that new
models offer. Having said that, it can be very
difficult to distinguish some CPO equipment
from the new models, which is testament to our
rigorous remanufacturing process.
Ultimately, the reason why the CPO range
sells so well is that it is market-leading
equipment at an affordable price.

WHAT’S

HOT

The Life Fitness certified
pre-owned equipment
range

Who is it aimed at?

What are the key
features and benefits of
the range?

Peter Rigg, Life Fitness’ multi regional
accounts director of Europe, the Middle East
and Africa, talks about the company’s
remanufactured equipment range.

Can you give us some
background on the brand?
Life Fitness is the largest commercial
fitness equipment provider in the
world and has offered its unique
Certified Pre-Owned (CPO) range
for some 11 years. CPO is refurbished Life Fitness
cardiovascular equipment offering great quality kit
at an affordable price. Sales of CPO equipment
have grown steadily over the past three years
among independent health and fitness operators,
sports clubs, schools and colleges. And we are
experiencing increasing demand for the range in
Europe, particularly Eastern Europe, the Middle
East and Africa.
We remanufacture cardiovascular equipment
at our plant in Hungary. A team of technicians strip
the kit down to its core components and sandblast
it before rebuilding the machines with many new
parts. Only genuine Life Fitness parts are used and
at the end of the process the equipment receives a
new serial number because it is simply not the
same machine. This process contrasts with that of
competitors’ refurbished equipment, which is
cosmetically cleaned and may not use original Life
Fitness parts.
Only certain cardiovascular kit is suitable. For
example, some products are simply too old to
remanufacture and there isn’t always a market
for others.

All of our CPO equipment comes with a 12-month
warranty on parts and labour. We sell service
contracts and guarantee the availability of parts for
five years. Depending on the volume of products
bought and the price paid, we can also provide
Life Fitness Academy training and instruction on
the safe and effective use of the equipment.
Our CPO equipment is great value for money
and operators who choose to invest in this range,
instead of brand new products, can expect to
save up to 70 per cent on price.

Why has it sold so well?
Our pricing and remanufacturing process is very
transparent, which is something we ensure
throughout our sales and marketing
process. And the fact that each piece of
equipment comes with a comprehensive
service history, together with
a 12-month warranty on
labour and parts,
also reassures
operators of the

The range is aimed at all health and fitness
operators, but is particularly suitable for those
on a tight budget and clubs with a smaller
footfall than the larger chains. The range
incorporates treadmills, cross-trainers, upright
and recumbent bikes and therefore can ideally
meet a health club’s cardiovascular needs. It’s
for these reasons that the range has proved so
popular with independent health and fitness
operators, sports clubs, schools and colleges.

How is it marketed?
We sell the CPO range through our distributor
partners, field staff and telesales team as well as
via online channels. We also advertise, use direct
mail and online case studies and customer
testimonials from a wide range of sectors to raise
awareness of the range and the
marketing support we offer.
Depending on the amount of
equipment purchased, operators
can receive marketing support in the
form of professional, high quality,
customer-branded posters and flyers to advertise
their facility and drive new business. SI
For more information contact
the Life Fitness team on
0845 1302182, email
uk.cpo@lifefitness.com
or visit
www.lifefitness.co.uk
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PRODUCT FOCUS
How do you find out about new
products?
I belong to the STAG buying group and go to
their trade show every year, which is a great way
to see new companies and products. The
company reps are, on the whole, a brilliant bunch
who know their product and will usually give an
honest view on what is going to sell well.

Do you plan to move into
online retail?

Talking Shop
Barbara Craig runs
Cranbrook Sports in the Kent town of the same name
What is your sports retailing
background and how did you come
to be running a sports outlet?
None, in fact. However, I was a trained bookkeeper, so the business side of it didn’t worry
me. I was used to dealing with the public and I
am a very selfmotivated person,
which I think you
have to be if you are
self-employed. I was
looking for a business
opportunity after
leaving my previous
job as a hospital
manager, and this shop was up for sale. I’ve had
it now for just over 10 years and it’s very much a
one-man band, ie, me - with the occasional
student helping out at very busy times.

strips or casual footwear as the multiples do
that and are able to offer lower prices. I try to
keep a good stock of equipment, backed up
with knowledge, lots of information, lots of
help and lots of stock. I am quite prepared to
tell a customer they do not need to replace an
item of equipment if
it is still serviceable. I
may lose a sale at the
time, but they
always come back
because they trust
me. I also offer a
re-gripping service
for racquets and
bats and on-site re-stringing for racquets.
Plus, some years ago I took a course in
engraving and invested in my own engraving
machine. This has not only been a lucrative
sideline, but also brings different people
through the door.

“I try to keep a good stock
of equipment, backed up
with knowledge, lots of
information, lots of help and
lots of stock”

What’s your area like for
sports retail?
There are two local sports shops within five to
10 miles and obviously the multiples in the local
large towns, but Cranbrook is a relatively small,
rural-type town which has very loyal local
custom. I also have regular customers who travel
from some miles away because they know I
stock the sort of things the multiples do not.
This area of Kent is very much into hockey,
rugby, cricket and tennis, so I obviously stock
everything linked to those sports, but I sell a lot
of footballs and football boots as well. Good
stock items that sell all year round are swim
goggles, mouthguards and trainers.

How do you compete?
I purposely do not sell leisure clothing, football
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What are your strongest sellers at
the moment?
The strongest sector of the market is children’s
equipment, footwear and proper sports clothing
- cricket whites, rugby protection, etc. Now we
are going into the cricket season, bats, batting
gloves and cricket balls are getting more
popular.There are a lot of private schools nearby,
which are very into their sports, as well as a
sports college which is good for trade.

How has trade been over the
past year?
The past 12 months has been good - I wouldn't
say it has increased greatly, but it certainly hasn’t
gone down.

I may well be tempted. I think the small shop will
be put out of business in the end by internet
sales. Customers think they will automatically get
a better deal if they buy online, so they tend to
use the net to buy the big expensive items and
the local shop for the extras, when really if they
are going to invest £100 they should be getting
unbiased advice and guidance, and of course
trying the product to make sure it suits them. I
have had many a customer ask my advice, picking
up the various bits of equipment, and then saying
they will see if they can get it cheaper online.

What are the best and worst
aspects of the business?
The best is seeing people genuinely excited about
their sport, pleased with their purchases and the
advice I give. I like hearing how well they have
done with their new running shoes or hockey stick.
I least like the rude customers who find it hard to
say please and thank you, and unruly children who
seem to think the sports shop is an extension of
the school playground - although I don’t blame the
children, it is down to the parents.

What has been your biggest
challenge?
Competing against internet sales and the
multiples, but so far being an old-fashioned
sports shop seems to be working in my favour.
We are a very small shop with a very large stock
and we care about out customers, who in turn
are loyal to us. SI
Do you want your shop featured in Talking
Shop? If you do, call 01273 748675 or email
catherine@partridgeltd.co.uk
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Sports Insight Magazine is expanding its circulation to target
independent ﬁtness and health clubs across the UK and ROI.
With the increasing growth in health
and ﬁtness club membership, many
operators are waking up to the
beneﬁts of offering ﬁtness products
to their members.
You only have to consider the
competition that many modern
chains face to realise how crucially
important it is for the independent
ﬁtness club to stand out from the crowd.
Because of this, Sports Insight Magazine
has created a regular, dedicated feature
designed to promote products to this sector.
Whether it is POS or equipment,
Sports Insight Magazine is the place to
learn, promote and educate.

See this issue's feature on page 32
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ECONOMY

SURVIVING A
SLOWDOWN
With the retail economy struggling in the face of a downturn, Dave Howell
investigates how your business can survive in a market dominated by the credit crunch
Open any newspaper, tune to any news
channel or visit the web and you will be
faced with stories of a global economy that
is slowing down. The CBI has described 2008
as a ‘difficult year’ for the UK economy, but
it’s important to look past the current
events and see the wider picture. The CBI’s
director general. Richard Lambert, says the
UK’s economy is not heading into freefall,
but would have a “soft landing” as the
economy slows.
Lambert says that: “We may be entering a
new phase” in the structure of the global
economy, with a “bumpier ride in the years to
come” a real possibility. He reflects that “the
global economic balance of power
is shifting east” to China and
India, who have driven growth as
the US economy has slowed, and
that alongside this: “We appear to
have moved into an era of high
energy prices and one where
investment decisions will be
dictated in part by the price of carbon.”
The British Retail Consortium's new director
general, Stephen Robertson, commented: “For
the fifteenth month in a row, non-food prices
have been lower than a year ago and there are
no signs that this trend is going to change.
Retailers are suffering the effects of some
unavoidable rising costs, but are doing everything

they can to shield their customers from these
rises. As people’s budgets tighten this year, the
key word in retail is value and customers will
continue to benefit from the intense price
competition between retailers.”

Retail worries
The high street is certainly becoming a
battleground. The retail sales figures for the last
few months don’t make for positive reading,
with a steady cooling off as consumers tighten
their belts. Ian McCafferty, the CBI’s chief
economic adviser, says: “The high street has
been slowing gradually since last April and sales
earlier this month were very subdued, while

“The increase in food prices in February will
come as a stark reminder of the pressure many
households are facing from increasing
household bills, despite the best endeavours of
retailers to absorb as much of the increases as
possible. Non-food continues to be discounted,
thus continuing to keep the overall Shop Price
Index close to its December 2005 level.”
For specialist retailers, looking closely at
their core business is the key to weathering the
economic storm. Clive Lewis, head of medium
sector issues at the Institute of Chartered
Accountants in England & Wales, says: “Smaller
enterprises have a number of things going for
them when demand is generally depressed.
Firstly, they are closer to the
customer. This comes from having
spent many long hours in their
shop interacting with customers.
“Secondly, they know their
business inside out. They know the
key statistics - the break-even
point, the fixed overheads, the
headroom with the overdraft, stock levels, etc.
Thirdly, many have weathered previous soft
spots in demand and know how bad it can get
and what worked in previous difficult trading
conditions. Fourthly, they know how to shop
around to get the best bargains.”
Says Stephen Milne, director of the
Aylesbury Vale Enterprise Hub: “Small

“We appear to have moved into an era
of high energy prices and one where
investment decisions will be dictated in
part by the price of carbon”
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prices have risen strongly. Reflecting the
increasingly tough conditions faced by the
sector, business sentiment and investment plans
have both taken a hit.”
However, the market is reacting to keep
retail spending as buoyant as possible. Mike
Watkins, senior manager, retailer services at
market research company Nielsen, comments:
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enterprises must play to their strengths. There
are still people out there willing to spend and
small retailers have different products to larger,
more generic retailers. The important point is to
make sure they are reaching the right people.
This may be harder work in an economic
slowdown, but it is the way to keep up sales
and minimise the impact the economic climate
will have on their business.”

