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THE 
SPECIALIST
EVENT 
for the sports merchandise industry

AT WEMBLEY 
STADIUM

SMex 2009 
THE SPORTS 
MERCHANDISE EXHIBITION
Whether you are looking for some fabulous new sports 
merchandising ideas for next season, a long term 
strategic partnership or just to say hello to some old 
faces, smex is the perfect place to be.

Held at Wembley Stadium, smex gives buyers and 
specifi ers from sporting clubs and associations across 
Europe, the chance to meet up with premier suppliers 
and wholesalers in a relaxed, informal environment for all 
their sports merchandise needs.

Can you afford to miss out?
For your free tickets and show previews log on to 
www.smexwembley.com today.

Alternatively contact us direct:

smex 2009,
Thirty Forty Nine Limited
P O Box 3049, London SW1V 3XG

t: +44(0)20 7798 8500
f: +44(0)20 7798 8501

email: info@smexwembley.com

“WE FIND THE EXHIBITION 
REALLY USEFUL AS IT IS A GREAT 
CHANCE TO NETWORK WITH OUR 
SUPPLIERS & OTHER FOOTBALL 
CLUBS ALL IN ONE DAY”

THE SPECIALIST EVENT FOR THE
SPORTS MERCHANDISE INDUSTRY
Monday 9th March 2009 Wembley Stadium London

MONDAY 9TH MARCH 2009
WEMBLEY STADIUM LONDON

For more details contact Optimum on 

01942 497707

NEW FOR 2009
OPTIMUM LAUNCHED THEIR NEW EECLIPSE

RANGE OF PRODUCTS WITH SUCCESS AT THE
ALLIED PARTNERS RUGBY SHOW IN DECEMBER.

A FULL RANGE OF PRODUCTS FROM BOOTS
AND SHOULDER PADS TO BAGS AND LEISURE

CLOTHING ARE AVAILABLE. LOOK OUT FOR THE
OPTIMUM EECLIPSE RANGE IN 2009.

OPTIMUM ECLIPSE RUGBY BOOTS
Always at the forefront of design and innovation,
Optimum introduces the Eclipse range of rugby boots.
Our entry level low cut boot offers a soft synthetic
leather upper incorporating a large embossed Optimum
logo along with a lightweight PU outsole, cushioned in-
sole and aluminium studs.

RRP £24.99 (Jnr Sizes 1-6) and 
£29.99 (Snr Sizes 7-12)

OPTIMUM ECLIPSE RUGBY
BODY PROTECTION
Extending the New Eclipse range further is the Eclipse
Body Protector, a full length garment incorporating
the innovative Opti-Hex padding on Shoulders, Biceps
and Sternum and detailed with printed Optimum and
Eclipse logos.

RRP £29.99 (Jnr Sizes SB-LB) and
£34.99 (Snr Sizes S-XXL)
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Rugby league is best value for fans
Rugby league is the best value major spectator sport in the country,
according to the findings of a new survey commissioned by The Co-
operative that looked at ticket prices in football, rugby union and the

13-a-side code.
The survey, which

examined prices for various
types of tickets for different
age groups in each sport’s

elite competition, aimed to
discover the cost faced by

consumers wishing to attend
these premium sporting
events on a one-off or
regular basis. 

Researchers made
customer enquiries at the

ticket offices of every club in
each relevant competition. In
football’s Premier League the
average cheapest match-day
admission price for under-16s is

£13.35. The same ticket for
rugby union’s Premiership is
£9.40 and the average price in
rugby league’s Super League in
this category is £8.60.

The average price for the cheapest Premier League season ticket for
children is £151.95. In union’s Premiership the average price is £83.17
for the same type of ticket and in Super League the figure is £55.15.

This pattern is also repeated when it comes to average prices for
adult tickets. In this category the average cheapest match-day
admission price for the Premier League is £29.75. In rugby union’s
Premiership it’s £20 and the price for Super League is £17.34.

Average prices for the cheapest adult season tickets are Premier
League £436.22, Premiership £212.42 and Super League £193.85.

In addition, research by sports statistics company Opta shows that
the Super League provides the best value for money of the three sports
surveyed in another way. In rugby league the ball stays in play for an
average of 50-55 minutes during an 80-minute match - the longest
period of the three sports. In rugby union it is in play between 30-35
minutes during an 80-minute match, while in football it remains in play
for 50 minutes during a 90-minute match.

Commenting on the results of the survey, Liz Matkin, The Co-
operative’s sponsorship manager, said: “At a time when every pound in
a consumer's pocket counts, the statistics show that rugby league is the
best value for money out of these three major spectator sports. The
affordability of the match-day and season tickets for children and adults
is clear to see and that combined with the action on the field make it
the best sporting choice in our opinion.

“If you compare the average price of an engage Super League
adult season ticket with the price for the equivalent Barclays Premier
League season ticket you will see that rugby league is over £240
cheaper. In the case of the equivalent tickets for children, any supporter
choosing the rugby league option would be almost £97 better off.” 
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“If we don’t get Kaka, it’s not the end of the
world. We have got Craig Bellamy.”

Man City executive chairman Gary Cook

ISPO CHINA 09 
FEBRUARY 19-21
International Convention Centre
Beijing

SMEX 
MARCH 9
International Convention Centre
Wembley Stadium

THE ORDNANCE SURVEY
OUTDOORS SHOW 2009 
MARCH 27-29 
NEC, Birmingham 

RUNNING ORDER SHOW 
JUNE 28-29
Munich Order Centre

ISRA SUMMER SHOW 2009 
JULY 13-14
Radisson Hotel, Athlone, Ireland

OUTDOOR TRADE SHOW 
SEPTEMBER 28-30
Stoneleigh Park, Warwickshire

THE STAG SHOW 2009 
IN ASSOCIATION WITH SPORTS INSIGHT
NOVEMBER 22-23
Cotswold Water Park Four Pillars Hotel

Dates

Sports PLC enjoys year of growth
Sports PLC has announced strong sales growth for 2008 on
both sides of the Atlantic.

The owner of online sports equipment retailers
www.thesportshq.com in the UK and
www.golfoutletsusa.com in America said sales for its UK
operation were up 28 per cent for 2008, including an
increase of 34 per cent in December, while the US was up 22
per cent. 

Says chairman and CEO, Simon Millington: “It has been
another wonderful year for the business with some recent
major developments which will give us, we predict, strong
growth in 2009 despite the current economic situation.

“In July last year we signed former Masters champion
and Ryder Cup captain Ian Woosnam to represent our Forgan
of St Andrews golf club range on tour and were delighted
when he won the European Seniors Order of Merit in his
first year with the brand. In November we completed the
purchase of the cricket and golf brand Woodworm, for
which we have great plans for 2009 and beyond.

“While there is little doubt 2009 will be challenging, we
are ready for that and believe strongly that our commitment
to outstanding products at the lowest possible prices will
continue to set us apart from the competition.”
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DOWNTURN SET TO FUEL DEMAND
FOR OUTDOOR HOLIDAYS 

New research published by the Outdoor Industries Association (OIA) has
revealed that almost half the British population is more likely to book an
outdoor break during 2009 due to the economic downturn.  

In a survey conducted at the start of January, 49 per cent of adults
stated that the credit crunch has made them more inclined to go on an
outdoor-based break in Britain, rather than head abroad. The continuing
weak state of the pound against the euro and dollar is also convincing more
consumers to stay in this country.

The survey also tested which outdoor activities are most popular among
the GB population. Walking came out top, with 51 per cent of all adults
participating, while camping (21 per cent), road cycling (14 per cent), longer
distance hiking (11 per cent) and mountain biking (10 per cent) are also
popular. While 37 per cent of people either never or very rarely take part in
outdoor pursuits, 20 per cent participate in outdoor activities two or three

times a year and 43 per cent do so at least once a month or every week.
The research comes at a crucial time. Outdoor businesses are entering a

challenging year as the general economy continues to struggle. The news
that more consumers are likely to stay in Britain for their holidays and head
for the outdoors offers hope to companies operating in the sector that they
can maintain and even grow business during 2009.

Says Frank Bennett, chairman of the Outdoor Industries Association:
“Everyone is acutely aware that the UK is experiencing a sharp economic
downturn, which is having a major impact on the habits of the general
public. This research provides businesses that are operating in the outdoors
sector with some good news - namely that more of the general public are
planning to stay in this country and explore the outdoors. This means that,
despite the wider situation, there are still significant business opportunities
for retailers, brands, holiday providers and other organisations.

“The Outdoor Industries Association cannot improve access to finance
for businesses or directly influence UK economic policy. However, we can
supply our members with solid market intelligence and research data that
will help them in their business planning. Importantly, we will continue to
invest time and money into communicating to consumers, inspiring them to
explore the outdoors in the UK, working with like-minded organisations on
joint campaigns and using the tools at our disposal to direct the general
public to OIA members when they need expert advice, products or want to
book accommodation and outdoor activity breaks.”

Full details and data from the research will be made available to all OIA
members and a summary will be posted on
www.outdoorindustriesassociation.co.uk. The data includes regional
variations and information on the buying habits of the general consumer
population in relation to products designed for the outdoors.
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WHAT’S NEWS Send your news stories to the Sports Insight news desk at
siedit@partridgeltd.co.uk or call 01273 748675

ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

...New Balance has made Peter Russell
(pictured) performance category manager for
the EMEA region. Russell has built up a broad
spectrum of experience in the running

industry, where he has held a series of product-related positions with
Asics, Mizuno and Reebok…HI-TEC has appointed John Calis as
European sales director for both its 
HI-TEC and MAGNUM businesses…
Stefan Vollbach has been
appointed to the newly created role
at Skins of global brand
director…Amer Sports has
confirmed Keith Wishart as its new
managing director for operations in
the UK and Ireland…TEKO has
made outdoor industry veteran Chip
Coe chief executive officer…

Transfer 
Market

www.isra.ie

ISRA held another successful show in Athlone during January, and ‘Sports
Insight’ was there to witness it.

All companies that exhibited seemed to experience “much better than
expected” ordering from the ISRA group. Trading conditions are reported as
being extremely difficult in Ireland at present, but the independent trade seems
to be bucking that trend - or certainly the majority of ISRA members are.

This is the largest show of its kind in Ireland. It is run efficiently and
professionally in a beautiful setting, giving both suppliers and retailers a
chance to get a considerable amount of business done in a short time frame.

The whole ISRA concept has taken the independent trade by storm since
it came into existence two and half years ago. There is an unrelenting drive
behind it and a growing momentum. Its format is new, unique and fresh,
creating an energy and sense of renewed confidence among its members.

The show is only one element of the group, where collective purchasing
in a focused manner rewards retailers with improved margin. But it is the
networking that is the real strength of the group - the sharing of ideas and
offering advice to one another. ISRA puts a lot of the onus on members to
get involved and make it work.

At the centre of ISRA is Tom Foley. With his laptop in one hand and
mobile phone in the other, he maintains constant contact with the group.
The ISRA website takes away a lot of the workload, acting as the vehicle for
group communication. Suppliers who were slow to embrace the concept at
the beginning are now all rowing in behind it - testament to the huge effort
put in by the group.

The ISRA summer show will take place on Monday, 13 and Tuesday, 14
July - a week earlier than last year. It is expected to be full and, based on the
mood at the recent show, should be another success for everyone involved.
‘Sports Insight’ is looking forward to it. 

Updates are available at www.isra.ie
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“That’s bollocks!”
Alex Ferguson tests his interpreter’s skills after being asked by Japanese journalists whether Man Utd would

consider retiring Ryan Giggs’ shirt number when he hangs up his boots.

…Slazenger
S1 hypotonic
sports drinks is
to become the official drink of the English
National Badminton Championships
and the British National Squash
Championships… Samurai
International Sportswear Limited has

signed a three-year kit sponsorship deal with Kent County Cricket Club…Double
Olympic gold medallist Rebecca Adlington is the latest athlete to join team
Speedo. The deal follows a performance that saw the Mansfield athlete become the
first British woman to win Olympic gold since Anita Lonsbrough in 1960. Scottish
Premier League club GLASGOW Celtic and Nike are allegedly close to agreeing a
shirt sponsorship deal that could be worth £29m…THE Royal Bank of Scotland
has confirmed that it has renewed its sponsorship of rugby union’s Six Nations
Championship for a further four years in a rumoured £20m deal, despite the bank
registering record losses of up to £28bn. The new deal will take the bank’s
sponsorship of the tournament through to the end of the 2013 season…Australian
wine brand Wolf Blass has renewed its sponsorship deal with the Rugby Football
Union ahead of this year’s Six Nations tournament…Troubled US insurer AIG has
announced it will not be renewing its £19m-a-year shirt sponsorship deal with
Manchester United, which expires in May 2010…GB Rowing has renewed its
sponsorship deal with the electronics and engineering giant Siemens following the
team’s success at the Beijing Olympics… Carlton has re-signed Nathan Robertson
as a brand ambassador on a four-year contract until December 2012…Prostar has
announced a strategic partnership with Soccersixes, the UK’s largest network of
Football Association affiliated small-sided football leagues. The deal sees the
Soccersixes leagues renamed The Prostar Leagues…

Sponsorship
News

Speedo, Aqua Sphere, HI-TEC, Reebok, adidas and Nike are
among the brands that have been shortlisted for the 2009 Sport
Industry Awards.

After a steering committee process involving over 50 key
industry figures and 40 hours of intensive judging, the list of
nominees represents the very best that the sports marketing
industry had to offer over the course of 2008.

Nominees go forward to the main judging panel, headed by
chairman and BBC broadcaster John Inverdale, who will decide
the winners in each of the 12 award categories. The results will
be announced at the star-studded awards ceremony on April 30
in front of 1,400 industry representatives.