Winning post
For the sports retailer that has a specialist
market to sell to, no one is denying that 2008
will not see the steady growth that many
businesses have enjoyed over the last few years.
Says Clive Lewis: “The Olympics will take place
in 2008 and there will be greater media and
promotional coverage. This might mitigate some
of the adverse effects of the economic
downturn and make consumers more prepared
to spend on sporting activities. There is always
the hope of a UK winner in Wimbledon or a
significant UK football success. But experience
suggests that it is better not to plan on the UK
excelling at these events.”
Stephen Milne comments: “Naturally,
people will spend less overall this year, and
when this is the case there will be some who
lose out. Sports companies will doubtlessly have
to work harder, but there is no reason why they
cannot keep sales at a reasonable level if they
plan strategically. Many so-called luxury items
will continue to fare well; sports clothing and
equipment will remain important to many.
Where people trade down to a lower quality
brand, other people will trade down from a
higher quality one, so products, which are not at
the very top end and are viewed as good value
for money, will still find a market.
“Furthermore, many sports items are not
seen as luxuries, but commodities by many
consumers, in particular schoolchildren to

whom having the latest brand is a must. An
economic slowdown will not affect the
spending habits of such people. If they rely on
their parents to buy their clothing, sports
retailers may find that their customers buy
cheaper brands. But this will only happen once
and they will soon return when their children
refuse to wear the cheaper brand.”
“Today’s sportswear market is a diverse and
fragmented one,” says Professor Simon
Chadwick, Centre for the International Business
of Sport at Coventry University Business School.
“Current pressures are, therefore, unlikely to have
the same impact across all segments and will
affect each of these segments in different ways.
“Most likely to suffer will be luxury items,
eg training shoes costing £100-plus, where
demand is likely to be squeezed by credit and
lending restrictions. For products that one
would normally find in high street chain stores
that heavily discount their products, demand
should be more resilient - consumers who
typically buy from such outlets are more likely
to see sportswear as necessity purchases rather
than luxuries.
“As for the smaller outlets, again the news
is likely to be mixed. Many of the smaller stores,
the ones that have already gone head to head
with the discounting high street multiples, will
really feel their margins being squeezed.
However, those serving a niche are likely to be
able to stand their ground.”

widespread hardship in the small business
community and many small business owners are
still reporting reasonable trading conditions. If
things deteriorate, small businesses have
much more agility and adaptability to cope with
new conditions.”
Clive Lewis offers this advice: “There are few
business experiences more difficult than a
significant general slowdown. Loss of confidence
in future trading is insidious. But it is advisable to
make decisions based on facts. If you lack
experience of trading in a slowdown, is there
someone you trust who you can talk to about the
business? Being a business owner can be very
lonely and having a trusted adviser, someone with
a wide range of experience - often your
accountant - whom you can chew things over
with helps with the isolation. It also helps put
things into perspective, as well as finding out
how other businesses are managing.”
What is clear is that for the small business
owner the slowdown isn’t the end of their
company. The sports retail sector will certainly
go through a tough period, but the smaller
business is perfectly positioned to attract
customers. For many small businesses, their
ability to modify their stores quickly in response
to customer demand will ensure their survival
through this turbulent year.

RECESSION BUSTER
■ CASH IS KING

Planning success
Whether the UK is heading for recession is a hot
topic. For all business owners, now is the time
to plan carefully to ensure contingencies are in
place to survive any economic downshift that
may occur. The Federation of Small Business’s
Simon Briault says: “If owner/managers of small
businesses are panicking, they have no need to
at present. There is no real evidence of

The cash flow through your business is still
of paramount importance. Keep a close eye
on your expenditure to ensure your business
stays solvent.
■ CUT COSTS
In today’s economic climate renegotiating
supplier contracts could pay huge dividends.
Any reduction in your costs is money in
your pocket.
■ CUSTOMER SERVICE
In a downturn every customer is important to
your business. Making an extra effort in
every aspect of your customer support
will reinforce their loyalty and improve
your profit.
■ DISCOUNT DILEMMA
Be careful if you intend to make large
discounts in your store. It’s important to
know the precise gross margin of your
products so you know how far you can
discount and still make a profit.
■ DELAY BORROWING
You may have plans to expand your business
or make a substantial investment in plant
and machinery. Can you delay this spending?
■ CREDIT CLAMP
Look closely at the outstanding credit you
have extended to suppliers and customers.
Now is the time to chase the money
you’re owed.
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INDUSTRY ANALYSIS

AT YOUR LEISURE
What are athletic shoes used for? Do British consumers buy athletic
footwear for sport, for sport and leisure, or purely for leisure purposes?
The NPD Group investigates

ABOVE: UK baby
boomers are driving the
increase in sales of
outdoor footwear used
for leisure
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The last 20 years has seen a significant change in the
market for athletic shoes, with an increasing number of
purchases made purely for leisure reasons. Athletic
footwear, which was originally designed for sport use,
now has a dual purpose - for leisure usage in addition
to functional sports usage. Many of today’s consumers
also use the same pair of athletic footwear for both
sport and leisure.
This ‘leisure usage trend’ has broadened the market and
resulted in manufacturers such as Nike, Adidas, Puma,
Lacoste and K-Swiss diversifying their athletic footwear
ranges. This has led to the introduction of many sportsinspired leisure shoes, like the soccer or motosports inspired
footwear that we see in large numbers on retailers’ shelves
nowadays. Sourcing NPD’s Retail Tracking service reveals that

models such as the Adidas Chile 62 and Puma’s Drift Cat
have performed exceptionally well in recent months.

Complex
This trend has also made the market more complex. On the
supply side, shoes that used to be in the market as
performance items are being reintroduced by their
manufacturers as leisure shoes. The Nike Cortez and the
Adidas Superstar are prime examples of this. On the demand
side, a significant proportion of consumers don’t purchase
shoes for their intended sports purposes, but essentially or
partly for leisure.
So what is the picture of the ‘leisure usage segment’
nowadays? In 2007 the footwear used for leisure segment
has gained 2% of market value share and reached 51% of
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total market sales
(see Fig 1). This far
exceeds the ‘footwear used for
sports segment’, which represents 33% of the
market, and which declined 10% in value sales in 2007
versus 2006.
Furthermore, consumers buy
athletic footwear to serve the two
functions of sport and leisure at the same
time. This segment accounts for 16% of
total value sales and is composed generally
of less technically developed products sold at
much lower prices than the sports usage
footwear segment.

Smaller competitors are affected more by a downturn
and have to fight to keep consumers interested in their
current products or find a way to diversify across categories.
This can been seen with the likes of Ellesse and Fila, the latter
of which seems to be making a comeback. This is also the
case with Puma, a company that drove the leisure trend a
few years, but who was pushed aside by Lacoste
and K-Swiss. SI

BELOW: A significant
proportion of consumers
don’t purchase sports
shoes for their
intended purpose

Behaviour
British consumers’ behaviour has become
much more difficult to comprehend, in the
sense that a large number of them, motivated
essentially by leisure reasons, make their
purchases from all types of athletic footwear
and sports categories. This has impacted all
sports categories except football, in which it
appears that most football shoes are used to
play football. Running and cross-training play an
important role and account for more than 40%
of the ‘leisure usage segment’ value sales.
Furthermore, the increasing popularity of outdoor
pursuits has generated growing sales of the
outdoor footwear category within the leisure
usage segment.
The UK’s baby boomers, who are today
over 45, are driving the increase in sales of outdoor
footwear used for leisure. In general, they
have become the most important age group in
the leisure usage segment, with over 25% of
market share, which could be explained by the
fact that they have more time for leisure activities
and account for an increasing percentage of the
UK population.
The industry landscape in the UK within the
‘used for leisure’ segment is characterised by the
dominance of the two worldwide leaders - Nike
followed by Adidas. These two brands are more or
less active in all sports categories and their wide
product ranges, including sports-inspired as well as
classic footwear, allow them to view their future in the
leisure sector with confidence.
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ECOMMERCE

INTERNETNS
GAI
Tony James looks at how
the internet is changing
the nature of retail

Not so long ago a bigger and more
impressive store was an unquestionable
sign of success. Nowadays it could mean
that you haven’t yet caught up with the
way retail trends are being reshaped by the
internet - and that dramatic new changes
are passing you by.
Suddenly, downsizing has become the
retailing buzzword of the moment. Not
because businesses are getting smaller - just
the opposite - but internet shopping kiosks
and pick-up counters can make far more
economic sense than acres of expensive
display space. Shaken by the fact that last
Christmas alone the internet took £7billion
of trade away from the UK’s traditional
shopkeepers, both major retailers and
independents are beginning to turn away
from premium-price high-street outlets and
big retail park developments.

Showcase
Instead, they’re looking at smaller, cheaper
‘trade counter’ units where customers can
collect the goods they have purchased on
the net. “Many retailers are finding they no
longer need a massive showcase store,” says
Neal Ainscow of international property
consultant King Sturge. “They are
downsizing and reducing their overheads.
As a result, there is an increasing demand
for trade counter units and out-of-town
distribution warehouses in which to store
goods awaiting collection after being
bought on the internet.”
Consultants confirm that cutting
overheads by increasing online business
couldn’t have come at a better time for
many hard-pressed independent retailers
faced with unprecedented costs, particularly
rent rises. “Many retailers are downsizing
their bricks-and-mortar presence to sell to
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their customers online without the expense
and trouble of maintaining prestige stores,”
says Luke Johnson, boss of equity firm Risk
Capital Partners.
“For many retailers store costs as a
percentage of sales have doubled in the
past 10 years to at least 15 per cent. This
has been possible only because China has
delivered enormous savings in product
sourcing to UK retailers and because of the
strong pound.
“But this boost to gross margin is over
now that prices from Asia are inflating.
Whole categories of traditional retailing
are becoming unprofitable. Hence the
dramatic switch to online trading.
Migrating to the web is, in many cases, the
only chance of survival.”
Certainly nothing, it seems, can stop the
dramatic march of online retailing that,
according to ecommerce consultant Stuart
Turner, is offering a lifeline to at least 10,000
small independent retailers. “The net has
dramatically changed retailing over the past
two years,” he says. “And small businesses
are ideally placed to cash in on the trend.”
Already eight million UK households spend
at least £1,000 a year on internet purchases,
which are expected to account for at least
40 per cent of all UK sales by 2020. Latest
estimates are that £80billion of UK spending
is now influenced by the internet - a 20-fold
growth in less than six years.

Fulfilment
“But traditionally, the weak link in the
internet shopping chain has been what’s
called the fulfilment component. In other
words, actually getting the goods to the
customer,” says Stuart Turner.
Its credibility took a hard knock last
Christmas when failure by internet firms, the

Royal Mail and
private delivery
companies resulted in an
estimated one million items being
lost or delayed. Major retailers refused to
guarantee internet orders made less than a
week in advance, others added an
extra charge to cover courier delivery
and customers queued for hours at
some collection points before leaving
empty-handed.
Royal Mail, which delivers around 60
per cent of goods bought on the internet,
accepts that it is unlikely to be able to deal
with the predicted growth. Which is why an
increasing number of retailers have either
installed their own trade counters or are
seriously considering it.

For instance:
■ Warehouse has relaunched its website to
include an online magazine with a facility
to zoom in on items.
■ Estee Lauder cosmetics now has its own
transactional website.
■ Dixons is set to disappear from town
centres after 70 years on UK high streets
and to operate wholly as an online business
called Currys.digital.
■ Woolworths is developing a multi-channel
business with new smaller store formats
with internet kiosk facilities to combat the
currently tough retail environment.
According to Stuart Turner, internet
shopping kiosks could be the key to survival
for many small independents feeling the
strain of competition from national retail
chains. He says: “Customers can pick from a
much wider range of products than can be
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■ Make sure
goods are
satisfactory, fit for
their purpose
and exactly as you
described them.
■ Comply with privacy and
data-protection laws when
contacting customers or
processing their personal
information.
How can you increase the
chances of browsers to your website
becoming buyers? Here are some tried
and trusted pointers:
■ Make sure promotions and special offers
are easily located.

held in-store and get them delivered a
couple of days later.
“The advantage of a small store is that
staff can explain to customers how the
system works. For instance, when Virgin
tried something similar they gave up, saying
customers thought the kiosks were just
internet access points and were confused as
to what the service was all about.”

Regulations
What do you need to do before retailing
online? Bone up on a whole raft of new
regulations that now police internet
retailing. For instance, the Consumer
Protection (Distance Selling) Regulations
require you to:
■ Provide customers with detailed
information on the products before they
order online.
■ Supply a detailed order confirmation.
■ Give customers a chance to cancel
the contract.

■ Don’t ask customers to log in or supply
personal details before they have seen
your catalogue. This can instantly turn off
a browser.
■ Keep the site simple. Avoid flashes, blinks,
pop-ups, complicated animation and other
distractions.
■ Have masses of pictures of products punters want to see exactly what they’ll
be getting.
■ Keep up to date - remove anything that’s
out of stock, but offer the latest
alternatives.
■ Make things easy for customers by
keeping their paperwork securely on file.
When they visit again they won’t need to
type in all their details.
If you do build a trade counter into
your shop, will it be efficient? If not, you
could be wasting your time. “The biggest
gripe we get about online shopping
concerns communication,” says Andrew
McClelland, marketing director of the
Interactive Media in Retail Group (IMRG).

“Level of service is really
going to separate the winners
from the losers in the next few
months. There are many factors
that drive customers to a retail store’s
website, but they need to be looked
after once they are there. Customer
service has never been more important.”
Experts stress that online selling also
needs constant promotion. Stuart Turner
says that although broadband uptake has
been a major boost for buying retail goods
online, big brands realise it’s also essential
to promote their online channels through
offline marketing activity.
“It’s vital that your service lives up to its
publicity,” he says. “Remember that if you
don’t provide your customers with the
online service they are looking for, your
competitors are only a click away. You will
also have to combat the fact that there is
sometimes still some consumer unease
about going online and trading with
smaller unknown retailers.”
How can you increase the chances of
luring potential customers to your website?
“Retailers have traditionally used paid
search, but many are now looking at
natural search as a more cost-effective
channel,” Andrew McClelland says. “If you
can get in early enough with paid search to
benefit from lower click costs then you are
on to a winner, but this isn’t a long-term
strategy. I think we will start seeing small
and medium-sized retailers using agencies
for natural search in order to make
maximum use of the content they already
own on their site.”
If you did establish an internet trade
counter, who is most likely to use it? Studies
by retail analyst Verdict Research show that
the fastest-growing group of online buyers
are the ‘silver surfers’ - the over 55s - with a
46 per cent increase over the past year. And
these are the customers who have been
brought up to expect that the goods they
buy should be delivered efficiently and
on time.
Silver surfers are a force to be reckoned
with. They own 80 per cent of private UK
wealth, make up 40 per cent of all
consumer demand and are the fastestgrowing group of computer users. “What is
now clear is that older customers actively
want to use the internet to buy goods and
services as long as they know they can rely
on a quick and efficient delivery service,
preferably from a local retailer,” Stuart
Turner says.
“That’s where in-store internet kiosks
and trade counters are coming into their
own. Going to some out-of-the-way business
park in a hired white van to pick up your
online goods may not be the most elegant
way to go shopping. But who cares if you’ve
got what you want and the price is right?” SI
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FITNESS & HEALTH CLUBS

Captive audience
With the increasing growth in health and fitness club membership,
many operators are opening their eyes to the benefits of offering point of sale to
their members. By Catherine Eade

Despite obesity levels rising to new heights,
our nation is now more active than ever,
according to The Leisure Database Company.
Its research shows that gym membership
continues to rise and has grown by 25 per cent
since 2002 to over seven million members
across both the public and private sectors.
Meanwhile, the Fitness Industry
Association’s ‘State of the Fitness
Industry’ report also identified
healthy growth across the industry,
boosting the UK fitness industry’s
value to £3.6billion. By the end of
March 2007, there were 5,714
combined public and private sector fitness sites
across the UK, 3,117 private clubs and 2,597 gyms
within public sports centres. Since the beginning of
2006, 232 new fitness facilities opened, which have
continued to expand the market.
The upshot of all this is that, as the Institute for
Sport, Parks and Leisure points out, over 11 per cent
of the population are now members of a private
club or registered users of a leisure centre or gym in
the UK, and this growth looks set to continue.

cent of Londoners being active gym members
against the national average of 11.8 per cent.
The North-West is the next highest region, with
the North-East and South-East following closely
behind with just over 12 per cent. The areas of
lowest penetration are Northern Ireland (seven
per cent) the South West (9.7 per cent) and the

that the bigger gyms are constantly acquiring
new sites and expansion seems the norm, the
thousands of independent health and fitness
clubs are also reporting healthy membership
numbers - no doubt helped by the current
obsession with health and weight loss.
Mintel says rising affluence and health
concerns are driving demand, with
analysts reporting a number of key
findings:
During the past two years,
levels of affluence have continued
to increase, meaning more
consumers can afford health club
membership than ever before - although that is
not to say that they do not still seek out a
bargain, taking advantage of competition
between different club chains.
In addition, consumer concerns about their
health, specifically lack of exercise and health
problems such as obesity or other related
issues, have continued to drive people towards
joining a health club. With fierce competition
for new members forcing them into
discounting membership fees and joining fees,
clubs have sought to compensate for this loss
of revenue by maximising the yield they obtain
from their existing members through the
offering of a number of additional services such

“During the past two years, levels of
affluence have continued to increase,
meaning more consumers can afford
health club membership than ever before”

Regional variations
People living in the capital are the most
concerned about their fitness, according to the
Leisure Database Company report, with 14.9 per
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East Midlands (10 per cent), while Scotland and
Wales are also below the national average at
10.8 and 10.9 per cent.
The latest research on health and fitness
clubs in the UK carried out by research company
Mintel also shows a market of increasing
growth. According to its latest report on this
sector, after a period of intense competition,
with widespread discounting, the latter part of
2006 and the first part of 2007 saw signs of a
recovery in sales growth for health and fitness
club operators.
The company says competition for
customers has been fierce, with a large number
of clubs competing for custom. Despite the fact
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can recommend a demo racquet, and if it works,
it’s available to buy then and there.”
Sherratt believes independent clubs are
becoming more aware of the benefits of
introducing sports merchandise to their
customers. “Perhaps they don’t see themselves as
retailers, and there is not always the opportunity
for a standalone outlet, but introducing the right
product has real incremental revenue
opportunities for clubs,” he says. “Clubs should
realise they’ve got a captive audience and they’ve
got members who maybe don’t have the time to
go out and search for products on the high
street. They should embrace the opportunity of
increasing their revenue with add-on sales.”

Profit boost

e
as personal training and health and beauty
treatments.

Channel to market
Another way health clubs can boost secondary
revenues is by selling fitness products, sometimes
with a standalone retail outlet, but if space is an
issue, at ‘Point of Play’. There are many sports
brands now realising the benefits to both parties
of supplying independent health clubs with
clothing, sports equipment and other products
that ‘fit’ with health club users.
Paul Sherratt, McDavid country manager for
UK and Ireland, says: “These are active
participants we’re talking about and we’ve found
a lot of clubs achieve success by selling the right
product at point of play. From our point of view,
supports are ideal for this market as often people
get injured while at a club or they’ll notice a
niggling pain somewhere.
“We’ve had a lot of success within Total
Fitness, for example, with our display of the four
most popular supports - ankle, knee, wrist and
elbow - in a display of 24 which doesn’t take up
much room. We’ve also noticed in a broader sense
that swimming goggles and equipment seem to
go very well. Zoggs have a strong presence at
many clubs and pools, even where there is no
standalone retail outlet. Racquets also fit very well
with health clubs, as you have a coach there who

Cher McDonald, assistant brand manager of the
Mobilis Healthcare Group, also believes that
while sports clothing and equipment can be well
represented in outlets within health clubs, the
opportunities for other types of fitness products
are obvious.
“Currently, many fitness clubs sell a variety
of products to aid their customers’ workouts,
but few sell products which offer medical
benefit,” she says. “More often towels, bags, tshirts, water bottles and the like will be in
regular supply, but nothing to help prevent
injury or aid faster injury recovery.
“You only have to consider the competition
that many modern gym and health chains face
to realise how crucially important it is for the
independent fitness club to stand out from the
crowd. While it is not always viable to compete
on price or standard of equipment, it has always
been possible to compete on quality of service
and personal touch, a notion that most

independents pride themselves on. And, of
course, there’s the incremental boost to profits.
People who go to the gym do not necessarily go
to sports shops, so this is an opportunity for the
independent to secure an additional bread-andbutter income in the process.”
McDonald says Vulkan representatives offer
training to independent health club staff about
safety and injury issues, giving advice on products
that benefit fitness fans such as sports supports.
“Wearing an effective support to prevent injury
encourages the wearer to work harder than they
would without one, therefore helping them get
more out of their workout and making for happier,
healthier customers,” points out McDonald.
As well as joint supports, Vulkan now offers
massage oils in gym-sized 250ml bottles, helping
users avoid muscle fatigue, disperse lactic acid
and prevent painful cramps. “Whether there is
already a massage service in place, or there’s an
area where customers can massage their own
limbs to prepare for or safely recover from
activity, this added element of the gym or health
club offering could help to win customer
satisfaction on an ongoing and longer-term
basis,” says McDonald.
“In many cases, customers are left feeling
that the love has gone as soon as the
membership agreement has been signed, but a
continued genuine interest in the customer and
how they are, for better or for worse, encourages
positive word of mouth.”
McDavid and Vulkan are just the tip of the
iceberg when it comes to working out which
range of products are likely to excite interest in
club members. As more and more independent
health and fitness clubs wake up to the fact that
SI
selling fitness products could boost profits, the