For a full list of categories and nominees visit
www.sportindustry.biz

SPORT INDUSTRY AWARDS 2009
SHORTLIST CONFIRMED
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PRIME MINISTER LAUNCHES PREMIER LEAGUE COMMUNITY SPORTS CLUBS

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

ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

…HaB Licensing Ltd has secured the exclusive rights for the product development, design, manufacture, sales, marketing and
distribution of Ironman-branded performance and fitness apparel, leisure apparel, performance and leisure headwear (excluding
cycle helmets), travel luggage and sports bags. Territories secured include West and Eastern Europe, Australia and New Zealand,
South Africa, Russia, India, Japan, Singapore and the Middle East…Reebok is considering ending its 116-year connection with

Bolton and relocating to parent group adidas’ Stockport offices. If the move goes ahead, some of the company’s 160 staff will be made redundant,
while others face relocation. Reebok currently leases 42,000 sq ft of office space at Bolton Wanderers’ Reebok Stadium…Indonesia has made a bid
to host either the 2018 or 2022 football World Cup, joining England, Japan, Qatar, Russia and a joint application from Spain and Portugal…Charlton
Athletic FC has announced that its holding company made a net loss of £11.5m during the last financial year, ending June 2008…The Football
Association has reduced the price of tickets for England matches by 25 per cent as it attempts to bolster attendance figures for the games at
Wembley in light of the credit crunch…Tottenham Hotspur FC has responded to the impact of the credit crunch on fans by freezing ticket prices for
the next two years.…The International Cricket Council is to unveil a Hall of Fame as part of its global centenary year celebrations for 2009. The 55
players on an original Federation of International Cricketers’ Associations list will be honoured, with more added each year… Despite sustaining
substantial damage to the county’s flagship New Road ground, Worcestershire CCC turned in a record profit of over £350,000 for the last financial
year…The government has been forced to use £461m of its £2bn contingency fund for the London 2012 Olympics to help support construction costs
on two of the main projects for the Games after private sector funding failed to materialise. The £900m Olympic Village will receive £326m from the
fund, while two media centres, costing a total of £355m, will get an extra £135m. Despite the early use of the contingency fund money, Olympics
Minister Tessa Jowell pledged that spending on the Games would remain within its £9.3bn budget…

Sports 
Shorts

Premier League football clubs
are to offer thousands of
young people the chance to
get involved in Olympic
sports in a groundbreaking
£3.8million partnership with
the Government. 

Prime Minister Gordon
Brown, Secretary of State for
Culture, Media and Sport
Andy Burnham and Premier
League chief executive
Richard Scudamore launched
the ‘Premier League 4 Sport’
scheme at Tottenham
Hotspur's training ground in
Chigwell, Essex on January
16. They were joined by
Tottenham Hotspur manager
Harry Redknapp and Spurs
players Ledley King, Jonathan
Woodgate, Michael Dawson
and Luka Modric. 

All 20 clubs in football’s top flight will link up with community sport
clubs to help attract young people in their local area and offer them
opportunities in badminton, judo, table tennis and volleyball. The initiative

will help the government’s ambition to offer young people five hours of
sport a week as part of its 2012 legacy plans. It will also address the drop-off
in sports participation when young people leave secondary school. 

Working with the sports governing bodies, the Youth Sport Trust and
Sport England, the Premier League clubs aim to get 25,000 young people
aged between 11 and 16 to join local sport clubs during the three-year
scheme. 

Each Premier League club will be linked to four community sport clubs in
their local area, which will work in partnership with the football club. The 80
community sport clubs will be linked to four secondary schools in the area,
creating a total of 320 satellite clubs. Each Premier League club will appoint
a project coordinator who will manage the scheme locally and work with
clubs and school sports departments to maximise opportunities for young
people. 

The Prime Minister said: “This initiative is great news for young people
and communities and will help get thousands more teenagers participating
in sports over the next few years, building on our goal to get young people
doing five hours of sport a week. The Premier League, under Richard
Scudamore’s leadership, has shown a continuing commitment to community
sport and shown how the power of football and strong links with clubs can
be used to engage young people and strengthen communities. 

“In the run-up to 2012 we want to see more young people from all
walks of life getting involved in sport. These new clubs are an excellent
example of how the Olympic legacy will benefit people right across the
country for years to come and how the Games can be used to inspire more
people to get active.”

getting closer to our suppliers’ sales people,” says Robertson. “We
share stories of our experiences that are very real and relevant
and try to provoke people to look at their operation in a different
light. While putting these points across in a fun way, we also get
the chance to inform the team about the progression of STAG.”    

Says James Gardiner of Gardiner Bros: “Ward and Ricky made
a fantastic presentation to my sales team. It was a very refreshing,
entertaining hour and went down very well. The sales team left
on Friday afternoon full of confidence for the next few months
despite the economic gloom out there. 

“Ward and Ricky highlighted all the opportunities that are out
there and their comments on hard work, attention to detail and
being flexible in your approach struck me very clearly. It will be an
interesting year and in the meantime I would like to thank STAG
for all their support.” 

Following the resounding success of its 2008 buying show, STAG
has confirmed the 2009 event will take place on November 22-23
at the Cotswold Water Park Four Pillars Hotel.

Invites to STAG suppliers and retailers that attended the 2008
show will be sent out this month. Says Ward Robertson,
managing director of STAG: “After the undoubted success of our
2008 show and the new venue, we expect to be fully booked for
2009 within weeks of the invites going out. In fact, many
suppliers have already contacted us to book the same space as
last year.”

In other STAG news, joint managing directors Ward Robertson
and Ricky Chandler were recently invited to the sales meeting of
footwear wholesaler Gardiner Bros of Gloucester to address its
salesforce.

“We find these opportunities invaluable as we really enjoy

STAG announces date of 2009 buying show
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Shotz UK launch
Shotz, the all-Australian sports nutrition brand, has launched through
ASSIST (www.assist.co.uk) Carbo Shotz and Shotz Electrolyte in the UK and
Europe - great value, straightforward, no-nonsense sports nutrition that puts
the user in control. 

The marketing campaign introduces Carl and Todd, athletes that Shotz
sports nutrition would like you to beat. 
For full details of Shotz Electrolyte tablets and Shotz Carbo
gels visit www.assist.co.uk/shotz and get yourself a
free product sample.

KIT stop
Essential stock for your shop

GRAY-
NICOLLS
IGNITE
In its first outing on the
international stage, Andrew
Strauss scored 123 against
the Indians with Gray-
Nicolls’ new addition for
2009. The Ignite boasts a
huge profile that will give
any player confidence at the
crease. A huge sweetspot,

combined with a beautifully balanced
pick up, make the Ignite another
impressive introduction into the Gray-
Nicolls range.

Thick edges enhance shot
making all round the ground. With its
steep spine profile, the Ignite has a

fantastic look that will suit the modern player.
For more information call 
01580 880357 or email 
sales@grays-int.co.uk
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PRICE
OF BATH

Tel: 01225 742141
E: derek@jpricebath.co.uk

mnfd: Quarry Hill, Box, Wilts SN13 8LH
www.jpricebath.co.uk
Patented Double Life balls - Why settle for
less

Mini tennis
The only LTA designed and developed ball
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RETAIL INTERVIEW

Can you tell us about your
background in sports retail? 

I was working in the fitness industry but
looking for a change in career when I
found an advert for a new running shop
opening up in Glasgow. As an avid
runner the role really appealed, so I
applied for the job. I have now been
working in this industry for nearly five
years. I started as the manager in Run 4
It’s first store and worked my way up to
senior manager/footwear brand manager.

Tell us about the store

Most recently, I have been managing the
store on Bothwell Street in Glasgow,
which has eight staff. The shop is about
1,500 square feet. We also have stores in
Edinburgh, Aberdeen and have recently
opened in Inverness. We stock a full
range of running footwear, clothing and
accessories along with some fitness
products. Our range includes most of the
top brands such as Gore Running Wear,
Asics, Brooks, New Balance, Nike,
Saucony, Mizuno, Odlo and Ronhill.

What design factors are used 
in your store and what sort of
things do you think have 
worked well? 

We want to make our stores as
comfortable as possible for our
customers, focusing on creating a bright,
innovative environment so that our
products are displayed as effectively as
possible. Last year we appointed a visual
merchandiser to ensure our stores are
always looking tiptop. Having pre-
planned campaigns to highlight specific

products at particular times of the year
has really made a difference. 

What is the strongest sector of
the market for you at the moment
and over the past year?

With the weather we have had this
year, the strongest sector for us has
been footwear. The correct footwear
really is an essential for every runner,
whatever their goals.
How has trade been during the
past 12 months?
Despite all of the doom and gloom in
the media, sales have continued to be
good for us over the past 12 months.
Being in a specialist market definitely
helps, but we have all been working
very hard to maintain business levels. 

Current best-sellers?

In the clothing department our sales of
Gore Running Wear have continued to
be strong, while in footwear Nike has
demonstrated the best growth. In
addition, things like the Garmin speed
and distance systems have proved very
popular.  

What’s your area like for sports
retail and how do you compete?

There is plenty of competition in
Glasgow, so there is always something
to keep us on our toes. We are always
working hard to ensure that we have
the best range of products possible and
that our staff are trained to the highest
level. We endeavour to link with local
health professionals to provide specific
training on foot analysis.

How do you think independents
could improve?

We’ve got plenty of ideas, but need to
keep them under my hat just now. If
you keep an eye on our stores you’ll
see them coming through in due
course!

How do you find out about new
products? Are you a member of
any buying groups?

Listening to our customers is often a
good way to find out about new
products. We also regularly attend

Matt Williamson is the store manager of Run 4 It in Glasgow

sports trade shows where 
new products are showcased.
Occasionally, we take inspiration from
other retail areas such as the outdoor or
bike industry.

How do you keep customers
coming back? 

We always aim to ensure that each and
every customer enjoys their experience
when they visit our stores.
Additionally, we regularly try to
engage our customers by helping out at
races and offering educational
evenings. We recently had a series of
free talks in-store about the Gore-Tex
Transalpine run, an eight-day run
across the Alps.

What do you believe is the
biggest barrier to doing business?

The internet is the obvious answer, but
more and more people are beginning to
realise the value of the advice that a
specialist store can offer.

What are your plans for an online
side of the business?

Our focus up until now has been the
customers coming through our doors,
but we are planning to launch an online
store in the next few weeks, so watch
this space.

What do you like most and least
about the business?

Dealing with customers who share a
common interest is great; you get to
meet so many fantastic people. On the
downside, hours can often be long and
that often has an impact on my
training.

What have been your biggest
challenges in sports retail?

Marketing the shops in Glasgow has
always been a challenge. As a
destination retailer we rely on people
coming to visit us more than passing
trade. In a small city word gets around
very quickly. However, in a big city like
Glasgow this takes a lot more work.

If you would like your shop featured
in ‘Sports Insight’ send an email with
your details to 

si
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FSPA focus
The latest news from the Federation of
Sports and Play Associations

PROSTAR AND
CARDIOSPORT
JOIN SGIA

The Sporting Goods
Industry Association (SGIA)

is delighted to welcome two new
members in the form of Prostar and
Cardiosport. SGIA is the leading trade
body representing manufacturers,
wholesalers and distributors of sporting
goods in the UK. 

Prostar has over 100 years’
experience in developing and producing
quality sportswear products for leading
sports clubs and teams at all levels
across the UK. As an established brand,
it has recognised what teams need from

a quality sportswear brand and prides
itself on its ability to provide high
quality, value-for-money products with
exceptional delivery times and customer
service levels.

Healthcare Technology Ltd, or
Cardiosport as the company is known in
the industry, is a world leader in heart
rate monitor technology. Cardiosport
has developed a safe, low-frequency
digital transmission system to allow
exercise in close proximity with other
monitors and without any time
limitations. Callum MacGregor of
Cardiosport said of joining the SGIA:
“We felt it was essential to join our
trade body association in order to take
advantage of the excellent benefits and

services offered, ensure we were kept
informed of latest government issues
affecting our industry and, importantly,
to be part of a unified voice and
represented in regards to new initiatives
and strategy from Sport England.”

Shane Bray, sales and marketing
director of Prostar, said: “Prostar is very
proud to be joining the SGIA and is
looking forward to taking advantage of
becoming part of a unified voice
represented at government level on all
issues and new initiatives affecting our
industry. Over the past 100 years Prostar
has built its reputation on producing
quality sportswear and we believe that
by becoming a member of the SGIA we
can work together to gain representation
at the highest level for key sporting
issues.”

Says Jane Montgomery, SGIA
association manager: “We are very
pleased that both Prostar and
Cardiosport have identified SGIA’s
position in the industry as invaluable
and an essential organisation for
sporting goods companies in the UK to
be a part of. The SGIA has made
significant progress as the unified voice
of the industry to UK government and
its partners in recent months and are
confident the coming year will produce
a number of new opportunities which
have been high up on SGIA members’
agendas for some time.”

New golf apparel
and footwear
research imminent 
The British Golf Industry
Association (BGIA) has
commissioned EDM
Publications to undertake
a major research study

into the European golf apparel and
footwear markets. The project is being
supported by the British Chambers of
Commerce Export Marketing
Research Scheme as it will provide
invaluable information for British
exporters.

EDM Publications is the author of
a highly-praised set of research reports
on the European sporting goods
market, produced on behalf of the
Federation of Sports & Play
Associations, and is publisher of the
European edition of ‘Sporting Goods
Intelligence’, the leading international
business information service.   

Research is being carried out in a
total of 35 countries and the report will
be delivered in three volumes over the

next seven months. The first volume,
‘Southern Europe’, will be published
early in 2009 to be followed by
‘Central & Eastern Europe’ in March
and ‘Northern Europe’ in May. Using
a combination of primary research
and interviews with leading market
players in all the countries being
reviewed, EDM will study the market
for footwear and a variety of soft
goods, from technical golf apparel to
golf-inspired clothing throughout all
product groups. 

The purpose of the research is to
provide a detailed and up-to-date
picture of the market situation and
trends in the various segments of the
golf footwear and apparel markets
and of the opportunities available for
market penetration and new
development strategies in these
countries. Particular attention will be
paid to the chain of distribution at the
wholesale and retail stages in each
country, ways of entering the market
and optimising brand penetration.

The reports will have profiles and

listings of golf apparel and footwear
brands as well as distributors and
retailers of all kinds of golf products.
Case studies of successful market entry
and market development by operators
already in the marketplace will be
provided. General information will
also be given on the socio-economic
environment in each country, golf
participation, provision of golf facilities
and proposed developments and
trends in golf tourism.

Commenting on the project, David
Wells, chairman of the BGIA, said: “A
lot has changed since our last apparel
report was published in 2004. There
has been significant growth in the
emerging golf markets - channels of
distribution have been affected by the
growth of the internet, there has been
progress in fabric technology and the
demands of the end-user have
changed. It is the role of the BGIA to
provide members with information
that will assist them to expand into
new markets, product ranges or
consumer groups.”

In response to the successful FSPA ‘summit’ meeting held in the summer of 2008, the FSPA board is
keen to appoint a public relations/public affairs company to work closely with the FSPA team in
raising the federation’s profile.

At the end of 2008 three PR/PA companies were interviewed and the board is now close to deciding
on its preferred partner to work with the federation and its associations in 2009 and thereafter. The key
areas will be to raise the federation’s public profile, provide greatly enhanced influence at all levels of
government to help increase participation and identify and take advantage of opportunities to strengthen
the sports and play industries.
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We’re on our way
to Wembley!

GEOFFREY PARKER GAMES LIMITED 67
The most luxurious leather board games available for
personalisation are available from Geoffrey Parker
Games, visit their stand number 67.