GYM USERS
Private health club members are often mistakenly grouped together as a homogenous mass of
ABC1 gym fanatics. But collectively they earn more, purchase more and take more holidays than
the average person.
By identifying the needs and wants of gym users, health clubs can gain a better knowledge
of what they need and will spend money on within the club. Blackpool-based agency AMH Media
has come up with four different types of fitness club users:
■ The businessperson is likely to: drive a four-door saloon, convertible sports car or a 4x4; read
‘The Times’ or ‘The Financial Times’; shop at Harvey Nichols, Selfridges, John Lewis and Austin
Reed; wear clothing brands Austin Reed, Jasper Conran, Yves St Laurent and Giorgio Armani; take
three holidays abroad and a short break per year.
■ The flexible worker is likely to: own a convertible sports car; shop at Reiss, Harvey Nichols,
French Connection and House of Fraser; believes that a designer label improves a person’s image;
spends a lot of money on toiletries and regularly uses skincare and aftershave; keeps in touch
with technological developments and loves to buy new gadgets and appliances; takes two to
three holidays per year.
■ The sinky/dinky (single/double income no kids yet) is likely to: be looking for or just bought
their first house; spends money without thinking about it; purchases high street brands and
designer labels including Top Shop, Oasis, H&M, Gap and French Connection; spends over £20 a
month on cosmetic and skincare brands; goes on holiday twice a year.
■ The yummy mummy is likely to: drive the second household car; read ‘The Times’, ‘Vogue’, ‘Elle’,
‘Marie Claire’ and ‘OK!’; shop at Harvey Nichols, Selfridges, Harrods, Jigsaw and Austin Reed;
purchase clothing brands such as Prada, Valentino, Nicole Farhi, Donna Karan and Gucci; may have
spent over £100 on skincare products in the last month; purchases luxury cosmetics and can’t
resist expensive perfumes.
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RUCANOR FITNESS & YOGA
Rucanor has been supplying the sports trade with a wide
selection of fantastic value fitness products for a number of
years and has added further products in its recently released
‘Never out of Stock Collection 2008/2009’ catalogue.
Best-selling products include gym balls, exercise gloves,
exercise mats, dumbbell sets (0.5kg-5kg), skip ropes and the
great value Step Profi. There is a range of cast-iron
dumbbells, bars and loose weights, plus benches, a sit-up
board, aerobic and exercise bands, hand grips, etc, all of
which are presented in colour coordinated packaging to
make an attractive display.
All of the above and more are available to order for
immediate delivery from stock, either from the sales office,
your local agent or online at
Rucanor’s retailer-only website.
Log into your online
account at
retail.rucanor.com or
call the Sales
Hotline Number
(0845 2300147) for
further information.

FITNESS & HEALTH CLUBS
TOSHIBA TEC ST-A10
The award-winning ST-A10 is the latest state-of-the-art addition to Toshiba’s range
of quality, stylish and innovative POS products for the most demanding retail and
hospitality markets.
The new cool black ST-A10, with its sleek vertical looks, boasts one of the
smallest footprints of any TouchPOS on the market today. With ergonomics
designed for optimal client interaction and maximum customer throughput, the STA10 minimises the occupancy of valuable counter space, providing a seamless
integration into any store design.
Toshiba’s renowned design features from its world-class laptop series
guarantees the small footprint has no impact on screen size or clarity. Ultra-thin
screen edges ensure the highly durable, rugged touchscreen has the optimal
screen size, providing the operator with a ‘Picture Frame’ view. Sealed casing
protects against dirt and spillages
for extreme reliability in the most
demanding environments.
For easy maintenance, Toshiba has
introduced a unique ‘Click Release’
system. With a simple ‘Click Release’,
key components such as the hard disk
memory and power supply can be
replaced in minutes,
minimising
potential
downtime and
reducing
service visits.
For more
information call
+32 2 410 2100 or visit
www.toshibatec-eu.com
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FASHY
Fashy has again
increased its range of
swimwear, swimhats,
aqua-sport and
pool shoes.
Chlorine resistant and
water repellent
sports costumes are
now available,
alongside an
extensive choice
of swimwear for
all age groups.
For children and
babies, the
range includes
swim-nappies,
UV protection
suits and a
sports range - all at
excellent prices.
The aqua-sport range features many new products aimed at
aqua-fitness. Products include:
■ Pool and aqua-fitness socks. These are copper lined and slipretardant and are ideal for aqua-aerobics and aqua-cycling.
■ Aqua-trainers - perfect footwear for in and around the pool.
■ Aqua-walking sticks. Developed from Nordic walking, they
offer an enjoyable alternative in aqua-fitness sessions.
Fashy UK Ltd: 01202-515 251. Email: sales@fashy.co.uk.
www.fashy.com
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IN SEASON RUNNING

IN THE
RUNNING
Today’s runners are looking for
more than just comfy-fitting
shoes, finds Catherine Eade

The 2008 London Marathon proved to be as
popular as ever this year, with thousands of
runners taking to the streets of the capital
on April 13. What may not have been
obvious to some viewers was the fact that
this year nearly one in 10 participants fell
into the over-50 age bracket.
While the traditional image of over-50s
leading a sedentary life is obviously outdated, the
figures show that all-round fitness is
hugely important for those of mature
years. With nearly 7,000 50-70-yearolds - dubbed ‘silver sprinters’ - taking
part in the marathon this year, the
numbers reveal an ageing population
that is fitter than ever.
A greater interest in fitness and well-being
is thought to be driving the trend for increased
numbers of runners from all fields of life, and
the wide range of running shoes and
equipment available for all standards, combined
with the freedom offered by the sport, keep its
popularity high.

■ Over-pronation: the foot shape when striking
the ground is normally straight with a low arch.
The foot therefore over-pronates, or has lateral
movement inward.
■ Neutral: the foot shape is semi-curved, has a
medium arch with the foot pronating normally,
thus requiring a shoe that has both flexibility
and some support.
■ Supination/under-pronation: the foot shape is

be surprised how little space you need.
“The benefits are enormous: gait analysis
acts as a great selling tool because the
consumer can see how their old shoe is not
supporting them correctly and how the
suggested shoe is correcting them. Trained staff
using the equipment and software correctly are
in a very strong position to advise the customer,
who can quite clearly see on a video playback of
themselves a straighter gait or
more neutral stride in a particular
pair of shoes, so the sales side of it is
very good.”
Evans adds that when he was on
the road as a technical adviser for
Asics he saw many small
independent retailers, having installed treadmills,
finding that they were so busy there was not
time to fold away the treadmill as originally
planned. “Runners are reading about
biomechanics in their running magazines and all
know about over-pronation and biomechanical
efficiency - it’s what they expect now,” he says.
“Even the occasional fun runners need advice
about their running shoes. It may sound a bit
serious, but it’s something that only takes
about 15 minutes and ensures the fit is right for
their event.”

“A greater interest in fitness and
well-being is thought to be driving the
trend for increased numbers of runners
from all fields of life”

Gait analysis
The message to retailers is, keep running shoes
and equipment high on your list of priorities instore. ‘Sports Insight’ spoke to a handful of
running brands about ways of improving sales
within this lucrative area, and found that gait
analysis is the phrase du jour.
Why is gait analysis so important? Different
types of runners have different biomechanical
needs because the ‘foot strike’ that a runner has
varies widely. Whilst every foot is unique, most
runners fall into one of these categories:

36 SPORTS INSIGHT

curved with a high arch, which tends to make
the foot strike on the outer side of the foot, so
the shoe needed is one with good cushioning
and flexibility.
Asics’ communications manager Rhodri
Evans says the feedback the brand has been
getting from those out in the field is that today’s
consumer expects to be offered increasingly
specific advice on shoe fitting.
“More and more retailers are getting on
board with gait analysis, investing in a treadmill,
video camera, computer and software as they
realise that consumers are becoming more savvy
about what they want,” he says. “Some
retailers now offer advanced services like having
podiatrists and biomechanics who visit regularly
to see local customers in foot clinics. You don’t
have to go this far to see an increase in running
shoe sales, but these days it is really worth
investing in a treadmill and software - and you’d

Running science
Evans’ sentiments are echoed by Jonathan
Quint, marketing manager at Saucony, who
explains that the brand initiated the Saucony
ShoeLab in 2003, which moved around the
country and ensured consumers were using the
correct pair of shoes.
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“We have recently made the Saucony
ShoeLab software available to our network of
retailers,” says Quint. “Whilst this is not
something we’re making a profit from ourselves,
it is a project that we’re strongly behind, as we
believe it helps emphasise the service element of
the specialist running or sports store and gives
them an obvious point of difference from the
typical high street or retail park store.
“Saucony have been at the forefront of instore gait analysis. We were the first brand in
the UK to offer a digital video set-up when we
initiated the Saucony ShoeLab some five years
ago. The ShoeLab has grown from something
we provided at events to a service where we
now have two full-time members of staff
operating at our retailers around the country.
We have moved from a basic video package
through a dedicated sports software kit to the
latest, branded product, which is designed
specifically for observing the lower limbs when
walking or running.
“In addition to offering this as a
promotional day manned by our trained
technical staff, in conjunction with the software
designers, we are now offering a start-up
package with everything a retailer needs to set
up their own in-store analysis centre - apart
from the treadmill, of course.
“There are myriad benefits to the Saucony
ShoeLab and gait analysis in general. The
obvious one is that the customers can easily see
the benefits of using the right running shoe for
them, rather than the one that they like the
look of or has the best advertising. A secondary,
and ultimately more important facet for both
retailers and manufacturers alike, is that if your
customer goes away with the correct shoe, they
are much more likely to return to your store for
their next pair, and we all know the rule about
how much easier it is to keep your current
customers than to gain new ones.
“We’re also keen on the ShoeLab and gait
analysis in general for other reasons. Providing
the service and the system reiterates our
commitment to the specialist, independent
sports trade and also the technical nature of
our products. We know that our footwear will
stand up to the increased scrutiny that video
analysis brings. We have 100 per cent
confidence that if a runner over-pronates to a
mild or moderate degree, a shoe from our
stability range, such as the top-selling ProGrid
Omni 6 for example, will help correct the
pronation and that this will be evident even to
the untrained eye when played back on the
video screen.

“With this set-up there’s no place to hide for
poorly performing product; if a shoe isn’t up to
the job it purports to be for, it will get found out
very quickly. This benefits consumers, but also it
sets apart brands which offer quality products
from those who don't. We’re more than happy
that our shoes will meet that challenge.”

Promoting professionalism
Graham Richards, managing director of Hilly
Clothing, adds: “Without doubt, an increasing
number of specialist running stores have realised the
importance of offering a more scientific approach to
fitting running shoes and have invested in gait
analysis equipment. They are offering a more
professional service and should promote this in their
store literature and on their website.

“Although it is quite straightforward for an
experienced retailer to advise the customer on the
correct type of shoe without relying on
treadmill/gait analysis technology, the independent
specialist retailer needs to offer the best possible
personal service, as this is something that it is not
offered by many of the sports multiples.”
Specialist running shops like Up and
Running and the Birmingham Runner, to name
but two, have been offering gait analysis as
standard for some time, and judging by the
success of the outlets, they are clearly offering a
service customers want. With sales of running
shoes in excess of £360million last year alone,
more and more retailers realise it is worth
taking the plunge with a treadmill and gait
analysis equipment. SI

TOP TIPS TO BOOST SALES
“Have knowledgeable and trained
staff. Technology develops at such a
rapid pace that staff need to be up
to date with the latest
developments. The store should be
well merchandised. Without doubt,
the more effectively clothing,
footwear and accessories are
displayed in store, the greater the
opportunity for the retailer to
maximise sales. In particular, this is
important when displaying clothing.
Sports apparel has become a lot
more fashionable and coordinated
and, consequently, needs to be
presented in a similar way that high
street fashion stores display their
merchandise.
“Retailers should not miss the
opportunity to make add-on sale. For
example, when selling a new pair of
running shoes, check if the customer
is aware of the benefits of a pair of
technical running socks and knows
that wearing a non-technical sock
could cause problems. The additional
sale should not be viewed as the
‘hard-sell’ but as offering a service,
as in many cases the customer may

not be aware and needs and wants
to be educated.
“Cultivate new business. There
has been a significant increase in the
number of people - especially
women - running, and the retailer
needs to tap into how he can best
make the above aware of his store
and the service that he can offer. He
can do this in a number of ways,
such as arranging an event at his
local gym, linking up with local race
organisers and putting shop leaflets
in race ‘goody’ bags, for example.”
Graham Richards, Hilly Clothing
“To increase sales of women’s
running clothes, I would suggest
encouraging women to try on the
product. This boosts sales, as a lot of
garments look better on the body
than on the hanger. It makes a big
difference to the consumer if the
items are hung in the shop facing
out rather than on rails, as the
products are more eye-catching and
this makes it easier for the
consumer to immediately see
something they like.”
Caroline McNally, Thoosa
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RUNNING
ASICS GEL-NIMBUS 10: A PROVEN AWARD WINNER
The new ASICS GEL-Nimbus 10 is the latest in a long line of award-winning, supremely cushioned running shoes that
have become firm favourites for serious runners worldwide. In fact, the new GEL-Nimbus 10 is so superior in its field
that it has already captured a significant award, winning the title ‘Running Shoe of the Year’ at the 2008 ispo
‘Runner’s World’ Awards.
With an all-new colourway and stunning design to match
its unrivalled technical qualities, this shoe is ideal for runners
and gym goers who won’t compromise on comfort
or performance.
For further information, or to place an order,
call the ASICS sales office on
01925 243360 or speak to your
ASICS territory sales manager.
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PROBABLY THE MOST
TECHNICAL RUNNING SOCK
IN THE WORLD
Although it was launched nearly two years ago, demand for HILLY’s
Supreme sock continues to increase, resulting in the company
having to increase production.
The sock (available in three colour options) incorporates
many innovative design features, including ‘Ventflex’
(ventilation/flex notches) and an under-foot seamless toe
construction and superfine mesh panels to help keep feet cool. The
body of the sock is made from Dri-Release wool with Freshguard,
which is both wicking and antimicrobial, while the heel and toe is
made from Profilen - a friction-free yarn to help prevent blisters.
For further information contact HILLY on
0161 366 8207.

SAUCONY’S AWARD-WINNING
RUN CONTINUES
To further boost sales from a 47 per cent increase in this season’s
forward order book, running shoe specialist Saucony has been
claiming awards for its latest range from an array of
independent sources.
The top-of-the-range ProGrid Paramount
(men’s shown, RRP £110) added ‘Support Shoe
of the Year’ from
www.shoeguide.co.uk to
the ‘Best Choice’
award it picked up
from ‘Running
Fitness’ magazine.
The Paramount was
launched amid much
fanfare last November
and has generated very
impressive sales for such a top-price
shoe. Comprehensive product support,
including a wide-ranging PR campaign and features in
national press and on TV, have clearly boosted sales for this statement style.
Not to be outdone, the ProGrid Triumph 5 (women’s shown, RRP £85), which was
released in January, has also been receiving considerable critical acclaim with top marks
in ‘220 Triathlon’ magazine, ‘Editor’s Choice’ in ‘Runner’s World’s’ Spring Shoe Guide and
latterly the ‘Best Buy’ gong from the health and fitness section of ‘The Sunday Times’.
For more information on the entire Saucony range visit www.saucony.co.uk or call
023 9282 3664.
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NEW BALANCE IS ABZORBED IN RUNNING
IT IS OUR PHILOSOPHY AND OUR CUSHIONING TECHNOLOGY

THE1062 BY

NEW BALANCE

FROM OUR

PERFORMANCE SERIES
RUNNING IS THE HEART AND SOUL OF NEW BALANCE AND THE
NBX PERFORMANCE SERIES PROVIDES CUSHIONING, SUPPORT
AND MOTION CONTROL SHOES TO ENHANCE THE PERFORMANCE
FOR ALL RUNNING TYPES. THE NBX 1062 IS BUILT FOR RUNNERS WITH
NEUTRAL GAITS WHO SEEK MAXIMUM CUSHIONING AND FLEXIBILITY.

VISIT WWW.NEWBALANCE.CO.UK TO LEARN MORE ABOUT THE NBX SERIES AND OUR CUSHIONING SOLUTIONS FOR ALL RUNNING TYPES
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NEW PAIR
FROM
1000 MILE
The latest additions to 1000 Mile’s
extensive range of socks offer sound
support for athletes.
The 1000 Mile Compression Sock
uses panels of Elastane Lycra for firm,
graduated pressure to help disperse lactic
acid, leg fatigue and cramps. For runners with
ankle and rear foot complaints, the 1000 Mile
Support Sock is a clever way of supporting the weakened
area without having to wear an elastic tube, taping
or a bandage. Firm support and targeted compression
is provided thanks to a band of Elastane Lycra running
underneath the sole to the back of the heel.
Enquiries: sales@1000mile.co.uk /
01923 242233.

RUNNING
SORBOTHANE
SHOCKSTOPPER+ INSOLES
New improved Sorbothane Shockstopper+ insoles are scientifically proven to
absorb harmful shockwaves associated with foot strike, ensuring that all
golfers can do what they love to do for longer. The advanced new range from
the market-leading insole brand
is designed for even greater
shock dispersal and has been
developed with a new
lightweight streamlined
construction.
Sorbothane is an
established market leader of
shock absorbing insoles in the
sport medicine sector and has
been for over 25 years. The
injury prevention range is
regularly recommended by
leading medical, sports and
occupational health
practitioners. Scientifically
engineered to be a natural
extension of your foot,
Sorbothane ShockStopper+
insoles transform feet into
shock absorbing, energy returning
running machines.
For more information on
Sorbothane insoles call 0870 990 1357
or visit www.sorbothane.co.uk
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The introduction of Cloggens footwear into
the UK has created a massive interest from
all types of retail outlets, and across a
diverse range of intended uses. Quite simply
this style of shoe is so adaptable; it can be
worn on so many different occasions.

MENS CHILLAX - SILVER
■ The foundation of all Cloggens shoes is a lightweight, durable and easy-toclean patented C-Forma material. Anti-microbial and anti-bacterial C-Forma is
odour resistant and follows the natural shape of the foot to provide a soft
customised fit each time you slip them on. The ventilated design naturally allows
the feet to breathe so are great for before and after sport, for warm
weather, for activity around water or just for stylish, comfortable
shoes to wear for leisure.

■ A durable, abrasion-resistant outsole is
non-marking and incorporates a unique lug
pattern to increase traction

Cloggens shoes have pioneered a whole new concept in moulded footwear with sleek,
fashion-forward and athletic inspired designs, that offer enhanced cushioning, stability,
moisture-management and great value for money.

WOMENS ORCAS BLUE
■ Cloggens’ exclusive removable Comfasoles
footbeds help solve the problem of sweaty
feet, while offering breathability, stability
and comfort. The compression moulded EVA
top cover footbed wicks away moisture to
keep the foot dry and is specially suited for
wearing the shoes barefoot.

Whatever the purpose, whatever the reason,
Cloggens offer a whole variety of styles, colours and
prices to suit every need.

WOMENS BERMUDA
RIO - WHITE
■ A patent-pending heel strap design with
snaps, helps secure the shoe on the
foot and can be easily detached
for added versatility.

■ The anatomically
Sculpted footbed
naturally supports the
arch while enhancing
flexibility and cushioning. The
cupped heel ensures that every
Cloggens shoe moves in unison with the
foot while protecting and stabilising the heel.

Cloggens Footwear – Great
for before and after sport,
experience the comfort and
let your feet recover! Come
and join the growing list of
retailers who have
recognised the benefits of
stocking Cloggens footwear,
and are already experiencing
a successful sales rate.
For further details or to order Cloggens shoes,
please contact – Cloggens (UK) Ltd, by calling
0161-439-4383 or 01625-505927 or
e-mail: cloggens@hotmail.co.uk Any Sales
Agents interested in selling the brand should
use the same contact details.
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SKINS
GRADIENT
COMPRESSION
GARMENTS
Skins gradient compression
garments are ideal for use as allyear-round performance
equipment. The unique fabric
works to optimise body
temperature in both warm and
cool conditions. The superior
wicking properties and large
surface area of fabric close to your
skin promote evaporative cooling.
In the hot summer months
Skins provide 50+ UV protection
from the sun, enabling you to
enjoy outdoor activities in comfort
and without the added concern of
sun-related risks.
As market leader in the
compression garment category,
Skins is also the only company
that can substantiate product
claims for performance
enhancement and unique
therapeutic benefits
through independent
research studies.
www.skins.net

CRICKET
GRAY-NICOLLS NITRO
Designed and developed in conjunction with its
international stars, Gray-Nicolls introduces the
Nitro. Unique shoulder and toe contouring gives
the Nitro an impressive look and feel. Its
steep spine running from splice to toe
allows an imposing profile full of power.
A natural bow gives every player the
control they strive.
New for 2008: the Nitro
continues to enhance the GrayNicolls reputation for bat
making. Endorsed by Alastair
Cook of England.
Gray-Nicolls:
01580 880357.
sales@grays-int.co.uk
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The recent England vs New
Zealand Test Series saw both
captains, Michael Vaughan and
Stephen Fleming, using the new
GM Purist ll.
Made from prime English
willow in Nottingham, the most
sought-after bat in the world has
WWW.GM-CRICKET.COM now evolved to feature a GM
Super Powerarc blade, contoured
edges with perimeter weighting and a GM Control grip. Its lightweight
design with improved pick-up is not only the bat of choice for international
captains, but also club players who demand the very best.
For further information contact your Unicorn Group representative or
GM Customer Services. Tel: 0115 985 3500.
Email: assist@unicorngroup.com.
Website: www.gm-cricket.com
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CRICKET BATS
EQUIPMENT
CLOTHING
FOOTWEAR
WWW.GM-CRICKET.COM
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TEAM COLOURS
Custom made cricket gear
for the modern game.