PINEAPPLE AROUNDSHOT 32
A complete range of framed photographic prints, jigsaws,
framed panoramic prints, framed shirts and boots and
canvas prints will be exhibited on stand number 31.

RECTELLA INTERNATIONAL LIMITED          42 & 51
A full bedroom range including lighting, waste bins, tidies
and rugs will be featured on the Rectella stand this year.
Also exhibited will be a melamine range of pet bowls and
baby’s dinner sets.

ECHO STUDIOS LIMITED 15
Various graphic stands, pedestal graphics and examples of
large format work from Echo Studios will be featured on
their stand this year.

BIG BIRD SPORTS (UK) LIMITED 3
Bespoke branded sports merchandise, water bottles,
baseball caps, beanie hats, silk and polyester ties, swim bags,
boot bags, backpacks, badges, key rings, trolley coins,
corporate gifts, membership scheme give-aways, community
items and more all from Big Bird Sports on stand 3.

DTM COMPANY 39
An amazing range of diecast fan merchandise - team
buses and team cars is all available to see on stand
number 39.

TIES INTERNATIONAL 82
An exclusive range of neckwear and accessories, shirts,
waistcoats and sportswear are available from Ties
International this year and can be seen on stand number 82.

The exhibition is the only meeting place for
the entire industry!

This year SMex 2009 – The Sports
Merchandise Exhibition welcomes well over 100
manufacturers from across the world into the
luxurious and bright new surroundings of the
International Wembley Stadium.

There certainly is every reason to visit this
year as we have brought you exhibitors from
afar a field as Australia and Hong Kong and
have definitely brought you some amazing new
products to see.

SMex 2009 provides the perfect opportunity
to source all of your promotional sports
merchandise requirements under one roof and
will undoubtedly prove itself to be the definitive
annual meeting place for the industry.

The show is open from 9am until 5pm on
Monday the 9th of March 2009, you can simply
turn up and register at the door, there is no
charge – make sure you bring a business card
with you to save time!

Here is just a small sample of just some of
the products on display to give you a ‘taste’ of
what you can see at the show. It has been
compiled from information supplied from the
exhibitors themselves, though if you need more
specific information on any aspect of the
exhibition, please feel free to call us on
020 7798 8500.

If you would like further information or
more free tickets for your colleagues please
contact us direct or download them from our
website at www.smexwembley.com.

WE LOOK FORWARD
TO WELCOMING YOU
TO WEMBLEY!

EYES WIDE DIGITAL LIMITED 39
Incredible eye catching printed deckchairs and beanbags
will be featured along with canvas prints and wall art
from Eyes Wide Digital on stand number 39.

FILOFAX CORPORATE SALES 29
The iconic Filofax personal organiser in a range of sizes
and colours with co-ordinating bags, accessories and
conference products will be shown, together with details
of the corporate branding service which is available.

GB EYE LIMITED 35
An incredible range of posters, badges, prints, badge
packs and 3D lenticulars are all part of the stand for GB
eye this year.

HOME WIN LIMITED 239
A complete range of football merchandise including
headwear, textiles, plush, ceramics, glassware, clocks,
novelty goods, nodding dogs, gnomes and pet products
will be just part of the display from Home Win this year.

NEW ERA CAP COMPANY 250
An incredible range of headwear, apparel and accessories
are available from New Era – why not visit their stand 250
and see for yourself.

LOJO BALL 242
Lojo Ball - a unique concept in modern day lounging,
Hailed as “today’s answer to yesterday’s beanbag”, the
Lojo Ball is a brand new concept in “fashion accessory
seating”. Visit stand 242 and try it for yourself.

ULSTER WEAVERS HOME FASHIONS LIMITED 36
The Ulster Weavers Home Fashions products range from
linen tea-towels, aprons and oven gloves to PVC and
canvas bags. Their ‘Design your own’ division can increase
and broaden your sales with bespoke and high quality
products. Visit them on stand number 36.

SELECTION OF EXHIBITING COMPANIES
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Neo G VCS are Registered as Class 1 Medical
Devices by the 'MHRA'  Is your current stock?
Neo G VCS Sports Supports are a medical Brand which are sold into Hospitals
and Physiotherapists world wide for many years, and are accepted by Doctors
as one of the few neoprene supports that actually speed up recovery through
our exclusive VCS ‘Variable Compression System’

Blood Flow Safety  Variable Compression   Fit & Comfort
In the past Physio’s and Hospitals were reluctant to
prescribe non-technical neprene supports, but they buy
and prescribe Neo G VCS supports, for the one most
important Medical reason, which is that the wearer is able
to increase or decrease the compression for fit, comfort
and Blood Flow Safety while they are actually wearing the
support. This is unlike all our competitors in the Medical
and Sports markets, which are usually unadjustable for
compression! 

Neo G VCS gives all retailers an Unfair advantage
Because of the Unique Variable compression
construction Neo G VCS are universal size so you
only have to carry 25% of the stock you would
usually buy in for ‘XS,S,M,L,XL,XXL’ type supports!
And even with 75% less stock AND cost you would
still never lose a sale because you did not have the
correct size.

Medical Pedigree  Exclusive VCS Variable compression system  
Huge stock savings  48 hour stock delivery
Fantastic margins   Free counter stands

Neo G VCS offers
Neo G VCS Supports are manufactured in an Audited
C.E. Medical manufacturing facility and are all rated
as Class 1 Medical Devices, Registered with the
MHRA the ‘Mediciines & Healthcare Regulatory

Call 01423-552747 or email info@neo-g.co.uk
and place your order now

www.neo-g.co.uk

896L/R 899 883 881 882 895L/R 889 887

886892884885894893888891
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PRODUCT FOCUS

Matthew Tetlow, international sales
and marketing for Force XV, talks
us through the offering. 

Can you give us some
background on the brand?
Force XV is a family-run business
based in Chatelaillon on France’s
Atlantic coast, 10km south of La
Rochelle, made famous by its
historical love/hate relationship with
the English throughout the 12th and
13th centuries.

The company was originally
founded in 1985 under the name of
‘Atout Pique’, specialising in the
fabrication of sportswear, and was the
pioneer of the sublimation printing
technique. Created in 1995, the Force
XV brand enabled the company to
transfer its expertise and ‘savoir faire’
onto the pitch and become the
country’s number one teamwear
manufacturer. Alongside the creation
of its revolutionary sublimated rugby
kit and an impressive collection of
training apparel, Force XV rapidly
brought out a range of protection to
offer the complete rugby package.

All these products have been put
to the test at the highest level by clubs
such as Castres, Agen, Toulon and
players such as JB Elissalde, Traille,
Maka, Vermeulen, etc. As a recently
retired professional I have tried and
tested the whole range over the years
and can guarantee that Force XV has
always provided a great product as
well as some great designs.

What are the key features
and benefits?
The shoulder protection was designed
in close collaboration with professional
players and medical experts in order to
provide the ultimate protection and
comfort for the individual athlete. The
IRB-approved Tribal and Fire
protections are the most technical and
complete shoulder pads available on
the market. They feature 12 protected
areas - shoulder and humeral protection
made of ventilated thermoflex EVA -
an ergonomic design that includes anti-
compression vents for increased
comfort and protection and DRYGTex
technology.

Why has the range 
sold so well?
The success rests largely on the
following factors:

■ Our extensive experience and
knowledge of the sportswear industry.
■ Our products are designed by players
and professionals.
■ The perpetual evolution of our
products by investing in research and
development.
■ Sublimated printing and original
Tribal design make our products stand
out in the crowd.
■ Our attractive margins and discount
scheme for partners.
■ The endorsement of our products by
some of the game’s leading players,
including Alasdair Strokosch of
Gloucester and Scotland and Elvis
Vermeulen of Montferrand and France.
■ Unique design female protection.
■ IRB approved.

Who is it aimed at? 
Since rugby turned professional more
than 13 years ago the game has
become more and more physically

demanding. Few and far between are
the players that set foot on a rugby

pitch these days without some
form of protection. Force XV

has developed a range that appeals
to all ages, male and female, no matter
what level you play - whether it is
mini-rugby on a Sunday morning or
the 6 Nations, you deserve the same
reliable protection and comfort.

What’s HOT
Force XV’s DRYGTex shoulder pad range

How is it
marketed?
Having been
present in the UK
for more than a decade,
Force XV stepped up its efforts in 2006
to claim a stake in the British rugby
teamwear market and bring a little
‘French flair’ onto the pitch. With solid
experience in French rugby’s top flight
with teams such as Brive, Toulon, Agen
and a distribution network of over 500
outlets in France, we pride ourselves on
having a good understanding of the
game and the market.

Having laid the foundations over
the last two seasons by creating a
reliable UK distribution network and
providing kit and protection for
numerous clubs and individuals, our
resolutions for 2009 are to make Force
XV a real name to be reckoned with. A
structured marketing campaign will help
expose the brand to the right people at
the right times of the year and we will
continue to look for opportunities to
sponsor clubs, individuals and events.
We do not go into direct sales, so all our
efforts are centred on providing the best
possible platform for retailers to sell our
products.

What is the most effective
way a retailer can market
the range?
In today’s fiercely competitive market
Force XV believes that the key to
success is a good healthy working
relationship where the individual can
make the difference. We believe in the
quality of our products and so will you
once you have tested them. For our
sublimated kit we have some of the
shortest lead times in Europe and as our
production site is based here in France
we are able to keep a close eye on the
quality and service that we deliver.

For more information call Matthew
Tetlow on 0033 546 563 616, email
contact-export@forcexv.com or visit
www.forcexv.com

The shoulder
protection

was
designed
in close

collaboration
with

professional
players and

medical
experts

si
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Accept no compromises. 

ODLO “evolution” warm guarantees perfect thermal insulation for demanding sportsmen and -women and 
its highly functional microfibres ensure optimum moisture wicking for any activity. In addition, a seamless 
design coupled with a highly elastic, super-light material permit unrestricted freedom of movement and 
maximum wearer comfort. Thanks to the integrated zones for thermal insulation and ventilation, the 
optimum body temperature is maintained, no matter what the sport or the weather.
ODLO “evolution” warm: the dynamic sport style which is as uncompromising as you are. www.odlo.com

Functional sportswear for the perfect body climate.

ODLO International AG 

UK Sales Department | Ian Latham 
email: ian.latham@odlo.com | tel: 0790 872 2128 

990.od-uk_EvoWarmMen_L3_SGB_210x297mm.indd   1 6.2.2009   11:39:13 Uhr
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RETAIL CRIME

After years of downward shifts in every
category of high street crime, from
robberies to antisocial behaviour and
shoplifting, are we about to see a surge
of retail crime as we move further into
recession? It certainly looks that way.

The latest Retail Crime Survey
from the British Retail Consortium
(BRC) warned that the credit crunch is
threatening to bring a sudden end to
the good news on retail crime and
pointed to recent reports of a rapid rise
in shoplifting. In addition, a new
category of retail crime - online fraud -
is emerging as organised criminals turn
their attention to the internet. 

For the first time the annual BRC
crime survey for 2008 asked retailers
about internet fraud: 85 per cent of
retailers who sell online said they had
experienced this type of fraud, with 64
per cent saying that it had increased.
And with some analysts forecasting
that 10 per cent of all retail sales will be
via the internet by the end of this year,
internet fraud is predicted to grow
alongside online sales growth. 

Less investment
Will the harsh trading conditions
on the high street mean less
investment in new security
technologies such as IPCCTV
systems and advanced electronic
article surveillance systems? And
will attempts to reduce costs by
cutting back on staff mean less
eyes and ears on the shop floor? 

“At the moment it is very easy
for retailers to ignore the issue and
reduce capital spend on security,
but if they want to sell more
products they’ll need to invest in
product protection,” says Neil
Matthews, vice president of
security specialist Checkpoint
Systems NCE. “It’s what we call
the iceberg effect - the retailer is
not just losing the stolen product,
but sales go down as well. There’s
no record of product being sold, so
when you lose one product you
could lose three or four sales as the
retailer isn’t replacing the stolen
item.”

Combating shoplifting comes
down to a mix of people and
security products, he says. Along
with other security experts and
seasoned retailers, he stresses the
importance of vigilance on the
shop floor, with plenty of eye
contact and sales chat with
potential shoplifters. If you do
catch a shoplifter, the police advise
retailers to call them on their local
non-emergency number, only
dialing 999 if:
■ The suspect runs away.
■ The suspect becomes aggressive
when you are interviewing them.
■ The offence is happening there
and then and you are concerned
about staff safety because of what’s
happened in the past with the
suspect.
■ The offence happened on a
previous visit, but you recognise
the offender.

One option for persistent
shoplifters is an antisocial
behaviour order (ASBO). Last year
a prolific shoplifter in South Wales
was banned from several stores in
her area for two years, with the
deterrent of a five-year prison
sentence if she breaks the terms of
the order. However, going down
the ASBO route needs

Criminal
Alison Wall reports on the rapid rise in retail crime, and how
to protect your store from theft

Combating shoplifting comes down to a mix
of people and security products
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Five steps to safety
Robbery, with its use or threat of
violence, is one of the most serious
retail crimes, says Alan Townsend,
president of the Raid-control Trust.

Raid-control, a police-led scheme for
small retailers first piloted in
Manchester, operates in 13 of the UK’s
52 police forces. Retailers work with
the police to meet five criteria for
raid-proofing their stores: robbery
awareness training, cash
minimisation, time delay
systems, CCTV and
indelible note staining.
For a store looking to
gear up in all five
areas, the cost is just
under £1,000, says
Townsend, although
some police forces
give grants for
some or all of the
costs.
The scheme has
done more than
reduce robberies, he
says. When Raid-
control was introduced
in Stockport stores,
robberies went down
by 87 per cent in one
year. Says Townsend: “The
initiative also reduced
other types of crime for
those businesses, such as
shoplifting and antisocial
behaviour - it even benefited
stores next door that had
taken no action. It created a
culture of safety for a
particular area.”

And even if your store
never experiences a robbery,
your staff may unwittingly be
handling stolen banknotes.
Train staff to refuse stained
banknotes from customers - the
staining is a good indication
that they were stolen in a
robbery from another store
elsewhere in the UK. Staff can
advise customers to get a full
refund from the Bank of England
using forms available from the
post office or bank. If you find
stained notes in your till you
can also claim a full refund
using the same forms.
For a free booklet about
combating robbery email
info@bank
notewatch.co.uk.

careful consideration, says Joshua
Bamford, head of the Centre for
Retail Research. He explains: “It’s
a highly bureaucratic procedure.
An individual retailer should think
about ASBOs very infrequently and
only then with the support of the
local police and someone from the
local authority who can do the
paperwork.” Instead, he suggests,
retailers could ban the person from
entering their store using a form
from the local police that can be
posted to their home address. 