GREAT
VALU E
GREAT
SERVICE

Coloured kit or traditional whites
for the new season.
Whatever kind of cricket you play, get
custom made kit in your style and in your
choice of colours.

Embroidery & print service included.

Get your order in now!
Contact Team Colours
for more information and a free brochure.

www.team-colours.co.uk
enquiries@team-colours.co.uk
Team Colours Ltd. Dept SI0508, 81 The Maltings, Stanstead Abbotts, Hertfordshire, SG12 8HG.

tel 01920 871 453 • 01920 877 270 • fax 01920 872 278
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RHINO’S
NATURAL EVOLUTION
Rhino, the number one supplier of technical equipment to professional rugby
teams, has launched a superb range of team kit and trainingwear that
incorporates some of the most effective and natural performance fabrics available.
A distinctive range of a dozen playing shirts can be customised to the
customer’s own preference, and all feature COOLDRY™, a unique fabric
technology that allows the absorption and transfusion of body moisture into the
fibres while allowing air to circulate around the body.
Cocona®, a natural technology™ derived from coconut shells, provides
exceptional evaporative cooling, odour resistance and added UV protection to
keep you more comfortable during intense sports activities. Cocona® natural
technology™ is made from recycled, sustainable materials.
Rhino: 01926 314999. www.rhinorugby.com
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SYNERGIE ELITE
RUGBY BOOT
The GILBERT range offers lightweight durable performance
boots that provide stability and support and have been designed
to meet the demands of all rugby players, and is endorsed by some
of the world’s top international players. The Synergie Elite
combines the new XSP outsole and a sleek last profile and external
heel counter, which not only gives ultimate performance, but also
maximum fit and comfort. The K-Leather upper creates excellent
feel and gives the boot a lightweight responsiveness, while
the Elite Protex footbed provides excellent heel cushioning
and mid foot stability. This is a boot that is capable of
performing at the very highest level. Available in 8 stud
[6-15], 6 stud [6-13] and Moulded [6-13] options.

XACT HEADGUARD
WHITE

New for 2008, the popular Xact Headguard is now
available in a stylish White option as well as the existing
black. Internationally endorsed by a number of top
players, the Xact Headguard provides the ultimate
performance. It is designed to be fully flexible and has
a three-dimensional fit for maximum comfort. The
design includes cut out ear sections for improved
communication, and strategic air vents to improve
airflow and prevent overheating. It also has a cross
lace system and an improved adjustable chinstrap to
ensure that the fit can be adjusted to accommodate a
variety of head shapes. The Xact Headguard meets the
specific IRB requirements and is approved for
match play. Available in sizes SB – XL

SYNERGIE 12
PROTECTION

The GILBERT protection range has been developed to
meet the demands and physical intensity of
professional rugby and is widely endorsed
by international players from around
the world. This is clear to see in the
high quality Synergie 12 – which is our
most enhanced padding system to date.
Twelve ergonomically designed pads
provide protection for ribs, kidneys, biceps, back and
sternum whilst still allowing the wearer to execute a
full range of movement. The shoulders utilise the
improved Tri Flex padding system – triangular
interlocking protective cells - for superior performance
and a unique and perfect fit for every player. The base
fabric is a lightweight and breathable double layer mesh
that transports moisture away from the skin to help
regulate temperature and keep the wearer cool. As with
all GILBERT protection, the Synergie 12 meets the
specific IRB requirements and is approved for match
play. Available in sizes SB - XXL

For further information call 08450 661823 or
email sales@gilbertrugby.com or visit our website

www.gilbertrugby.com

GILBERT- Created
RUGBY
to Perform
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MITRE PERFORMANCE TRAINING WEAR
After the successful launch of playing
and training kits to Ipswich Town and
Huddersfield Town Football clubs after
a 7 year absence from the pro kit
market, Mitre is pleased to announce
the availability of their new generic
range of professional performance
training wear.
The range boasts professional
design and performance features, using
the best microfibre, polyester and brush
back fleece materials and available in
various colour options, allowing smaller

clubs or leagues to buy off the shelf
quality training wear that meets all
the needs of their players at
affordable prices.
The range consists of tracksuits, wet
and bench jackets, fleece jackets and
trousers, sweatshirts and hoodies, ¾
length trousers, polo shirts, shorts,
socks and more.
Mitre has made a large investment
in the professional kit arena in the last
18 months, introducing a new Apparel
team headed up by Paul Tudor,

previously Apparel Manager of the
McKenzie brand, a JD Sports Company.
Mitre’s Managing Director Gary Hibbert
says
‘’Paul’s wealth of experience and
knowledge in this area has allowed
Mitre to develop a great looking, high
performance range of apparel that we
are really proud of, and more
importantly that allows amateur clubs to
wear training kit of the same standard
as professionals’’.

For more information email: enquiries@mitre.com
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ASICS INNER
MUSCLE CHANGING
THE FACE OF
SPORTS
TRAINING
Heralded as a revolutionary
garment range upon release, ASICS’ Inner
Muscle collection has proven a hit with
critics, sports people and consumers alike.
The range, which includes first layer training
tops, provides technical innovations that
improve strength, core stability, arm rotation,
lung capacity and much more.
England rugby star Toby Flood and teammate Jamie Noon, England cricketer Monty
Panesar and international triathlete Tim Don
have all been using Inner Muscle during their
training regimes and have raised the profile of the range within the media.
A targeted and continuing marketing and PR campaign has seen Inner
Muscle dominate the pages of leading lifestyle and sporting publications and
ASICS anticipates more improved sales as the Inner Muscle collection
continues to prove its worth in the field.
For more information on the technology behind Inner Muscle and to
view the range contact your ASICS apparel sales manager.
Alternatively, to place an order contact the ASICS sales office on
01925 243360. www.innermuscle.co.uk

PERFORMANCE
APPAREL
SAUCONY
Saucony’s latest performance apparel line-up hits the shops this month. Building
on a record-breaking autumn sell-in, the spring line-up continues the use of topend fabrics, creating great shapes and silhouettes to look good and feel good
this summer.
The top-selling piece for the last two seasons has been the Motion Sensor
bra, a supportive, flattering sports bra that has the unique feature of being
manufactured entirely from
technical, wicking materials. The
cups use Sorb-Tek, which whilst
supporting the breasts also has
moisture management properties,
keeping the runner comfortable
and pain-free simultaneously.
Sold in band size and cup
size for perfect fit, the Motion
Sensor bra has sold out in each
of the last two seasons. The bra
has an RRP of £30 and is
available in black, white and red
from 32B to 40DD.
For more information and a
free test sample call
Saucony on 023 9282 3664
or visit www.saucony.co.uk
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LINEBREAK
Linebreak compression and temperature regulation base layers are now
widely used in all sports - from rugby, football and cricket to ice hockey,
squash, swimming and archery.
Linebreak’s in-built graded compression doesn’t claim to be the only
compression range in the market, but the company is proud of the quality
and effectiveness of its garments. Linebreak believes that it is the only
compression brand still using patented Lycra in its garments, rather than
cheaper alternatives. This means that its products last around 30 per cent
longer than their closest competitors. New boxed packaging and designs to
be launched in summer 08.
Linebreak: 01926 813749. Email: linebreakuk@btinternet.com
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SPORTS INJURY
PREVENTION
REHBAND 7785
ATHLETIC PANT

This athletic pant from Rehband is
targeted at football, hockey and rugby
players, as well as outdoor sports
enthusiasts. It provides extra warmth
and compression for your thighs and
prevents stiff muscles and/or muscle
rupture. It is made in a combination of
Lycra and neoprene and designed so
that the neoprene covers the thighs,
where warmth and support are
needed most.
The Rehband athletic pant is
available in sizes XS-XXL. Colours: black,
navy blue, green, yellow, white and red.
Also available in a women’s version.
Contact Otto Bock Scandinavia for more
information: +46 11 28 06 00.
Email: anders.bergquist@ottobock.se
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NOENE NO2 SHOCKINGLY
GOOD
Despite the medically proven
benefits of shock dispersal
products in the battle against
painful joints, tendons and
muscles, customers are often
reluctant to use them because
they believe they would need a
bigger pair of trainers to
accommodate them. This is
where Noene’s NO2 comes in.
Made from a revolutionary
material that absorbs and then
disperses around 99 per cent of
shockwaves (the highest
percentage on the market), yet
thin enough to be placed on
top or underneath the original
inner sole, they are an
indispensable ally in the battle
against sport-induced aches
and pains. Each pair comes with
a minimum one-year guarantee
and can be hand or machinewashed.
Enquiries: sales@1000mile.co.uk
/ 01923 242233.

MCDAVID
McDavid offers a range of products, based
on its unique protection and support
levels, to ensure that the consumer
chooses the correct product to treat
their injury.
Under the brand umbrella ‘Protect
Your Body’, the 2008 McDavid range
covers a broad spectrum of sports
medical products - from elasticated
through to neoprene supports and the more
sophisticated laced ankle braces and
hinged knee supports. The range
is completed by a series of hot
and cold therapy items, as
well as an extensive
portfolio of tape and
strapping.
McDavid is the
world’s number one
selling sports
medical
brand, and
it is this
heritage that continues to drive
the company’s extensive
product development and
growth in sales in sports supports,
base layers and protective
undergarments.
McDavid: 08701 188002. www.mcdavid.eu
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Against oral-facial injuries and concussion
in rugby and other contact sports.
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OPROshield the world’s most advanced self-fit mouthguard

MY

CY

CMY

K

The OPROshield models introduce the revolutionary patented
OPROfin retention system which gives the OPROshield the
best retention (fit) performance of any self-fit mouthguard
in the world.
OPRO mouthguards are used by the England, Wales and
Scotland Rugby teams and ALL Guinness Premiership
Rugby Clubs as well as numerous international rugby
players throughout the world.

Wide front ‘V’ for
optimum adaptation

Stretch zones to
allow OPROshield
to fit all mouths
Unique, patented
OPROfins which break
down on biting and
mould to teeth

The OPROshield Self-fit mouthguard
is the only mouthguard that has full
CE Type Certification*.

MADE IN UK

Posterior buffer
pads for increased
concussion
protection

BEFORE FITTING

Wide open front
palate for optimum
breathing and speech

Become an OPROshield stockist in 2008!
To make an appointment to see your OPRO representative
call 01707 261261 or for further information and to request
sample products please email shieldsales@opro.com.