Deterring shoplifters is only
part of the task. While

shoplifting is still the
biggest source of

shrinkage, staff
theft and fraud is

still prevalent,
accounting for
around eight
per cent of
shrinkage in
the UK retail
sector,
according to
the BRC’s
crime survey
for 2008.
Reducing
employee
theft may
involve

technological
solutions, such

as CCTV aimed
at the till, but also

requires good
recruitment and

management
practices, says
Rebecca Clake of the
Chartered Institute of
Personnel and
Development. Taking
up references when a
new person joins your
company is the
starting point.

Checks
“Sometimes people are

so keen to fill vacancies
that they will start them
in the job before
references come back,”
she says. “Now more
people are coming
forward for jobs, so
hopefully people will have
more time to do the
checks. Once people do
join the company they

need to know what standards to
expect, and what is and isn’t
acceptable. You also need to be
clear about grey areas. For
example, with loyalty cards a
member of staff could think
they’ll just pop the points
through on their card - it needs
to be clear that you can’t have
this happening on the shop
floor.”

Staff searches are another
tricky area. Clake suggests
including this in the same policy
and being scrupulous about being
even-handed and fair. She says:
“If someone is suspected and
they are completely innocent they
could have a discrimination
claim. So with your spot checks,
keep a record to show that you
have checked people during the
year - that way you can show
that you weren’t discriminating
against anyone. You also need to
take a holistic approach - rather
than staff feeling that you are
suspicious of them, they need to
feel trusted, so share your sales
targets and business goals with
them.”

Doing this means you are
more likely to pick up on staff
fraud early, says Bamford.
“When people look back they
can see lots of evidence that was
ignored. Often other members of
staff feel that something was
wrong, but don’t want to raise it
with their manager. The manager
needs to be accessible, so that
staff will share their worries
about a new member of staff.”

Tony Griffiths, manager of
two bodybuilding stores in
Bradford, makes a point of
recruiting carefully, then training
new staff to deal with shoplifters.
“We have a low turnover of staff
here - I hand-pick people that are
pretty sensible,” he says. “I show
them where to stand so that you
can see the shop, which is L-
shaped. If you turn your back for
one minute the shoplifters will
whip something, so you need to
clock their faces and just be
vigilant.”

He’s only had one case of
suspected theft from a member of
staff. “The person cottoned onto
the fact that I’d figured out what
was going on, went for a coffee
and never came back,” explains
Griffiths. si
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COMMUNICATION SKILLS

Good communication, none more so
than in a sales environment, is vitally
important. Research has shown that
communication skills can be taught,
but as a store owner you can be
proactive in developing your sales
staff’s abilities. What is often
overlooked is that effective sales
communication is about more than a
smart uniform and the ability to
recite the features of a particular
piece of sports equipment.

Says John Wilson, a researcher at
the Institute of Work Psychology:
“When I go into a sports store I
know roughly what kind of shoes I
want, but I want the sales staff to
guide me to the right pair for me. If,
for instance, a member of staff says
that they do fell running every
weekend this communicates that they
know what they are talking about
and gives gravitas to any advice they
offer. Customers use the internet to
help them locate brands they think
are suitable, but ultimately they want
to buy from a reputable store that has
knowledgeable staff.”

Understanding
The dialogue between sales staff and
customers at its most fundamental
level is about understanding. The
classic illustration is when an
English-speaking person who speaks
no German asks directions of a
German person that speaks no
English. What usually happens is the
English-speaking person will simply
speak louder and more slowly.
However, even more concerning from
a sales point of view is that
understanding can also become lost,
even when the member of staff and
the customer are speaking the same
language.

Psycholinguistics, or the study of
how language is constructed, used

and understood, has begun to
unravel how we all understand

language and how the components
of speech, including phonetics (how
words sound), syntax (how words
are combined) and semantics (the
meaning of words), come together to
deliver meaning. In the context of
the customer/retailer relationship,
all the components of speech must
operate together perfectly if
understanding is to result in a sale.
Your most knowledgeable members
of staff will not be able to perform at
their maximum efficiency if they are
not able to understand a customer’s
requirements and communicate this
to them effectively.

Empirical research has
confirmed that regional accents can
have a significant impact on how a
customer will react to a sales person.
Research by Telewest (now Virgin)
looked at what it dubbed ‘accent
chameleons’ and found that 66 per
cent of us consciously change our
accent when doing business. The
London and South-East accent was
seen by all regions of the UK as the
best accent to have to get ahead. It
was also seen as the best overall for
sales and customer service across
the country, although further away
from the region the accent scored
lower. 

Mind your
language

Good communication between staff and 
potential customers is essential to your success,
says Dave Howell

Sales communication
is about more than
the ability to recite
the features of a
particular piece of
sports equipment
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People from Scotland, Wales and
Northern Ireland have the strongest
accents, the study found. One in five
business people across the country
claimed to have a ‘strong’ regional
accent, but this level was notably
higher in Northern Ireland (42 per
cent) and Glasgow (28 per cent) and
above average in Edinburgh and
Wales (21 per cent each).

Additional research by the law
firm Peninsula highlighted that some
accents are preferred over others. In
its findings some accents were
deemed ‘bad’ in a recruitment
scenario. All store owners when hiring
their staff must guard against this kind
of discrimination. A more enlightened
approach is needed. Clearly, your
store could benefit from recruiting
from its local area.

customer. The imparting of technical
information has to be handled
carefully. Jargon and industry
language are sometimes unavoidable,
but a good sales person will use this
in context. Good sales
communication is also all about
understanding what the customer is
looking for. Simply reciting to a
customer a range of features that a
product has is not what they are
looking for. Sales language should
ultimately be used to ensure the sales
person matches the right goods - with
their associated benefits - to the needs
of the customer.”

Comprehension of the language
that is used within your store and in
its written form on your website are
important components that all
owner/managers cannot ignore.
Customer service has always been
about putting the consumer first,
whether they are in your store or
visiting your website. Research has
indicated that the language you
employ has a massive impact on how
attentive your sales staff are perceived
and, therefore, how effective they are
at closing a sale.

What has become clear is that
dismissing the proper use of language,
the impact a regional accent can have
and how easy it can be to discriminate
in your human resources processes
must all be considered by today’s
store owner. Sales staff, as every
owner/manager knows, are the
backbone of a business’s profitability.
Training can certainly help, but a
deeper appreciation of how language
impacts on the relationship between
your staff and the customers they
interact with is important.

The use of language in a sales
setting is increasingly coming under
the spotlight. The rise of telesales and
the call centre has driven this science
to reveal the components that
psycholinguists have studied for
decades. With real-world commercial
decisions at stake, taking a close look
at how your business uses language
could lead to improvements in your
bottom line. With your store’s
messages spread across potentially
many different media, a consistency in
the use of language is essential to
ensure your messages are clear and
concise and do not confuse your
customers. There has to be symmetry
between them all, which in turn must
be part of a coherent communications
strategy with the right language at its
centre.

“Accents have definitely been
found to have an impact on how well
a sales person can communicate with
a potential customer,” says John
Wilson. “For instance, a Yorkshire
accent has been shown to be trusted
by people when they hear it. What this
kind of reaction has shown is that we
like people like ourselves. In a sales
environment this can be a powerful
tool.” It is no accident that many call
centres are staffed by people with a
Scottish accent, as testing has
confirmed that callers react positively
to this accent. 

Mohammad Heidari Far, a search
engine optimisation and pay-per-click
executive at internet company Oban
Multilingual, says: “Employing local
staff for the sale’s floor is a necessity
for high street retailers, especially for
internationally-known brands. The
main and obvious reason for this is
that, approached by a local sales
person, the customer would feel more
comfortable and it would be easier for
them to express their requirements to
the sales staff. Their shared accents
will form a bond.”

Speaking in tongues
Of course, today sports retailing is
about more than your presence on the
high street. The written word has an
impact online that is often ignored by
internet retailers. The integration of
the online and offline retail experience
has meant that store owners are selling
to a potentially global audience. How
language is used on your website will
have a massive impact on the
useability of your site by overseas
customers. If you have ever visited a
Chinese website designed using
Mandarin you will know how
incomprehensible the language can
be. Now imagine how your site,
designed in English, may look to non-
English speaking customers. These are
issues all bricks and clicks retailers
have to contend with.

Within the specialised
environment of a sports store, jargon
can be almost unavoidable. It is,
though, crucial that you and your sales
staff understand that the vast majority
of your customers will not be
equipped to understand a lot of
technical language. Again,
understanding and appreciation of the
customer/sales relationship is
important. Says John Wilson: “You
need someone that is informed and
knows their stuff, but you also need a
sales person that doesn’t patronise the si
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BUSINESS SUCCESS

Have you noticed how some
businesspeople are lucky - they
always seem to be in the right place
at the right time? They always seem
to get the breaks that the rest of us
can only dream about.

The good news is that, according to
a recently completed 10-year university
study, luck probably is not merely a
matter of chance. Indeed, according to
the project leader, Professor Richard
Wiseman of the University of
Hertfordshire, we usually make our
own good and bad luck. And, if his
theory is correct, that means it is often
possible to increase the amount of good
fortune we encounter in our lives - and
turn it into business success.

Control
“What I’m arguing is that we have

more control over events that we
think,” Professor Wiseman says.

“You might say: ‘50 per cent of my life
is due to chance events’. In fact, maybe
10 per cent is. The other 80 per cent

that you think you can’t influence is
actually defined by the way you think.
Lucky people are more relaxed and
open and therefore see what there is,
rather than what they are looking for.
They are skilled at listening to their
intuition and adopting the resilient
attitude that so often can transform bad
luck into good.”

Top business coach Jim Connolly
believes that one of the main reasons
why businessmen and woman miss out
on the opportunities that surround
them is that they fail to observe at least
one of four key luck factors. These are:

■ Recognise opportunities. Many
lucky breaks come disguised as
problems. Connolly cites the case of
secretary Mary Jordan who decided to
do something about her numerous
typing errors. She mixed up a flour and
water solution that could be painted
with a tiny brush over typing mistakes
- creating typing correction fluid that
became a multi-million pound
industry.

■ Be prepared by listening to your
intuition and gut feelings. Boost your
intuitive abilities by clearing your mind
of other thoughts. Take control of the
situation and adopt a resilient attitude
that can often transform bad luck into
good.   

■ Take action. “Luck invariably comes
to the brave,” Jim Connolly says. He
cites the case of Simon Woodroffe,
who created the international chain of
YO! Sushi restaurants after a friend had
had the idea, but was too timid to act
on it. “You simply can’t ‘get lucky’ in
business if you fail to seize the moment
and take action,” Connolly says.

■ Take chances. You only have to
benefit from one great opportunity to
transform your future. Studies have
shown that unlucky people miss major
opportunities because they have
conditioned themselves to look for
modest - and safe - opportunities.

So can you learn to be lucky? To
prove his theory that you can, Professor
Wiseman asked volunteers to spend a
month carrying out exercises designed
to make them think and behave like
lucky people. The exercises were
designed to help them spot
opportunities, listen to their intuition,
expect to be lucky and be more resilient
to bad luck. When the volunteers
returned one month later to report what

Learn to be lucky
Studies show we make our own good luck in business.
Tony James investigates
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Lucky guys
■ Jewellery chain boss Barnett Helzberg always felt that
financial tycoon Warren Buffett might be interested in buying
out his $300million business, but had never been able to meet
him. One day in 2004 Helzberg was walking past the New
York Plaza Hotel when he heard a woman call out: “Hello, Mr
Buffett” to a man standing nearby. On impulse Helzberg
introduced himself, offered Buffett the business and was
accepted. Said Helzberg: “That sure was my lucky day.”
■ Levi Roots took his Reggae Reggae Sauce into TV’s
‘Dragons’ Den’ in search of £50,000 funding, but built his
pitch on the mistaken premise that he had orders for two
million litres of sauce when it was only two thousand. It
seemed Levi was doomed. Despite the gaffe, the Dragons
shelled out and Levi’s sauce is now in 600 Sainsbury’s stores.
“I’ve always been lucky,” Roots says. “But this time I just
knew that somehow I would come out smelling of roses.”
■ Redundancy victim Stephen Hollis was facing losing his
house two years ago when a distant relative left him the
contents of a derelict garage in Wiltshire. “My first reaction
was to tell the family solicitor to send the contents to the tip,
but I decided to go and have a look,” says Hollis. Which was
just as well. Wrapped in a tarpaulin was a 1936 Daimler
saloon in near-showroom condition, which later sold at
auction for £85,000. “We paid off the mortgage and even had
a holiday,” says Hollis. “My luck was certainly in that day.”

had happened, the results were dramatic
- 80 per cent said they were now
happier, more satisfied with their lives
and, more importantly, luckier.

“The unlucky people had become
less unlucky and the lucky people were
even luckier,” reports Professor
Wiseman. “It looked as though I had
found the elusive luck factor.”
He believes that:    
■ Lucky people are skilled at creating
and acting upon chance opportunities by
adopting a relaxed attitude to life and
being open to new experiences.

■ Lucky people are certain that the
future is going to be great and these
expectations make all the difference
when things get tough.

■ Lucky people are more skilled at
creating and noticing chance
opportunities.

■ Lucky people don’t dwell on ill
fortune, but take control of the situation.
They spontaneously imagine how things
could be worse and are pleased that
they’re not.

■ Lucky people visualise themselves
being lucky before an important
meeting or phone call. Luck is very
often a self-fulfilling prophecy.

Responsible
Professor Wiseman is convinced that the
way we think and behave is responsible
for much of our good and bad luck. He
says: “Take the case of seemingly
chance opportunities. Lucky people
consistently encounter such
opportunities whereas unlucky people
don’t.” Professor Wiseman carried out a
simple test to discover whether this was
due to differences in their ability to spot
such opportunities.

He says: “I gave people who said
they were lucky and unlucky a
newspaper and asked them to look
through it and tell me how many
photographs were inside. I had secretly
placed a large message halfway through
the newspaper saying: ‘Tell the
experimenter you have seen this and
win £250’. The message was in letters
two inches high. It was staring everyone
in the face, but only the people who
believed they were lucky tended to spot

it. Over half the ‘unlucky’ volunteers
didn’t even see it.”

Other studies have confirmed that
‘unlucky’ business people tend to be
tense and anxious and this disrupts their
ability to notice the unexpected. As a
result, they miss valuable business
opportunities because they are focused
on looking for something else. On the
other hand, ‘lucky’ people are generally
skilled at noticing and creating business
opportunities and making lucky
decisions by listening to their intuition.

Professor Wiseman has now
created a ‘Luck School’, based at
Hertford University, which claims to
teach people to be lucky. As part of the
course students keep a ‘luck diary’ in
which they record the day’s positive
and lucky events. “After doing it for a
month it’s difficult not to think about
all the good things that are happening,”
Professor Wiseman says.

Does it work? Apparently so. When
35 employees of a company took a
Luck School course over 50 per cent
said they felt better and more optimistic
- and profits and productivity rose by
over 10 per cent. Other participants
reported significant life changes and
increased levels of confidence, self-
esteem, success - and, of course, luck.

More confirmation that to a large
extent we make our own good luck in
business comes from a four-year study
by Professor Alex Rovira at the Madrid
Business School, which concluded that
good luck could be linked to these
basic rules:

■ Responsibility. Studies show that
lucky business owners felt responsible
for their own actions. Instead of
blaming others when things go wrong,
they ask: “What have I done to cause
this problem?” and act accordingly to
solve it.

■ Learning from mistakes. Lucky
people don’t see mistakes as failure, but
as an opportunity to learn something.
The classic example is Thomas Edison
who made a thousand failed attempts to
produce a long-lasting electric light
bulb. When asked if he felt he was a
failure, Edison replied: “Not at
all. I now know

of a thousand ways how not to make a
light bulb.” A few days later he
successfully made the world’s first
successful domestic bulb.

■ Confidence. Studies have shown
that those who create their own luck
have a high degree of assertiveness
and self-esteem. They also use
visualising techniques to form mental
images of their goals.

Says Professor Rovira: “Whether or
not one can create good luck basically
depends on your attitude to yourself
and to others. And since those who
create their own good luck owe
success only to themselves and their
initiative, rather than a lottery or a
roll of the dice, they know how to
repeat it. With a bit of luck!”

Lucky people are more
skilled at creating and
noticing chance
opportunities

si
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IN SEASON HOCKEY

Team GB’s men’s hockey players may
have hoped for more than fifth place
in Beijing after their gold in Seoul in
1988, but the matches played in the
searing heat were scintillating and
attracted high viewing figures. As for
the women’s team, coming in sixth
place represented their best Olympic
result since 1996. 

In 2005 the British women’s team
was ranked 11th in the world and
entered the Beijing Olympics ranked
ninth. Commentators were quick to
point out the solid progress the team has
made since failing to qualify for the
Athens Olympic Games.

Importantly, the top-six finish gave
the UK’s women a place in the
Champions Trophy tournament in
Sydney this July - the first time Britain
has been involved in this elite
competition since 2003. It allows the
British players to gain experience of

competing against the best hockey
nations in the world as they prepare to
challenge for a medal at London 2012.

Finance
There was more good news for the
hockey sector at the end of 2008 when
UK Sport announced that the sport
would be receiving £14.1million for the
build up to and preparation for London
2012. At around £3.5million per annum,
this is about a 25 per cent increase on
the annual funding that was provided
for the Beijing Games. Competing on
home soil in 2012 will be a tremendous
incentive for the country’s hockey
teams, but it is a way off yet before the
industry will see what significant
funding can deliver in terms of success
for Britain.

‘Sports Insight’ asked Simon
Mason of Mercian and Chris Sutherland
of Dita about the strength of the sector.

Sports Insight: How was 2008 in
terms of sales success?
Simon Mason: Mercian experienced
significant growth again, although
most of it was outside the UK. Some
new markets delivered significant
results and we saw a good level of
growth from our hockey specialists
within the UK.
Chris Sutherland: It seems that the
numbers of juniors starting hockey are
increasing, but adult players seem to
be retiring earlier so there is not huge
growth in the hockey sector.

What effect has the credit
crunch had on retail sales?
SM: So far I think we are fortunate to
have not really experienced the effect
at all. As a company we are
continuing to grow, however we are
aware of it and are planning a number
of ‘what ifs?’ I think the hockey
market is fortunate in that sticks and
other equipment do wear out and
while the playing public are still
playing the same amount we will
continue to see sales. We must just
continue to work hard to provide high-
quality products at good prices and
with excellent service to make the
most of any level of demand that
exists.

SOLID progress
Increased funding and good results at the last Olympics have
ensured hockey brands are performing well. Catherine Eade
talks to two leading hockey manufacturers

Retailers
need to

stock key
brands and

not be
afraid to

stock
high-priced

items
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CS: As one of the world’s leading hockey
brands, Dita was not affected by the world
recession. A strong range of sticks and
shoes was backed up by increasing market
share in textiles and hockey balls. This,
together with Dita’s policy of holding
good quantities of all products all year
round, has also helped.

Is the market still growing? 
SM: In the UK the playing population is
pretty stable. The governing body is
working very hard to energise those
currently in the game and make it more
attractive to athletes from other sports.
Events such as the Olympics always
encourage participation in any sport and
hockey is no exception. It is an exciting,
fast-paced game and TV coverage such as
that from Beijing exposes the sport to a
greater number of potential players and
spectators.
CS: If figures are to be believed, hockey
has more players in the UK and Ireland
than rugby.

Did the results at Beijing have any
effect on the sector?
SM: It is the exposure as much as the
results. The men and women both finished
above their world ranking and that was
fantastic, but they still did not get medals.
General interest levels are higher because
of media coverage and with the group of
athletes that exist within the international
programme a medal is not far away; that
will really see a boom in interest.

Was there a ‘feel-good’ factor
despite the fact that neither the
men or women’s teams came back
with medals?
SM: Definitely. I think that the feel-good
factor was because of the results, not in
spite of them. Both the men and women
finished higher than their ranking and
were very close to medals. The lead-up to
London 2012 will be very exciting for
hockey. The whole performance of Team
GB means that sport will take a much
high place in the public perception and
that can only be good for all of us within
the industry.

What new products are you
launching for 2009? 
SM: We are launching new colours in all
our luggage, some new designs in our
junior sticks to keep them fresh in the face
of fast-changing fashion demands and also
a complete new performance line of
sticks. Based on current models, they
feature new shaft shapes, graphics and
material compositions. 
CS: Dita will be launching its new EXA

range of international level composite
sticks. Also there will be one new shoe -
the REACTOR - which will retail at
£59.99.

What is the current ratio of sales of
wooden to composite? Is this still
changing?
SM: I think that it has now levelled out
and is probably as low as it will go. There
is still good demand for wood in specific
market sectors; the volume is still at the
bottom end and in education, but there
are also still a number of connoisseurs
who like the ‘old-school’ touch and feel
of a high-quality wooden stick. However,
the performance characteristics of new
composite materials are such that they
can offer a much better balance of power
and ‘feel’ and so are threatening even this
small group.
CS: 85 per cent of Dita’s total stick sales
are now composite. It is projected that
this will continue to grow.

What cutting-edge/latest trend
products have been successful for
the company?
SM: Our goalkeeping holdalls have been
a great success, offering a combination of
size, price and features, and we have sold
more of these than ever before. At the
entry level we looked very closely at the
demands of the first-time user. We hit
upon a combination of specification and
graphics that saw a five-fold increase in
sales of our Tiger Shark junior stick. In
general, however, while I think that some
of our success this year is because of
good product it has been driven by our
customer service. We have a great team
in the office who aim to answer the needs
of our customers - we understand hockey
and can find the solution that best suits
each individual customer.
CS: Dita has not produced any products
lately that are cutting edge, but have
continued to produce products to
extremely high technical quality, which
is synonymous with the brand. Currently
the high performance hockey shirts
MARBELLA and VALENCIA, which
incorporate the High IQ moisture
management system, and the top-of-the-
range shoe ULTIMATE, which is one of
the lightest and most technical hockey
shoes in the world, have done
particularly well.

How is hockey doing in terms of
profile and how could it be raised
further?
SM: Any sport would benefit from a
raised profile. Our international athletes
are doing all they can to get better and

win more games and the governing body
has many new initiatives aimed at
increasing participation. I think that to
raise it further is down to communication
and a public willingness to be positive
about their own sports. I appreciate that
we are in the middle of a depressing
period, but a positive attitude towards
each other and our sport, positive
messages from our governing body to
hockey players and remembering the
feel-good factor that the nation had
immediately post-Beijing for sport as a
whole could do wonders.
CS: Olympic Games always help with
the profile of hockey, whether the GB
teams win or lose. Any TV coverage is
vital to our sport. Fortunately the
European Hockey Federation have
worked hard to promote the sport and
there was extensive coverage of the new
European League, which is now our
equivalent of the Champions League.
The English Hockey Association have
also done well to promote indoor hockey
on TV, but as one of the world’s biggest
hockey nations we need to do more to
promote outdoor hockey on TV. 

What advice would you give to
retailers wanting to stock hockey
product or increase hockey sales?
SM: Understanding your product is
crucial. There is so much technology in
sticks that staff need to know about what
they are selling so they can speak with
confidence and sell positively. Rather
than try to buy stock in cold, pick up the
phone and call - most companies would
be very happy to advise on the most
popular lines for the season, advise on
any special offers and generally try to
help the retailer. Placing the correct
product is vital to their speedy ‘sell-
through’ and therefore repeat business.
CS: Retailers should realise quickly that
hockey players are potentially good
customers. With average club hockey
players paying between £100 and
£160 for a hockey stick, £60 for
shoes, £15 to £20 for shinguards
and stick bags from £20 to £35, as
well as all the other clothing and
accessories, it makes them a
good target for a proactive
retailer. Retailers need to
stock key brands and not
be afraid to stock high-
priced items.si
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Contact the offi ce to arrange your sales meeting:

Tel: 01483 75 76 77 or 
Email: sales@mercianhockey.com

Current range & clearance models still available.

coming
2009 ranges
soon
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ADVERTISEMENT FEATURE

Oxfam harnesses
legends for ‘Fabric4Life’

Climbing legends support Oxfam 
through Granger’s ‘Fabric4Life’ charity auction:

British mountaineering legends Kenton Cool,
Andy Cave, Andy Kirkpatrick and Leo Houlding
recently helped Oxfam to raise over £1,000 at the
launch of Granger’s ‘Fabric4Life’ programme - a
new initiative designed to help change lives
through the sale of recycled outdoor gear.

The launch, which took place during the Kendal
Mountain Festival in November, included an auction of
four very special jackets which had been used by the
intrepid climbers during several epic expeditions on
some of the world’s highest and most challenging
peaks. Prior to the auction, the jackets had been
thoroughly cleaned and re-proofed using bluesign®
accredited Granger’s treatments by the ‘Fabric4Life’
team at company’s headquarters in Alfreton, Derbyshire.

The ‘Fabric4Life’ programme is open to anyone
wishing to donate an unwanted outdoor jacket or
fleece - at any branch of Oxfam. Selected items will
then be sent to Granger’s, who will clean, proof and
restore each garment before returning it to be sold
through selected branches Oxfam. Proceeds from all
sales go to help Oxfam’s fight against poverty. 

For more information, or to
order Granger’s products,
contact Burton McCall on 
0116 234 4644 / 
sales@burton-mccall.co.uk

For more information, or to order Bridgedale Bamboo Socks, contact 
Burton McCall on 0116 234 4644 / sales@burton-mccall.co.uk

BAMBOO CREW SOCKS
After several years of thorough
research and development, the
UK’s leading manufacturer of
technical hiking socks (in
partnership with Booshoot
Gardens ‘Plant A BooT’ campaign)
has produced what is arguably
the most innovative, practical and
comfortable use of bamboo yet!

Bridgedale’s NEW Bamboo
Socks combine a naturally silky,
breathable, anti-microbial (un-
dyed) yarn made from a
sustainable source of bamboo
(created using an eco-friendly
process) with COOLMAXR - an
advanced moisture-wicking yarn
that helps keep feet dry. The result

is a high quality, stylish and
comfortable technical sock that
offers the same levelof fit, shock-
absorbency and ventilation that
you’d expect from any Bridgedale
product - but with the added
advantages of bamboo.

Available in both men’s and
women’s-specific fits and colours
(specifically designed for the
differing shape of men’s and
women’s feet) and are presented
in packaging made from 100%
recycled paper (printed with
vegetable-based inks).
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FREEPHONE: 0800 032 7386
BUY ONLINE: www.e-shopfittings.co.uk

THE ONLY STORAGE
DISPLAY BOXES IN THE

WORLD DESIGNED TO FIT
INTO SLATWELL AND

MESH SYSTEMS

OFFERS RETAIL OUTLETS
• SPACE SAVING DISPLAY
• EASE OF USE/FITTING

• EASY STORAGE
• MODERN DESIGN

AVAILABLE IN A NUMBER
OF DIFFERENT SIZES 

AND SHAPES.
INSTOCK COLOURS

WHITE & CLEAR

BUILT FROM STRONG,
STURDY COLOUR STABLE

POLYPROPYLENE.
DESIGNED TO NEST WHEN

STORED FOR COST EFFECTIVE
WAREHOUSING

Slatbox
the slatwall display and storage solution

STYLISH POINT 
OF PURCHASE

DISPLAY SOLUTION

FITS ALL EXISTING
STORE FIXTURE

SYSTEMS

TOUGH UV
RESISTANT

POLYPROPYLENE

NEXT DAY
DELIVERY

LOWEST PRICES

e-shopfittings
FROM HOBDAY
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IN SEASON SWIMMING

Summer is
coming, the sun
kissed beach
beckons and...
Maru’s new stylish Aqua
Leisure collection for 2009
has a range of head-turning
swimwear ideal for pool or
beach, from thin strap, one-
piece and halter-neck suits
to two-piece tankinis in
bright fuchsia pink, hot
orange or blue denim.
Maru’s enviable range
includes new design Bertie
Tankini, with adjustable side
pant-tie, while the new
Daisy Tankini comes with
popular short-style pants.

‘Long’ continues as the
‘must-have’ trend in men’s

board shorts and 2009 sees two striking new styles manufactured in a textured,
stonewashed polyester fabric added to the Maru range - the Moby Stonewashed
Short (17”) and the Havana Stonewashed Short (19”). Also popular is the
Suncoast Short Collection, available in 19” and 21” with stylish geometric print
panels and piping detail.
To find out more call Maru Swimwear on +44 (0) 115 985 1212, email
sales@maruswimwear.co.uk or visit www.maruswimwear.co.uk. Maru
carries a full range of stock and provides 48-hour delivery on all orders. 

What’s new at Jakabel for 2009 
The new thermal baby wrap wetsuits in wild camouflage and plain designs from 3-12 months, sunsuits from three months to seven years and

non-slip Kevlar shoes from six months to five years mean that Jakabel now serves babies, toddlers and kids up to 11 years old. 
You must see the company’s funky surfwear, including the new Pirate surf shorts designed to ‘wow’ any kid looking for action wear. The

wetsuits are now available long-sleeved and long-legged in fabulous bright blues and reds and will warm us all on those good old British
holiday adventures.