AFTER
FITTING

See the full OPROshield range at www.oproshield.com

Model Shown
Gold Premium
*correct at time of going to press

England Rugby Football
Schools Union

England Hockey

English Lacrosse

OPRO, A1M Business Centre, 151 Dixons Hill Road, Welham Green, Hatfield, Herts. AL9 7JE UK
web: www.oproshield.com email: shieldsales@opro.com tel: +44(0)1707 261261 fax: +44(0)1707 278495
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IN SEASON OUTDOOR

KUDOS RETAIL
Kudos Retail is tailor-made for sports and outdoor shops - it offers one integrated stock
management solution to manage your stock, suppliers, customers and sales.
Kudos runs your tills and has features to help you sell more, buy more effectively and
build your customer base. Programmable touchscreens, size/colour/fit matrix, loyalty
schemes, vouchers, prompting related products at the till - it’s all designed to improve
efficiency and increase your bottom line. Kudos Retail is fully supported, easy to use and is
an industry-leading solution used by hundreds of retailers in the leisure sector nationwide.
Kudos Software Ltd: 01548 843586. kudos@kudos-software.co.uk
www.kudos-software.co.uk

ANATOM TO DISTRIBUTE TEKO
Anatom has been appointed as the UK and European distributor
for the US-based performance sock brand teko.
When launched in the US in 2004 teko added a new
meaning to sustainability by utilising environmentally sound,
recycled, recyclable and fully sustainable materials throughout
its entire sock range and packaging.
teko was founded on the belief that making technical
performance products doesn’t have to leave a heavy impact on
the planet. All products within the range adhere to the brand’s
‘beyond organic’ philosophy and teko produces all products
within the strict confines of using environmentally sustainable
materials and planet-friendly manufacturing processes.
Anatom is taking orders immediately and can deliver
products within 48 hours.
For more information visit www.tekosocks.com or call Anatom
on 08000 323505.

LOWA RENEGADE GTX LO
Lowa, the number-one best-selling outdoor footwear brand in Germany, has improved the
Renegade GTX Lo (SRP £89.95) for 2008 with new features to enhance comfort and fit:
■ New internal toe-box construction for better wraparound
■ New full-length internal shank that flexes naturally with the foot
■ New stiffened heel counter prevents excessive rolling of the heel and improves balance
■ Functional outdoor low cut for any weather and most terrain
■ Uppers in water-repellent Nubuk leather
■ GORE-TEX waterproof lining
■ Climate control system
■ Vibram ‘Vialta’ outsole for excellent
grip and shock absorption
■ Ladies’ boots are built on an
exclusive Lowa
woman’s last for
unparalleled comfort
Lowa: 0870 870 0150.
www.lowa.de

OUTDOOR
HELLY HANSEN MANIFESTO
BREATHE
The Manifesto Breathe (SRP £75) combines the rugged
outsole of an outdoor shoe with the exposed upper of a
sandal, ensuring feet will dry extra fast and stay in
working order en route to your next destination. The open
mesh, quick-dry LIFA upper with large venting holes
promotes maximum air circulation
and water expulsion.
Helly Hansen: 0115 960 8797.
www.hellyhansen.com

COLEMAN
EXPONENT
BACKPACKS
Carefully crafted for expert
performance and ultimate
comfort, this range of backpacks
has supportive comfort at its core
and is typically 30 per cent lighter
than competitor packs. Put
through their paces on Everest,
where this range formed an
essential part of Mike Haugen’s kit
on his 2007 expedition, these packs
are guaranteed to perform when
and where it matters most.
Capacities range from the twolitre Hydration X2 to the 65-litre
Chinkapin X65 (pictured). Shoulder
straps are micro-adjustable to
provide a perfect fit, while the
HDPE frame sheet with two
aluminium stays is removable for
ultimate weight flexibility.
Coleman: 01275 845024.
www.coleman.eu
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Sports Insight Magazine
is expanding its circulation to include
the Republic of Ireland
Contact us to discuss how we can help you promote your
brand to this lucrative market place in the leading sports
trade magazine

+44 (0) 1206 505947
info@sports-insight.co.uk

www.sports-insight.co.uk
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PRO-GK

The Future of
Goalkeeping is Here

e: sales@pro-gk.com
w: www.pro-gk.com
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London 2012

London 2012

2012 OLYMPICS

■ Attract a customer base that will be aspiring to
purchase the sportswear of their preferred
team or sport.
■ Enhance your public profile.
■ Increase sales.

Pre-Games training camps
Consider sponsoring local teams or creating local
competitions.

London 2012

Volunteering

Go for gold

The 2012 Olympics offers
unrivalled
opportunities for sports retailers, says Business Link
It’s the taking part that is important, not the
winning. Don’t you believe it. Six county
cricket grounds are among hundreds of
sporting venues announced on March 3, 2008
as official pre-Games training camps for
overseas teams in the run-up to the 2012
London Olympics. As the sports industry gears
up for contracts, it is an example that sports
retailers should strive to emulate.
Early estimates suggest the London Games could
generate over £2billion in increased revenue for
Britain’s visitor economy, with two-thirds of this growth
occurring in the preceding four years. An opportunity
on this scale comes along only once in a generation, if
at all, so prepare, participate and prosper.

Planning
With consumers spending £4.4billion on
sportswear in 2004, these figures suggest
unrivalled opportunities for the sports retailer. As
the planning process is already in motion, it is
imperative to begin securing contracts with your
key suppliers, particularly those who will hold 2012
licenses for sponsorship and branding.
Advice is readily available with the launch of
the London 2012 Business Network, which
comprises three core elements:

1. Information: comprehensive information on
London 2012 business opportunities, including
policies and guidelines.
2. Events: national programme of business
events run by London 2012
3. Compete for: an online resource that gives
access to London 2012 business opportunities,
acting as a brokerage service between buyers
and potential suppliers throughout the London
2012 supply chain.

Key areas of opportunity
As a small retailer, you may ask yourselves what
the benefits might be. First and foremost, you
need to position your business within a market
arena that will receive unprecedented press,
thus enabling you to:
■ Sustain your business against the competition.

London 2012 is an opportunity to inspire everyone
to develop their interests and volunteer - in sport
and more widely within their community.

Sponsorship
The London 2012 Sponsorship Programme gives
companies a once-in-a-lifetime chance to
access powerful business benefits associated
with helping to stage the Olympic and
Paralympic Games.

Education
The official London 2012 Education Programme
launches in 2008. The programme will offer
children and young people in the UK and around
the world ways to get involved - no matter what
their inspirations.

Cultural Olympiad Projects
The major projects include a World Festival of Youth
Culture and a Celebration of Disability Arts and
Sports. Sport charity projects are already underway,
opening up opportunities for sponsorship.
While these may appear external
opportunities, it’s an example of how your business
can actively create promotions and sponsorship,
influencing your suppliers and encouraging local
community activity.
Place your business in the forefront of the
London Games spectacular. Take part, be noticed
and go for gold in 2012. SI

FURTHER INFORMATION:
■ www.london2012.com
■ www.london2012.com/get-involved/business-network/index.php
■ To register your businesses on Compete For visit www.london2012.com/business
Register for business e-alerts:
■ www.london2012.com/get-involved/business-network/business-e-alerts.php
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POCKET

RETAILING

The mobile phone is set to become the next commercial environment
your business must embrace, says Dave Howell
Every business knows that a website is now an essential
component of their enterprise. But consumers are
increasingly shopping on the move. In the past, the
mobile phone was a poor cousin to the desktop or
notebook PC as a digital shop window, but with the
rapid advances in mobile handset design and massive
improvements in data transfer speeds mobile commerce
is now a practical reality.
The question that many businesses are asking themselves
is, should they bother with designing mobile-based websites?
The market seems to think so. Mobile browsers outnumber
web browsers by a factor of at least 20. Analysts forecast
global mobile content sales to top $9billion in the next 12
months. With three billion mobile phones in circulation, this
new platform looks set to supplant the internet as the leading
digital market place.

62 SPORTS INSIGHT

Chicken and egg
Chris Barling, CEO of ecommerce specialist Actinic, says:
“There is a degree of chicken and egg here. More content
means more eyeballs, and more eyeballs means more content.
In the UK, that virtuous circle never seems to have got going.
Having said that, I believe that the network operators have
finally got the infrastructure right. With the arrival of HighSpeed Downlink Packet Access bringing a five to ten-fold
increase in speed, and fixed tariffs for web browsing finally
being mooted, I can see quite an upturn coming.”
When you look closely at the burgeoning mobile
commerce market, UK-based companies that have done little
to develop their international businesses are likely to receive a
wake-up call in the near future. Bango, a leading provider of
mobile commercial platforms, recently published research that
indicates a shift in mobile web traffic from the mature mobile
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to build great applications on a slow network than lesser
applications on a fast network.
“Witness the iPhone, which has played a significant role in
generating the recent take-up of the mobile internet.
Approximately one per cent of US cellphones are iPhones, yet
by estimates from Google and others they generate just under
70 per cent of the mobile web traffic. What is going on?
Certainly the iPhone has many great features, but network
speed is not one of these as it is based upon the slower
GPRS/EDGE technology.
“Rather, Apple insisted on unlimited data plans and when
users started to discover great mobile sites, this is what caused
others to start building their own mobile properties. Eventually,
the mobile networks will need to get faster to handle the
capacity and to satisfy the ever-growing speed demands of any
internet user, but speed alone does not generate traffic.”

Buying on the move

Courte
sy of A
pple

markets of Europe and the US to the developing markets of
China and India. Today, 54 per cent of people surfing the
mobile web come from outside the US and Europe, highlighting
the importance of well-targeted mobile advertising that reaches
the intended consumer profile.
Research carried out by Gartner, an IT research and advisory
company, indicates that the mobile channel is in its early days of
development. As a retailer it’s important that you not only
understand the mechanics of this new mobile sales channel, but
also how this technology is integrated into your customers’
buying habits. “Focusing solely on driving m-commerce revenue
will not deliver what customers are really looking for when using
their mobile phones during the shopping process,” says Hung
LeHong, research vice-president at Gartner. “Retailers developing
a B2C mobile phone strategy must enable a multi-channel
shopping process, as well as driving m-commerce revenue.”
For specialist retailers, getting the marketing messages right
and targeting the most lucrative audience are the key
components of any mobile marketing campaign. Many retailers
are dabbling with this new marketing channel, which could one
day deliver healthy revenue for their enterprises. Small
businesses should test the water without making massive
investments, as the mobile sales channel is far from established
outside of niche markets.
Says Paul Nerger, VP of advanced services and applications
at dotMobi, the official global registry for the .mobi domain
name: “The real question is, will faster networks drive
adoption? Eventually, yes, consumers will demand faster
networks, but a fast network without useful applications simply
does not work - users simply will not use it. It is more effective