Still exclusively promoting the best floatsuit on the market and a good choice of unusual and fun dive toys and accessories, Jakabel
promises its usual uncompromisingly good service and quick delivery. 
Call Josu on +44 208 715 2385 or 07957 541406, email josu.shephard@jakabel.co.uk or visit www.jakabel.com for more information.
Distributors/agents wanted.

Swimming
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Fashy
Fashy’s swimwear and accessories range continues to grow
with customer demand throughout Europe.

Germany’s European swimming champion, Nicole Hetzer,
has helped develop a range of swimwear and accessories for
training, competition and aquarobics. The range includes
chlorine-resistant costumes as well as essentials. The current
catalogue features both sports and fashion costumes for all age
groups. Other catalogues available include Aqua Fun and Sport.

Goggles and all training accessories include an extensive
Aquarobic range, while the Fashy swim hat range now offers
over 40 different swimcaps and turbans alongside pool and
beach toys. In addition, aqua shoes, swim shoes, beach and
protective poolside shoes all feature alongside the popular
Aqua-fitness socks.
Fashy UK Limited: 01202 515251.
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Heavy Grips are like hand
grippers on steroids
These heavy-duty hand grippers are
manufactured with machine knuckled aluminium
handles and huge springs that will provide a
lifetime of use.

The Heavy Grips are available in six different
levels of strength, from the HG100 (100lbs)
Beginner to the HG350 (350lbs) Gripper King.
They are a great item for any type of fitness-
related business and are designed to either hang
on store shelves or be mailed to customers. 

Wholesale pricing ensures that you have a
product that yields an excellent net profit with a
true lifetime warranty standing behind the
product.
For more information visit
www.ultimategrip.co.uk or 
call 0151 324 1195.

Fitness & health clubs

100 150 200 250 300 350
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1 Enhanced running efficiency
2 Facilitated venous return resulting in:

a. decreased blood pressure
b. reduced risk of deep vein thrombosis
c. lower incidence of varicose veins

3 Decreased ankle sprains
4 Lowered risk of shin splints

5 Minimize back pain
6 Enhance proprioception
7 Strengthen intrinsic foot

musculature
8 Maximise biomechanical performance
9 Diminish risk of bunions
10 Optimise balance / prevent falls

Primal Lifestyle Ltd are the sole distributors of Vibram’s Fivefingers to the UK & Ireland.
www.primallifestyle.com - +44 1372 200640 - info@primallifestyle.com

Fivefingers offer reassuring grip, rubberised protection and maximum sensation.

In this day and age with people looking increasingly back toward nature to optimize their health and
performance, the barefoot running phenomenon is gaining significant momentum. Leading gym instructors
and personal trainers are recommending barefoot training for performance. And large corporates are
researching seriously into the benefits of barefoot. Vibram’s Fivefingers footwear provides a high-end, unrivalled
barefoot solution for your customers who wish to get back in touch with planet Earth, to allow full biomechanical
freedom of their foot, and to truly engage with their environment.

For more details go to www.primallifestyle.com/barefoot

10 of the 
Benefits of
“Barefoot” - Fivefingers-style
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The Brooks Adrenaline GTS sells over one million pairs a year to runners demanding support. 
It is the ultimate Go To Shoe for the running trade, backed with all the knowledge of a specialist running company. 

Retailers receive excellent technical support, national advertising campaigns and top quality product.

Customer services (+44)01903 817009.   www.brooksrunning.co.uk

For the full range of our technical 
running shoes and apparel visit: 

www.brooksrunning.co.uk
Not just the box. But the shoe too! The Brooks Adrenaline GTS™ 9
features the first ever biodegradable midsole, saving our planet one

pair of shoes at a time.

YOUR SHOEBOX MANSION MAKES A LOVELY HOME

NOT ALL SUPERHEROES
HAVE CAPES

BROOKS
ADRENALINE GTS®9
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On April 26 world marathon record
holder Paula Radcliffe will be
aiming to win her fourth Flora
London Marathon against one of
the strongest fields she’s ever faced.
She will line up against defending
champion Irina Mikitenko, all three
Olympic medallists, plus two former
London winners and two World
Marathon Majors champions.

After winning the London
marathon in 2002, 2003 and 2005,
Radcliffe is aiming to emulate her
mentor Ingrid Kristiansen, the
Norwegian who won the London
Marathon four times between 1984
and 1988. But how many viewers
cheering on the fastest female
marathon runner in history will stop to
think about the pioneers of women’s
long distance running who have made
her achievements possible?

Back in 1966, a 24-year-old
American called Roberta Gibb became
the first woman to ever run the Boston
Marathon, one of the oldest and most
prestigious marathons in the world.
Despite her application being blocked
by the race director because of her
gender, Gibb was determined to run,
having trained for the event since she
first watched it two years earlier.  

After warming up Gibb hid in
bushes near the start of the race and
joined in when there were enough
runners on the course to hide her.
Gradually as people realised a
woman was running the Boston for
the first time, the word spread. Gibb
finished in an impressive three hours,
21 minutes and 41 seconds - ahead of
two thirds of the pack - and made
headlines around the world. Roberta
Gibb last completed a marathon in
2001 and still runs to this day.
‘Sports Insight’ tracked her down at
her home in the west of America to
talk about the difficulties and
triumphs of her experiences as a
female long distance runner.

Sports Insight: What inspired
you to start running?
Roberta Gibb: I’ve always loved to
run. From the day I took my first step
I loved the feeling of running, of the
world whirling by, of being able to
get from one place to another freely. I
grew up in Winchester,
Massachusetts near a forest, where I
would spend hours running with the
neighbourhood dogs. Running comes
from my sheer delight in finding
myself alive.

Looking back, at which point did
you decide to join in the Boston
Marathon when it was so
obviously a male-oriented event?
I first saw the Boston Marathon in
1964 and I fell in love with it. There’s
no other way to describe it. Hardly
anyone ran in those days and for a
woman to run was unheard of. To me
the Boston Marathon was a spring
ritual that celebrated the return of life
after a long hard winter. I knew
nothing of the formal world of
athletics. My decision to run was made
deep inside me, by some other force. It
was as though I knew I was supposed
to run that race, that it was somehow
something I was meant to do, but I
didn’t know why. 

Were there ever any personal
doubts that you could compete
in what had been up until then
an all-male field?
I didn’t think about whether it was men
or women. I didn’t know that women
weren’t allowed to run. I thought it was
open to anyone in the world. When I
started training for it, I didn’t know if I
could run 26 miles. I didn’t know if
my body could take it or whether my
heart might give out or something. I

blazer
TRAIL
Catherine Eade talks to Roberta Gibb, a
remarkable woman who paved the way
for today’s female running stars

It’s
inspirational
to see how
well women
can do and
amazing to
see how far

women
have come
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just began to train, not knowing how. I
wore nurse’s shoes because women’s
running shoes weren’t made then. I
just kept running longer and longer
distances, pushing into the unknown. I
didn’t have a coach or any instruction
books. I trained mostly by myself,
running with the dogs in the woods.
I’d run with a man on the Tufts Cross
Country team for a while during his
training runs, so I knew I could run
just about as fast and far as he did, but
he was only doing five-mile runs. 

As part of my training I took a
3,000-mile journey, alone except for
my Alaskan Malamute puppy, across
the entire continent. Every day I ran in
a different place. By the time I got to
Nevada I was running 15 or more
miles at a stretch. I’d see a pale blue
mountain peak on the horizon and
spend all day running to the top of the
mountain and back. At night I slept
under the stars. By the autumn of
1965 I was running 40 miles at a
stretch. I could have just kept on
doing that, but I wanted to share my
love of running with others. And I’d
fallen in love with Boston, which at
that time was one of the few
marathons anywhere in the world. 

Even as late as the sixties long
distance running was considered
dangerous for women. What
other barriers existed back then
that stopped many women from
running long distances? 
There were many social barriers for
women in those days. Women were
not supposed to run in public, or,
heaven forbid, sweat. Most women in
those days would never think of
going out for a run - indeed, very few
men ran. Luckily I didn’t know that
long distance running was considered
dangerous for women. I was just
doing what I loved to do. I wanted to
share running with men and women,
to inspire people to find the same
health and contentment I found in
running.

How important was it to you to
take part in an organised
marathon rather than going it
alone?
I wasn’t particularly interested in
organised competitive running. My
running was more of a spiritual thing.
In fact, I felt that to use my running
for commercial or egotistical reasons
was sacrilege. Running was a gift I’d
been given and through running I
could celebrate my sense of belonging

to nature and to the universe. But to
me running the Boston Marathon was
the ultimate challenge.

I didn’t know that women weren’t
thought capable of running a marathon
until February 1966, when I wrote for
my application to run Boston. I wrote
honestly without concealing my
gender and I received a letter back
informing me that women were not
physiologically able to run marathon
distances and, furthermore, under the
rules that governed sports they weren’t
allowed to compete in races over 800
metres long. When I got that letter I
realised my run would have a much
greater social significance than just my
own personal satisfaction and
challenge.

Your time seems fast, even by
today’s standards. How did it
feel finishing ahead of so many
male runners?
I didn’t think of myself as running
against the men, but rather running
with them. I wanted to run my best but
I wasn’t thinking of how many men I
was beating and I didn’t want them to
think in those terms either. The
competition is always with one’s self.
A good competitor is one who inspires
you to be all you can be.

What was the feeling of the
crowd who saw a woman
crossing the line in Boston for
the first time?
They were fantastic - they went wild
when they saw it was a woman
running. They screamed: “At-a-go
girly!” and: “Slow down so he can
catch you!”. One woman yelled: “Ave
Maria, Ave Maria!” As I got closer to
Boston the crowds increased. They
knew I was coming because by now it
was being broadcast on the radio.
When I turned that last corner onto
Boylston Street the crowd went wild.
By the time I reached the finish, the
Governor of Massachusetts had come
down to greet me.

When you see runners like Paula
Radcliffe pushing the
boundaries, do you think people
realise how much work was
done by their predecessors to
make running an acceptable
sport for women?
I am thrilled by Paula Radcliffe’s
accomplishments. I’ve been excited
for decades as I see boundary after
boundary overturned. I feel proud and
humble to be a part of this long line of

accomplishment. Women are coming
into their own after centuries of
prejudice - what a tragedy that for so
long the world was missing fully half
of its potential.

Do you think that without people
like you pushing the boundaries
of what is ‘acceptable’, women
might still be facing the same
discrimination rather than being
accepted as talented athletes?
Unless someone challenges the old
prejudices and false beliefs, they just
continue on for generations. I chuckled
to myself as I thought how many
prejudices would be demolished as I
trotted along for those 26 miles.

What was the media coverage
like following your run?
The next day it was front-page
headlines. Word went out around the
world that a woman had done the
impossible and run the Boston
Marathon. People were shocked and
amazed. It ripped apart the stereotypes.
It was a pivotal event in changing
social consciousness. People sent us
clippings from as far away as
Malaysia.

What do you think about the way
the women’s running movement
has taken off globally? 
I think it’s great that so many women
are running. Running is a way of
becoming free, and of feeling a sense
of well-being. Running reunites mind,
body and spirit. Running keeps you
healthy and strong. It’s great that
women are learning how to compete
and are doing so well. It’s
inspirational to see how well
women can do and amazing to
see how far women have
come.si
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Hilly releases 2009 collection 
and catalogue
Continuing with the strategy of offering technical
performance socks and accessories, Hilly will be launching
new products in each category.

In particular, following years of development two
new TWINSKIN socks will be launched, taking double-
layer technology to the next level. In addition, a trail sock,
Compression sock and two new TWINSKIN walking socks
will allow the company to further
expand its distribution. 

Likewise, the reflectives,
neoprene accessories and hydration
categories have been revamped,
enabling Hilly to lead the field with
technical, innovative and
functional product.
For a copy of Hilly’s 2009
catalogue or further
information call 
0161 366 8207 or email
info@hilly
clothing.co.uk

Running
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Saucony VIZI-PRO: be safe,
be seen and be comfortable
Saucony’s VIZI-PRO range of apparel for
autumn 2009 is not just the only group of
fabrics and colours to be safety approved
by the American National Standards
Institute, the fabrics are also as technical
as you can get. 
The Saucony sales team are
demonstrating the product now with a
special launch offer and consumer
campaign.
For more information call 
023 9282 3664 or visit saucony.co.uk
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Rucanor running
Rucanor has a selection of new products for runners
in its new ‘NOS Collection 2009/2010’ catalogue, as
well as numerous other products that neatly fit into
this category.

There are two new digimeters: one with a panic
alarm and the other with an auto-scan FM radio.
The most popular product in the range is the 300ml
fist bottle and there is also a runner’s belt with
removable pouches for 4x175ml bottles. During the
winter months safety on the roads is particularly
important. Rucanor has an EN471 compliant hi-vis
mesh vest with reflective bands, along with a
selection of reflective armbands, lights and
blinkers to help maintain visibility.

For training there are weights, benches, gym
balls, skip ropes, and ankle and wrist weights to improve
stamina, plus a range of heart-rate monitors and stopwatches to measure your
performance. If you’ve been unfortunate enough to sustain an injury, Rucanor can
provide relief with a comprehensive range of neoprene and elasticated supports.

While your customer is trying on the shoes they came in for, don’t forget to
offer them all of these high-margin products while they’re in your store.
For further information on these or any other products from the Rucanor range
call the Sales Hotline Number: 0845 2300147.
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For more information please contact Ardblair Sports Importers Ltd 
01250 873863 or visit www.x-socks.com or www.x-bionic.com

Building upon the success of X-SOCKS, the company has also

developed an equally technical and rapidly expanding range

of sport-specific clothing - X-BIONIC FUNCTIONAL

SPORTSWEAR.

With patented technology their clothing systems work with your

body to keep you at a comfortable temperature - cooling if you get

hot and heating if you get cold.

X-SOCKS are probably the most technical brand on the market today,

with each sock featuring an array of characteristics that you'd be hard

pressed to find elsewhere.

X-SOCKS have developed a broad range of highly technical socks, taking
inspiration from nature, for a wide variety of activities - trekking, skiing,
cycling and of course, running, to name but a few - with each tailored to
the specific requirements of the sport in question.

All of our increasingly popular, award-winning running socks feature
zones of protection - just where it's needed - for the toes, heel and
Achilles tendon. Each sock also features the patented X-Cross bandage,
which stabilizes the ankle and optimally supports the foot's function.

Each is anatomically designed, thereby providing a precise and supremely
comfortable fit. And each features unique air-conditioning properties,
which ensure that the foot is kept dry and well ventilated and reduces the
risk of blisters.
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MITRE’S MID SEASON ADDITIONS
TO ITS REVOLVE FOOTBALL SERIES

PROMOTION

MITRE IS PROUD TO ANNOUNCE SOME GREAT ADDITIONS 
TO ITS ALREADY SUCCESSFUL REVOLVE SERIES OF 

FOOTBALL EQUIPMENT, WHICH INCLUDES 
FOOTBALLS, SHINGUARDS, 

GOAL KEEPING GLOVES AND 
FOOTBALL BOOTS. 

The Revolve football, as launched at the
start of the 2007 football season is now
being played with by all 72 clubs of the
Football League, with the Championship and
League 1 clubs currently using their own
club badged version of the ball. With a
subtle yet effective addition to this great
looking design, the use of individual balls
will be extended to League 2 for the kick off
of the 2009/2010 season.

The revolutionary ‘Revolve’ design has
also been applied to Mitre’s professional
football boot, the Revolve Pro, now available
in two brand new colour options;
Red/Silver/White and Blue/Silver/Charcoal
and on three sole units; Screw-In stud,
Speedstud Moulded Rubber and Astro Turf.

Ritchie Barker of
Rotherham

United has been wearing the boots and says
”These are such comfortable boots, they are
really lightweight but I still feel protected
and I love the new colour options” The
range has been extended to  include a
Revolve JNR boot, available in the same
colours as the Revolve Pro but on three
different sole units; Screw-In stud, Moulded
Rubber and Astro Turf.

After receiving high praise during their
first season from the professionals using
them, the Revolve AFP Pro Goalkeeping
glove is being joined by the Revolve Pro JNR.
With all the technology of the Pro glove but
with 2x2 super soft Duo Grip Latex for the
younger player’s needs. 

Mitre is also bringing to market the Revolve
IP Girls shinguard. Available in two vibrant
colour options; Light Blue and Pink the
lightness of this slip in shin guard offers the
female player complete freedom of
movement without any loss in levels 
of protection..

For more information
email enquiries@mitre.com
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Samurai EliteX Skin
Samurai has introduced its all-
new ‘EliteX Skin’, which fits exactly
where it should, not just where it can. 

The EliteX Skin is a specifically developed and
tested fabric with similar qualities to Samurai’s
Underskinz 142 fabric; these qualities include
Samurai’s exclusive ‘PerfomeX’ Technology. The fabric
allows for moisture transfer and wicking, is quick
drying and helps to regulate body temperature to
ensure excellent athletic performance. 

The EliteX Skin fabric comprises of
polyester/nylon and elastane. The elastane fibres
allow the shirt to be stretched from four to seven
times its relaxed state. This multi-stretch capability
guarantees the wearer a high degree of comfort
combined with great freedom of movement.
The EliteX Skin fabric is only available from
Samurai. Visit www.samurai-sports.com or call
0870 725 5000 to find out more. 

Rugby
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Linebreak
Linebreak, the global originator of compression and base layer
technology, has launched its new range. When designing the new
Linebreak styles, Linebreak’s technical and design teams were given a
strict brief - take the look of the company’s product in a new
direction without compromising the technical features that have
made it famous.

From those instructions, the range was created including:
■ New vented material for better ‘heatzone’ breathability and

increased wicking.
■ Zoned panelling for more advanced muscle support.
■ Lowered necklines for increased comfort. 
■ Market-leading, premium quality Invista Lycra for increased

durability.

In simple terms, the new features increase the breathability of the
range, giving the best wicking in key moisture areas of the body,
improving comfort and keeping the skin drier in all environments. All
this is contained in a garment that still provides the highest quality
compression over an increased lifetime.

Linebreak is the Official Supplier of Compression Base Layers to
British Triathlon; Gareth Thomas, WRU, Cardiff Blues; and Rugby
Lions RFC.
For more information call 01926 813749 or visit
www.linebreak.co.uk
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Now Vulkan has extended its portfolio to include the innovative Vulkan Si range

which has been technically developed to provide faster recovery from injury.

Offering unique silicone support around the key areas of muscles and joints and

using only the highest grade of materials, Vulkan Si has the benefit of revolutionary

seamless technology providing optimum flexibility and freedom of movement.

Vulkan Si is enhanced with the Aerotherm™ circulation concept - a patented

spiral lining to stimulate the micro circulation and remove excess perspiration.

This revolutionary range is available for knee, ankle, elbow and wrist injuries.

www.vulkansupports.co.uk

FOR FASTER INJURY RECOVERY
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OPROcustom coming soon...

www.opro.com

 7252_09_1



PRODUCT  CATERGORIES

BADGES ● BEARS ● BEDROOM ● BREAKFAST BOWLS/EGG CUPS 
CAPTAINS ARM BANDS/SOCK TIES  ● CLOCKS/WATCHES

COMPUTER PRODUCTS ● CONFEFCTIONARY  ● DRINKS BOTTLES 
ENGLAND RUGBY ● EXECUTIVE GIFTS ● FLAGS

FOOTBALLS ● GAMES ● GLASSWEAR
GLOVES & SHINPADS  ● GOLF PRODUCTS ● HATS AND CAPS  

KEY RINGS ● LUGGAGE ● MUGS ● SCARVES
SLIPPERS ● STATIONARY  ● TOWELS

WELLINGTON BOOTS

TAYLORS FOOTBALL SOUVENIRS
MORE THAN DOUBLES IN SIZE

Since taking the family business over in 2003 we have more than trebled the number of
products stocked, quadrupled the storage area and taken on 5 members of staff. 

We are looking to carry on increasing our share in the football souvenirs market by 
providing the service that the independents need and deserve. To do this we have 

enabled our customers to order online from the largest selection of Football Souvenirs
available under one roof any time of the Day or Night and provide a fast and efficient

service for UK and overseas customers alike.

● Order from your trade account anytime day or night
● Receive confirmation of that order
● Same day despatch
● 24hr service UK
● 48hr EU
● 7 -10 days worldwide
● Receive confirmation that your order has been despatched

We are also able to offer our trade customers a free Dropship account
once they have set up and used their trade accounts

IT’S EASY TO DO JUST GO TO OUR WEBSITE

WWW.FOOTBALLSOUVENIRS.NET
PURCHASE A TRADE ACCOUNT

OR TELEPHONE
01748 826024

Taylors Football Souvenirs Ltd, Unit 1-2 Jackson Court, Olympic Way, Richmond, North Yorkshire, DL10 4FD
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RCD Espanyol De Barcelona

Dominant forcein europeAs one of the leading teamwear
suppliers in Europe, uhlsport continue
to offer a range of quality performance
teamwear to compete with the very
best on the market.

High profile teams such as Espanyol
Barcelona proudly sport uhlsport teamwear and
the penetration looks set to continue
throughout Europe as the brand continues to
actively recruit new clubs.

Club Range
A core range of 6 shirt styles is complemented
by a portfolio of shorts, socks, training wear
and, or course, goalkeeping.

2008 saw the introduction of the Club
Range with a shirt, short and sock pack available
at an RRP of £19.99. 

Complimenting the range is 2 styles of
tracksuit (RRP £34.99/49.99), a ¼ zip top (RRP
£19.99). Training shorts (RRP £14.99), training
top (RRP £19.99) and pants (RRP £17.99), rain
jackets (RRP £19.99), windbreaker (RRP £17.99),
coach jacket (RRP £34.99) and a long coat (RRP
£59.99).

The appeal of the range has been
widespread with a large number of UK teams
using Club  as the basis for their team colours.
AFC Liverpool – the “fans Liverpool FC” -have
been proudly wearing the districtive Red/white
colourway for season 2008/9.

Infitnity range
For season 2009/10 the Infitnity range (Shirt RRP
£19.99) (Short RRP £10.99) brings a more
functional material to the collection with the
brethable smartbreathe material and cut and
sew design producing a classic performance
garment.

A complimentary range of training wear will
also be available.

With this introduction and some exciting
plans for future seasons uhlsport looks set to
become an even more important player in the
teamwear marketplace.

If you would like to see the full range of
teamwear, balls, boots, shinguards, gloves and
accessories please contact:
UHLSPORT, Cypher House, Bampton Business
Centre (South), Weald, Bampton Oxon OX18 2AN
Tel: 08448 849861   Fax: 01993 851603
Email: julie@uhlsport-uk.co.uk

WALES & SOUTH WEST - MIKE MORGAN - 07973 802986
LONDON & SOUTH EAST - BOB LUDLAM - 07973 394004
MIDLANDS & NORTH - DAN HUME - 07960 013475
SCOTLAND - ERIC MUIR - 07940 598779

Infitnity range

Red and White Club Range
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Reusch 2009 glove
range
Reusch’s new 2009 glove
range is split into three very
different segments. 

The ‘Raptor’ range, which
carries highly visible cosmetics and

makes the range very distinctive and
easy to recognise, includes a new range

of gloves carrying all the features of the
most technical and innovative gloves in the

Reusch collection. 
The ‘Core’ range goes back to basics and

offers some of the most popular Reusch
gloves in a traditional style, but in a variety of
different latex options, while the ‘Carry-Over’
section continues for a further season with
some of the more popular styles from 2008. 
For further information contact Bob
Fidler at BF Sports on 0161 439 4383,
email reuschuk@btinternet.com or visit
www.reuschuk.com

uhlsport TCPS Soccer Pro
As an ‘International Matchball Standard’ ball, the uhlsport

TCPS Soccer Pro (RRP £14.99) offers outstanding
performance both in training and match situations.

Featuring PU material with 4-fold backing PES/CO, the
flight and bounce characteristics are excellent and each size

can be easily identified by the design print colours. Available in
sizes 3, 4 and 5.

For additional information contact uhlsport on 
08448 849861.
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RETAIL SECTOR

Nowhere has the high street
downturn been felt so strongly than
at JJB Sports. The retailer’s
problems began early in 2008 with the
closure of a number of stores as part
of a major restructuring. In September
JJB’s auditors raised the issue of its
financial viability, which was
followed by the loss of credit
insurance for suppliers and
manufacturers, including Puma,
stopping supplies. News then came of
the company’s first-half loss, which

drove its share price down. Trading at
the end of December ended with
shares as low as 2p from £1.32 in
September.

What can JJB do to turn this
situation around? According to NPD’s
Online Footwear & Apparel
Consumer Panel, the company is still
the second largest sporting goods
retailer in Great Britain, ahead of JD
Sports Fashion, but is some way
behind Sports Direct. JD has closed
the gap, but is now seeing a

slowdown and it is unlikely it will see
the kind of strong growth it has
experienced recently. JD has steered
itself towards the fashion side by
changing its name to reflect its
positioning and by stocking higher-
priced models and labels. It has also
successfully created a niche market
for its in-house labels McKenzie and
Carbrini, which do not look out of
place sitting alongside Nike and
adidas and have helped promote the
‘sports fashion’ statement.

Winning formula
Sports Direct’s self-proclaimed ‘Stock
It High, Sell It Cheap’ moniker is still
proving a winning formula. The large
brands advertised by the door lure the
consumer in and they are then
distracted by the vast array of deals on
offer. SDI has purchased a number of

NEW direction
Does JJB Sports need to change its tactics? The
NPD Group investigates
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previously successful brands such as
Lonsdale, Donnay and Karrimor and
the abundance of choice makes for
high volumes of sales.

What, then, does JJB offer? Is it
somewhere in the middle of the other
two? SDI works because the
consumer knows what to expect when
they walk through the door - large
volumes of choice at competitive
prices - while JD is promoted as the
place to go for higher quality product
and a greater range of sports fashion.
The consumer needs a message to
entice them through the door. With
many of JJB’s stores now holding
high-value sales and reduction stickers
on every rail the retailer doesn’t
appear to be offering anything
different to Sports Direct.

NPD’s Online Consumer Panel
tracks, amongst many results, the

reasons for purchasing in particular
retailers. Looking at apparel and
footwear sales for six months to
September 2008 compared to the six
months to September 2007, we see
that JJB’s average prices have fallen
by over five per cent. This is in
contrast to SDI and JD, who increased
their prices by around eight per cent.
All three retailers saw lower value
during this time, but it is JJB whose
figure fell by the greatest amount.

Low ebb
Consumer spending in Britain is at its
lowest ebb since 1995, but people
with the least financial commitments
will continue to purchase non-
essential goods - and these are
consumers aged 24 and under. JD has
capitalised on this and has positioned
itself accordingly. JD and SDI both
record value increases for under-24s,
while JJB has experienced falls by
almost 15 per cent. Other consumers
looking for a bargain seem to be
heading to Sports Direct, which has an
ASP almost £5 lower than JJB, driven
by the strength of the company’s own
brands.

What are the reasons for
consumers choosing a particular
retailer over another?
Consumers
report that
‘store
location’,
‘price’, ‘a good
range of products’,
‘up-to-date product styles’
and ‘special offers’ are the key
factors for purchasing. We are seeing
JJB’s largest falls with ‘quality of
products’ and ‘a good range of

products’. The answer of ‘price’ has
remained flat with this retailer, so
even though we have seen average
prices fall dramatically this isn’t a
driving factor for wanting to shop
there. The number one response for
Sports Direct is ‘price’, which has
increased in recent periods.

JJB has a dilemma. It cannot
continue to stock similar products as
SDI and expect consumers to pay, on
average, over £5 more. There have
been attempts to pitch into the fashion
side by the company with the
purchase of Original Shoe Company
and Qube, but these continue to
operate at a loss. 

JJB can reinvent itself as an
integral part of the sportswear market,
but the company has a long way to go.
A back-to-basics approach with
quality product and knowledgeable
staff is a good starting place. The
question has to be: is it too late to 
start again?

The NPD Group monitors the sales
of sports footwear and sports
apparel in many countries around
the world. For more information
contact The NPD Group sports
team on 01932 355580.
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Copyright © 2009 Sci-MX Nutrition Ltd

RAPID RECOVERY COMPLEX ™  

Prevents muscle wastage and helps avoid fatigue
from hard training sessions

 20g whey protein isolate*

 71g carbohydrate blend*

 Complete electrolyte pack

Size (RRP): 950g (£19.99), 1.9kg (£35.99)

Flavours: Orange, Tropical

*per serving ** excludes drinks shakers and water bottles

Order a combination of any 3 Sci-MX products** online at www.sci-mx.co.uk and get 20% off.

FREE next day delivery on all orders over £30 – UK mainland only.

Also available from quality health outlets, gyms and online retailers nationwide.