Today mobile handsets have much larger screens, which means
that consumers are now more likely to browse for a wider
range of goods and services. In a bid to ensure that these
consumers could pay for their purchases quickly and easily, the
Payforit system was developed by all five UK mobile network
operators in collaboration with leading technical service
providers, including Bango. The service provides a standardised
and familiar web-like payment experience for consumers
browsing and buying content and services from mobile phones.
Says Paul Nerger: “The bricks-and-mortar retailer should
think about what it is that mobile users want and need. For
instance, the consumer on the mobile phone is probably
interested in the following things from a mobile website:
firstly, how do I find the store? Secondly, how do I get to it
from my current location? Thirdly, is the store currently open
and when does it close? Fourthly, a link to a telephone number
that can enable me to talk to a salesperson who can help with
stock questions.
“Everything on this list is just common sense. For the online
retailer, often consumers will want to use your website to
perform comparison shopping while out and about. When a
consumer comes to your site, this is an opportunity to capture
business. This is why Amazon has built a great mobile site.”
The mobile internet is here, but its impact on your business
has yet to be felt. The availability of the .mobi domain name is a
welcome addition that ratifies the mobile platform and enables
businesses to build their commercial operations for the mobile
market. The future for all retailers is certainly to have a mobile
component of their online presence. There is likely to be a slow
evolution of these services as mobile bandwidth continues to
expand and handsets become more sophisticated. As a retailer,
mobile is the future for your digital sales channels. SI
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Sportswear

Athletic/School Clothing

VIGA

Athletic Clothing Co. Ltd

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

• WATERPROOF JACKETS •
• GILET TOP •
• LONG-SLEEVE TOPS •
• LEGGINGS & PANTS •
• CLUB TRACKSUITS •
• VESTS •
• SHORTS •

Agents Required

www.sports-insight.co.uk
To advertise your
business in

Sports Insight

Contact Keith Marshall

AGENTS REQUIRED

email: keith@sports-insight.co.uk
tel: 01206 505947

We are seeking experienced, specialist agents to work with SpringBoost
footwear (an exciting brand of posture-improving sports & lifestyle shoe range).
If you have a footwear and/or sportswear track record and are looking for an
exciting global brand with huge opportunties please contact:

www.sportsinsight.co.uk

Dr Brian Ellis Well Group
Brian@wellgroup.co.uk Tel - 01482 333510
GSM – 07886501883 www.wellgroup.co.uk

Various UK regions available

Archery

Table Tennis

Archery suppliers since 1963

UK Table
Tennis Ltd

Bows, arrows, crossbows,
targets, accessories.

The Table Tennis
Specialists
Phone: 0845 2600 780
E: sales@uktabletennis.co.uk

Tel:
Email:
Web:

Fax: 0845 2600 790
W: www.uktabletennis.co.uk

Teamwear

Goals

Fitness, Yoga & Pilates

www.sports-insight.co.uk

01296 632573
admin@petron.info
www.petron.info

Are you missing out on
the latest industry news?
Do you need to be aware of market
trends or just want to be in the know?
If the answer is yes, then subscribe to the FREE,
Sports Insight newsletter.
Offering all the news, views, trend reports and comments
directly to your inbox, the Sports Insight newsletter is a
must for anyone in the industry.

Wholesaler

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

www.thewholesaler.co.uk

Each week, the newsletter will include:
• The latest News headlines
• New Product launches
• Job Vacancies
• Exclusive Feature articles.
• Free-entry Competitions
Subscribe to our FREE newsletter online at

www.sports-insight.co.uk
EPOS

Cricket Sweaters

Custom-made cricket sweaters
in club colours.
Plus Bowls/Schools/Golf.

Contact: Balmoral Knitwear

Galston, Ayrshire, KA4 8HF
Tel: 01900 829 229 Fax: 01900 829 009

info@balmoralsales.co.uk
www.balmoralknitwear.co.uk

NEW

To advertise here call 01206 505 947 or Email keith@sports-insight.co.uk
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SPORTS INSIGHT BUYERS' GUIDE 2008/9
Book Online at www.sports-insight.co.uk
Tel 01206 505947 or Email keith@sports-insight.co.uk
Merchandising
OFFICIAL PREMIERSHIP FOOTBALL SOUVENIRS
Global Football Company offers by far the most comprehensive range of licensed football products available,
which this year includes a number of lines that are totally exclusive to us. From branded footballs &
playing accessories such as sweatbands, water bottles and captain’s armbands to fan products like
hats, scarves, flags, gloves, mugs, keyrings, badges, and executive gifts
such as leather wallets, pewter tankards, hip flasks and zippo lighters.
See the web site at www.globalfootballcompany.com
and contact us for full details: T: 0161 282 0770
F: 0161 282 0733 E: info@globalfootballcompany.com

Football Collectables

Teamwear

FOOTBALL SOUVENIRS LIMITED

DISTRIBUTORS OF OFFICIAL FOOTBALL
MERCHANDISE
Trade Accounts now available online
www.footballsouvenirs.net
30 Racecourse Road, Gallowfields Trading Estate, Richmond, North Yorks DL10 4TG

Telephone 05600 767108 Tel/Fax 01748 826024

Scotland
Northwest England and North wales
North East England
Midlands and Mid Wales
Northern and Southern Ireland
South East England

OFFICIAL UK WHOLESALE DISTRIBUTOR FOR HEAVY GRIPS
• High Quality Aluminium Handled Hand Grippers • Available in Six
Different Strengths (100lbs to 350lbs) • Comes in New Flashy 'BlisterPack' Packaging • Well Established Brand • Great Wholesale Pricing
• Fantastic Net profit With True Lifetime Warranty • Immediate Delivery
Free sample
For More Info Visit www.heavy-grips.co.uk Call 0151 324 1195
available on request
Email sales@ultimategrip.co.uk PO BOX 6138, Thatcham, Berkshire RG19 9BD

Teamwear

Brands:
Ashaway - Rackets, Strings, Apparel and accessories Tricues Revolutionary new snooker cues and accessories.
Please contact us on the details below.
Paul Smith, Goode Sport, Newton House, 23 Broadwater Road,
Welwyn Garden City, AL7 3AU
E-mail: paul@ashaway.co.uk Tel: 01707 321397

Wholesaler

• Huge range of Licensed Premiership Football
souvenirs available from stock.
• Best Wholesale Prices – Immediate Delivery
• Latest Products and Designs
To place an order or request a catalogue:
Call 08702 646 255 Fax 08702 646 257
Email sales@bbsports.co.uk
Warehouse: BB SPORTS DISTRIBUTORS,
29A Apple Lane, Trade City, Exeter, EX2 7HA

Visit us online at www.sports-insight.co.uk

WARNING! SIDE EFFECTS WILL
INCLUDE MASSIVE FOREARMS!

Sales Agents Required

WARNING! SIDE EFFECTS WILL
INCLUDE MASSIVE FOREARMS!

Fitness

Agents Required
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TAIL-ENDER

UNDER THE
COUNTER
A sideways look at the world of
independent retailing
I’d never been completely convinced that
walking is a serious sport and that we
should really stock the fancy walking
boots and all the other walking
paraphernalia that was currently gathering
dust in the shop. After all, the majority of
us manage to walk the equivalent of three
times round the world in an average
lifetime (I got that from Wikipedia)
without needing triple-force Kevlar
midsoles, not to mention rigidity stabilisers
or padded ankle cuffs.
And old Alfred Wainwright spent about 60
years toddling up and down mountains to
compile his legendary Lake District guidebooks
while smoking a pipe, eating fish and chips and
wearing the sort of shoes most of us do the
garden in. The first time I saw a group of Nordic
walkers I told my devoted assistant Norman how
sad it was that so many young folk nowadays
needed walking sticks. “I blame the parents.
Brittle bones and rickets - not enough calcium in
their diets. What’s wrong with a bowl of
porridge and a poached egg for breakfast like
we had?” I asked.

Stride
“And another
thing,” I said. I was
really getting into my
stride, so to speak.
“We never had all
these trainers. Those
from Taiwan with the
digital laceholes cost
more than my first
car. I did all my school running in a pair of black
daps - three and six. I’ve still got them
somewhere. Good as new.” “You’d better look
them out,” Norman said. “I’ve entered us for
the veterans’ 10-mile charity walk next Sunday
in aid of the drop-in centre. It needs extending
to cope with all the Asbos.”
If he hadn’t already been under suspended
notice since that disgraceful business with the
protective cricket equipment at the office
Christmas party in 1978, I might well have
sacked Norman on the spot. As it was, it took a
strong coffee, two doughnuts and a sit-down in
the stockroom to come to terms with what he
had actually done - and start thinking of ways
of getting out of it.

“I’ve no
proper kit, for
one thing,” I
told Norman.
“And I’m not
walking
through the
shopping
centre in my
string vest and
jockey shorts.”
Norman said all
that was taken
care of. Kit was being provided by
the sponsors. In our case, the cake shop next to
the cattle market. “The t-shirts are really smart,”
Norman said. “They’ve got ‘Take home a tart for
the weekend’ printed on the back.”

It got worse
I thought it couldn’t get worse, but it did. I was
relying on my wife to say that walking 10 miles
for charity was the most ridiculous thing she
had ever heard from a man who had been
known to take a taxi the 100 yards from the
bus stop to the house when it was raining. I
would probably have a heart attack just

Norman didn’t need any encouragement.
He dug out his training kit from his time as
reserve goalkeeper for Accrington Stanley’s
reserves and could be found doing press-ups in
his lunch hour behind the cardboard cut-out of
Gary Lineker we bought from a bankruptcy sale
in Crewe. He also produced a sheet of warmup exercises devised by Nat Lofthouse in 1946
that consisted mainly of hopping from one foot
to the other while swinging his arms like
someone sending a semaphore message from
the Titanic.
I don’t know what Nat Lofthouse ate for
breakfast, but it must
have been more than
porridge. My first
hop sent me reeling
against the coal
scuttle and my first
swing dislodged a
heavy ornament
from the
mantelpiece. I ended up behind the sofa with a
twisted ankle and mild concussion. Saved by
the bell, so to speak.
Norman said he realised how disappointed I
must be to miss out on the walk. The turnout
had exceeded all the organisers’ expectations. A
lot of the entrants hadn’t walked competitively
before and would need all the help and advice
they could get.
The shop’s been really busy this week. After
all, walking is a serious sport and it’s only good
sense to use the best equipment you can get.
And if you’re looking for triple-force Kevlar
midsoles, not to mention rigidity stabilisers or
padded ankle cuffs, you really should buy them
while our stocks last. SI

“Make it Thursday evenings,” she said. “Then I can
watch ‘Desperate Housewives’ instead of having to
sit through darts from Belgium on Sky Sports, or
curling from Dundee”
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walking to the starting line. “I don’t want to
hear any more about it,” she would say. “At
least not until you’ve got some decent life
insurance and signed that body-parts
donation form. And anyway, the dog’s eaten
one of your plimsolls.”
What she actually said was that it was a
wonderful idea, that it was high time I got rid
of that stomach and the sooner I started
running round the gasworks the better. Then
she rang Norman and asked him to work out a
training programme. “Make it Thursday
evenings,” she said. “Then I can watch
‘Desperate Housewives’ instead of having to sit
through darts from Belgium on Sky Sports, or
curling from Dundee.”

The shoe is dead.
Long live the muscle-toning,
posture-improving, calorie-burning,
joint-protecting, back-relieving bilateral
system that you happen to wear on your feet.
If they weren’t so radically different, if their only
purpose was to look good with jeans, if they only protected
your feet instead of your entire body, we might have been
able to ﬁnd a simpler word for them. Something like shoes.
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