100% WHEY PROTEIN ™  

Muscle building whey protein  

 Voted best tasting

 Includes digestive enzymes 

 Rapidly absorbed

Size (RRP): 908g (£23.99), 2.28kg (£47.99)

Flavours: Strawberry, Chocolate, Choc-mint, Vanilla

CREATINE MONOHYDRATE  
The worlds number one explosive strength and
power booster

 Increases power output 

 Helps build solid muscle 

 100% pure

Size (RRP): 250g (£12.99), 500g (£19.99), 1kg (£32.99)

www.sci-mx.co.uk

“

”

Sound strength and conditioning 

practices rely on the support of 

quality nutritional supplements. At 

Worcester Warriors we are lucky to 

have access to the best products on 

the market from our sports nutrition 

partner, Sci-MX Nutrition.

Keir Hansen

Conditioning Coach

Worcester Warriors
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Don’t miss your chance to be part of the UK & ROI’s largest and most
comprehensive guide to the UK & ROI sports trade. In today’s business
world, it’s all about maintaining your competitive edge. And the
sport’s trade is no different.

At a time when margins are slim and competition - both on the high
street and online - is fierce, it is essential you stay one step ahead of
your rivals. The Sports Insight Buyers’ Guide is here to help you.

This is the most comprehensive guide to the UK & ROI’s sports trade
available, it’s packed with information on hundreds of manufacturers,
wholesalers and distributors that can make you stand out from the
crowd.

Published in print and online at www.sports-insight.co.uk in July
2009, the Sports Insight Buyers’ Guide offers a range of cost-effective
advertising options - from enhanced listings to double page spreads,
full-colour display advertising and high-visibility cover positions.

The 184-page 2008/09 Sports Insight Buyers’ Guide is being
distributed to over 6,000 members of the UK & ROI’s sports trade.

Please complete and submit the form indicating the advert size
required for your main listing and the categories required for the index.

IT’S BACK!

PLEASE CALL +44 (0)1206 505947 FOR MORE INFORMATION!

• Standard Entry £71*
(Company Name, Address, Tel No.)

• Enhanced Entry £82*
(Company Name, Address, Logo, Tel No, 
Fax No,    Email, Website, 20 Word Description)

Display Advertising
• Half Page Advert £373*
• Full Page Advert £589*
• Double Page Spread £1200*

Covers
• Front Cover £2300*
• Inside Front Cover £1547*
• Inside Back Cover £1100*
• Outside Back Cover £1910*

*excluding VAT

All display adverts include a free Enhanced Entry worth £82 + VAT

BOOK MARK - PLEASE CALL FOR QUOTE

ADVERTISING OPTIONS

BOOK NOW
To guarantee your place in the 2009/2010 Buyers Guide
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E-TAILING

Search marketing is now at the
epicentre of online commerce. In
1999 only five per cent of the
population shopped online,
compared to 40 per cent in
2007. Households now spend
on average nearly £1,000 a
year online, so ensuring
your business is search
engine-friendly is a must.

Says Guy Phillipson,
chief executive officer of
IAB UK, the trade
association for the internet
marketing industry: “Online is
not immune from the economic
downturn, but while other sectors
see falls in expenditure the internet
is still experiencing an incredible
increase and is propping up the entire
advertising market. The growth in
internet advertising spend is beating
all expectations as advertisers look to
maximise their budgets and take
advantage of new display advertising
formats such as video. They are also
increasing their investment in paid-
for search marketing because it
delivers measurable returns on
investment.”

Focus
What is clear is that all enterprises
can and should focus their marketing
efforts online. Traditional offline
marketing still has its place, but as
increasing numbers of consumers use
the internet to find goods and
services only those businesses that
understand how to use this space as a
marketing tool will survive in the
long term. The good news is that

search marketing is not a black
art that only big business can
successfully utilise. The core reason it
has become so powerful as a
marketing platform is precisely
because all businesses can make equal
use of it.

Michael Robinson, commercial
director at digital marketing agency
Generate UK, says: “Search marketing
is a great way to level the competitive
playing field. By bidding on keywords
that are relevant to your business, you
have the same opportunity as any
other business to drive highly targeted
and qualified prospects to your site.
For any micro-business this is great
news as it means the road to their
prospects is significantly reduced,
allowing them to create significant
revenue streams quicker than would
previously had been possible.”

Search savvy
As consumers continue to use search as
their primary means of locating goods and
services, you must ensure your website is
locked into this form of marketing,
says Dave Howell

Etailing Qx  6/2/09  11:35 am  Page 1



63www.sports-insight.co.uk

Online marketing falls
into two categories. The first is
search engine optimisation
(SEO). The second is paid search,
with Google’s AdWords dominating the
market. SEO at its most basic is
designing your website so that Google
and the other search engines can index
the content on each of your site’s pages.
Google achieves this by sending out
what are called ‘crawlers’ or ‘spiders’
across the internet to look for websites it
has not yet indexed. When it finds one it
uses a sophisticated algorithm called
PageRank to score the content on each
of the web pages its has found. 

Think of PageRank as a sort of
mystery shopper. The key to
providing PageRank with web pages
it can index is to create world-
beating content on each and every
page of your website. PageRank
makes a decision about how ‘useful’
each page is, which it uses to give
your site its position on any given
search results page. You can read
detailed information about how
Google would like you to present your

website’s pages on its comprehensive
Webmasters pages at
http://tinyurl.com/6x8uvf.

“Organising page content into a
clear hierarchy using standard headings
allows the spiders to assess the
importance of the keywords that it
finds,” says David Barker, managing
director of White Box Digital, a digital
agency. “You can use style sheets to
configure how the ‘H tags’ actually
appear to the user. Ensure the site has a
logical structure and that page URLs
and link tags give clues about what is
on the page or will appear on the
following page, preferably with
keywords integrated into the code.
Spiders need to navigate a site
efficiently, so try and allow for any page
on the site to be accessed within no
more than three clicks - which has
always been standard web practice. It’s
also important to have a site map, and
in the case of Google ensure you have
created their bespoke site map and
submit to them directly through their
Webmaster Central portal.”

Google
AdWords
The standout
phenomenon of the last
two years has been the
meteoric rise of Google
AdWords. The paid-for search platform
has transformed how many businesses
attract customers to their online stores.
Google’s AdWords is a pay-per-click
(PPC) service. Campaigns use keywords
that businesses bid on to use within their
advertising copy. You can see AdWords in
action on any Google search page - the
links you see down the right-hand side of
the page are AdWords marketing
campaigns.

The key to obtaining a good return on
investment with your AdWords
campaigns is to understand your
customers intimately. Your campaigns are
based on the search keywords that people
using Google will use to locate the goods
or services they want to buy. This is why
the bid price of some keywords can be
very high. However, if your business sells
to a niche market AdWords can be highly
effective as you can use jargon and
specialist terms that your potential
customers will use.

You decide how much to pay for a
keyword, and can then set a daily budget
for the number of click-throughs it will
allow and will therefore have to pay for.
There is an art in writing good AdWords
copy, but with the low cost of starting an
AdWords campaign (you can open a new
account for just £5) you can afford to test
many versions of your advert until you
find one that gives you a good level of
conversion.

Optimising your website for search
and coupling this with a well designed
AdWords campaign are powerful
marketing tools. You can get detailed
information about Google’s AdWords
service from its online learning centre at
www.google.com/adwords/learningcenter.
Because of the low cost of each of these
marketing techniques even micro-
businesses can compete with their larger
rivals and win market share. si

Households now spend on average
nearly £1,000 a year online, so

ensuring your business is search
engine-friendly is a must
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To advertise here call 01206 505 947 or Email keith@sports-insight.co.uk

www.sports-insight.co.uk

Agents Required

Fitness, Yoga & Pilates

Are you missing out on 
the latest industry news?

www.sports-insight.co.uk

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.

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
Please contact keith@sports-insight.co.uk
for information on using the e-newsletter
to promote your brand

Table Tennis

UK Table
Tennis Ltd
The Table Tennis
Specialists

Phone: 0845 2600 780 Fax: 0845 2600 790
E: sales@uktabletennis.co.uk W: www.uktabletennis.co.uk

SPORTS INSIGHT
BUYERS’ GUIDE 2009-10

www.sports-insight.co.uk

BOOK NOW!

Wholesaler

To place an order or request a catalogue: 
Call 01392 354790  Fax 01392 354793

Email sales@bbsports.co.uk
Warehouse: BB SPORTS DISTRIBUTORS, 

29A Apple Lane, Trade City, Exeter, EX2 7HA 

• Huge range of Licensed Premiership Football
souvenirs available from stock.

• Best Wholesale Prices – Immediate Delivery    
• Latest Products and Designs

Trade Accounts Available Now Online - www.bbsports.co.uk

F S T
Tel: 01473 744949/744830
Email: fstsales@dial.pipex.com
W ebsite: www.fst.co.uk

Suppliers of Tennis Equipment
and Sports Floodlighting

Equipment Rugby

Team up with Force XV today and become part of our rapidly
expanding UK network of retailers and team wear specialists!

For more information contact:  Matthew Tetlow (British)
Email: contact-export@forcexv.com

or directly on 00 33 546 563 616

SUBLIMATED JERSEYS PROCTECTION TEAMWEARPROCTECTION TEAMWEAR

Since 1988
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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

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

SportswearFootball Collectables

Fitness

EPOS

Archery

Teamwear

Wholesaler

Goals

Merchandising

Cricket Sweaters

Archery suppliers since 1963

Bows, arrows, crossbows, 

targets, accessories.

Tel:   01296 632573

Email: admin@petron.info

Web: www.petron.info

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

www.thewholesaler.co.uk

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

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

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

FOOTBALL SOUVENIRS LIMITED

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 •

• Sports Insight Redesign:Layout 1  11/2/09  12:08  Page 2



66 SPORTS INSIGHT

TAIL-ENDER

As you know, I’m not one to complain,
but it really does seem that I get more
than my fair share of misfortune. Just
in the last week, for instance, I thought
I had a cold coming on, found that the
£20 I had apparently won on the Irish
lottery should have been delivered to
the house next door and then my
assistant Norman broke his leg.

This really was the last straw.
When other men of his age, painfully
aware of their mortality, content
themselves with a short walk with an
elderly whippet or a couple of
frames of snooker, Norman insists
on behaving like the Six Million
Dollar Man. So is it surprising that
when abseiling down a church tower for
charity he fell 20 feet onto a gravestone
and is now tottering about on crutches
trying to give the impression that he has
been hard done by? He is even asking
people to autograph or decorate his plaster
cast, but not surprisingly most of us have
said we’re too busy or haven’t got a pen. 

Love never dies
In fact, the only person to oblige so far
has been a young nephew who drew a
large explicit representation of two
skeletons doing what they shouldn’t with
the caption: ‘Love Never Dies’. To his
credit, Norman did get his wife to get rid
of it by giving the cast a coat of magnolia
emulsion paint.

Obviously I can’t run a busy
independent retailers by myself,
particularly if this cold turns into
something nasty, which seems highly
likely, so there was only one thing for it:
I’ve had to advertise for part-time help. A
postcard in the corner shop resulted in the
appearance of a man so old and frail that
I feared he might actually die while
walking from the door to the counter. He
said his wife wanted him to take a part-
time job to get him out of the house when
she was watching Countdown. When I
asked for his name he couldn’t remember
it, but thought it started with G. 

The card also brought in a youth
heavily tattooed and clanking with
ironmongery hanging from numerous
body piercings, who took an intense
interest in our baseball bats and lacrosse
sticks and said he would have to fit the
job in with his community service and

anger workshops. He said his whole
family had ASBOs, including his
granny, and had had their pictures in
the ‘Daily Mail’.

I have to say that an advert in the
local weekly paper did bring in a
slightly better class of applicant,
including a lad in a college blazer
who said he came from a long line of
successful businessmen and was
looking for work during the college
holidays. “We’ve never been afraid of
hard work,” he said. “My grandfather
had a stall in the market and got up at
4am to go to Covent Garden. He was
driving a Rolls-Royce when he died.”

“Did he get that selling
potatoes?” I asked. “Of course not,”
the youth said. “He won half a
million quid on the lottery. On
second thoughts, perhaps I’ll pass on
your job. Can you sell me a decent
cricket bat?”

Lavatory
A lad with a lisp and acne, who came
in mainly to use the lavatory, said he
was looking for something to tide him
over before his case came up and had
experience in offices and factories.
“Can you drive a fork-lift truck and
make tea?” I asked for want of
something better to say. “Bloody ’ell,”

the young man said. “How big are yer
teabags?”

By the time a girl wearing a Britney
Spears T-shirt and heavy boots asked
how long the holidays were and would
she have to work Saturdays I was
starting to get a little terse. “You must
understand we need someone responsible
in this post,” I said, scowling over my
glasses in the hope of looking slightly
daunting. “That’s all right,” the girl said.
“In my last job if anything went wrong
they always said I was responsible.”

The following day the only applicant
was a middle-aged man with a sniff and
a cardigan who said he had been sent by
the job centre because they needed his
chair. “It’s quite interesting working
here,” I said, although I had absolutely
no evidence for such a statement. “Can
you handle a variety of work?” 

“Oh, yes,” said the man. “Variety’s
no problem - I’ve had seven jobs in the
past year.”

This morning I woke up with raging
indigestion and decided that I wasn’t cut
out for job interviewing. I’ve just rung
Norman and said if I give him a chair
with a cushion and pick him up in the
car could he manage a few hours on time
and a half this week? And could he ask
his wife to give the plaster cast another
coat of magnolia?

A sideways look at the world of independent retailing
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Under thecounter

“Oh, yes,”
said the

man.
“Variety’s

no problem
- I’ve had
seven jobs
in the past

year”
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Innovative and comprehensive range of specialist mini
tennis, badminton, multisport, early years and inclusive
equipment.

The original portable net systems, made in the UK since
1992 . So robust that most are still in active service - with
a repair service to keep them that way. 

And new products. We're constantly designing, 
re-designing, developing and testing. Check out this
season's Sma-a-artlines, our new patented flexible court
marking system. Or Fishing Nets. Or Happy Faces.

To find out more, call or email us. We'd love to hear from
you. Or find us at www.zsig.com.

Zsig is a supplier to the LTA, the Tennis Foundation, the ITF and tenniscoachUK.

creative coaching equipment
t. 0161 484 5000   e. info@zsig.com   www.zsig.com
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THE ULTIMATE PERFORMANCE FABRIC™

The original moisture management fabric. COOLMAX® fabric features an advanced wicking technology that helps keep 
moisture away from the body. Keeping your customers dry and cool so they can play harder and improve their game.

To learn more about COOLMAX® fabric, please contact Jordi Lopez - Jordi.Lopez@advansa.com (In Europe) or          
Julien Born - Julien.Born@invista.com (Outside Europe).

© 2008 INVISTA. COOLMAX® fabric is a trademark of INVISTA. 

COOL 
KEEP YOUR

MAX 
YOUR PERFORMANCE.

WWW.COOLMAXFABRIC.COM
WWW.COOLMAX-THERMOLITE.COM
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