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wilson sportwear new range

Mint Apparel are pleased to announce the launch of the new Wilson
Apparel 2006 range for court sports.
The new range includes a mens squash collection and the use of the
technical, breathable fabric, HYPERTEK, in the Tournament range.
A fashionable, practical and functional range for the serious and
social player alike, Mint Apparel will be endeavouring to keep a core
range of product in stock from 1 May to enable our customers to
top-up on our best selling lines.
Mint Apparel are delighted to be working closely with STAG and INTERSPORT

If you require further information or catalogues
please ring customer services on 01923 288 555

The team:
Sales Director
Andy Burton
Email: andyburton@mintapparel.com
Mobile: 07841 285814
Sales Manager
Andy Geary
Email: andygeary@mintapparel.com
Mobile: 07737 893374

Scotland and the North
Peter Cannan
Email: cannanp@mintapparel.com
Mobile: 07712 008302

South West
Tony Howells
Email: howellt@mintapparel.com
Mobile: 07836 550888
London, South East, Home Counties
John Cuell
Email: cuellj@mintapparel.com
Mobile: 07801 055095

Northern Ireland and Republic of Ireland
Andrew Greenlee
Email: greenleea@mintapparel.com
Mobile: 07888 686589
Steve Craig
Email: craigs@mintapparel.com
Mobile: 00353 87051 6506
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Adidas completes acquisition of Reebok
Adidas-Salomon AG has completed the
acquisition of Reebok International Ltd,
providing the new Adidas Group with
a footprint of around €9.5 billion in
the global athletic footwear, apparel
and hardware markets.
"We are delighted with the closing
of the Reebok transaction, which
marks a new chapter in the history of
our group," says Adidas-Salomon AG
chairman and CEO, Herbert Hainer.
"By combining two of the most
respected and well-known brands in
the worldwide sporting goods industry,
the new group will benefit from a
more competitive worldwide platform,
well-defined and complementary brand
identities, a wider range of products
and a stronger presence across teams,
athletes, events and leagues."
Paul Fireman is stepping down as
CEO of Reebok International Ltd, but
will remain as an adviser to Hainer.
Says Hainer: “While Paul has
chosen to step down as CEO of
Reebok, I am very pleased that he has
agreed to remain a personal adviser
and consultant to me. Paul’s
experience is invaluable to the
organisation at this time, and I look
forward to continuing to work closely
together.
“To ensure that the new Adidas
Group can quickly and seamlessly
realise the benefits of this transaction,
teams from Adidas-Salomon AG and
Reebok have worked over the past
months to develop an integration plan
that leverages the talents and expertise
of both companies.”

As part of this planning, AdidasSalomon AG and Reebok each recently
named new Brand Presidents - Erich
Stamminger has been appointed
President and CEO of Adidas and Paul
Harrington President and CEO of
Reebok.
These roles are consistent with the
Adidas Group’s strategy of managing
each brand separately so as to retain
their unique identities. The strategic
direction and brand strategy for the
new group is expected to be announced
in April.
The group expects to realise
substantial operational synergies,
including cost savings of around €125
million (£85 million). In addition, the
strong operating cash flow of the
combined company will provide financial
strength to reduce debt and continue
funding established growth initiatives.
Says Hainer: “Over the years we at
Adidas have achieved success by
building a consumer-oriented approach
to the market, focusing on profit-driven
performance metrics and maintaining a
strong commitment to continually
generating free cash flow. With our
transaction complete, these principles
will continue to guide us.
“I am confident that with Reebok
we can attain even higher performance
levels for our company and our athletes
around the world.”
Under the terms of the agreement,
Reebok shareholders will received
US$59 a share, representing a
transaction value of approximately
€3.1 billion.

LINEBREAK IN WRU LINK
Linebreak has been appointed as official performance underwear supplier to
the Welsh Rugby Union.
Says Linebreak UK managing
director, Mark Gladwin: “This is a
hugely important agreement for
the brand. We are a quality
brand and dynamic company
that wants to associate itself with
a team that is both successful
and exciting - this is why we
chose the Welsh rugby team.
“This agreement will help
the players play harder and
recover quicker in this year’s
RBS Six Nation’s tournament
and also leading up to the World
Cup in 2007.”
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Paul Fireman with Adidas-Salomon AG
chairman and CEO, Herbert Hainer

Ron Hill keeps on running
Running legend Dr Ron Hill, MBE has achieved another
milestone in his illustrious career.
On Saturday, January 14 he completed his 15,000th
consecutive run, having covered over 146,834 miles. The
‘streak’ began in December 1964, which means than Hill,
Hilly Clothing’s Technical Consultant, hasn’t missed a
day’s running in over 41 years.
The former Commonwealth and European marathon
champion is also well on the way to completing another
goal - to race in over 100 different countries before he is
70 in three years time.
Currently he has raced in 90 countries, the last being in
Malaysia. His plans for 2006 include Bosnia, Sri Lanka,
Peru and Ecuador.
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Intersport to sponsor indoor athletics
Intersport has signed up as a sponsor for the 29th European
Athletics Indoor Championships. The retailer, whose UK offices are
in Birmingham, is the first national partner for the event, which
will be staged at the National Indoor Arena on March 2-4, 2007.
Intersport will provide all the uniforms for up to 800
volunteers who will be helping out at the championships.
Says Intersport Communications Manager, John Oldfield: "We
are pleased to be sponsoring the European Athletics Indoor
Championships. As a local company we feel it is important to
support sports events being staged in our home city, but this event
also has an international significance and with stores in 29
countries Intersport is a recognised international brand."
The event, the biggest indoor athletics championships in
Europe, will see more than 600 athletes from around 49 countries
compete at the city's Indoor Arena and is expected to attract
15,000 spectators.
In other news, Asics has been selected by Intersport as the
‘Focus Brand in Performance Running’ and the ‘exclusive
international running’ marketing partner for spring/summer 07.
The Intersport Group made this decision based on a broad
scale of criteria such as retail sell-out data and realised margins,
product credibility, product offer, brand image, future perspective
and campaign offer.
According to IIC-Intersport International Corp’s CEO, Franz
Julen: “After successful pan-European international product and
marketing initiatives revolving around the soccer World Cup 2006,
the Intersport Group has decided to launch running as the group’s
key focus area into spring/summer 2007.
“Asics will be the group’s Focus Brand in Performance Running
in this pan-European running initiative, as well as our exclusive
international marketing partner for running. We will continue to
build up our strengths and core competences by selecting worldleading strategic brands that provide our retailers with expertise,
outstanding products and great support tools.
“This running campaign will further enhance our leading
position in that business field.”

AMG new Simple distributor
AMG Group has been appointed as the exclusive distributor of
casual footwear brand Simple in the UK and Ireland.
Simple, launched in the 1990s for consumers looking for an
alternative to athletic footwear, has experienced significant
growth across its product range. Its clog business grew by 30 per
cent and its sneaker business by 59 per cent in 2005.
AMG says the partnership will enable it to open many doors
for the company’s other footwear brands Ugg and Teva and
expose the company to a larger market within the leisure sector.
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Now in it’s eight successful year,
the Sports Merchandise Exhibition at
Chelsea Football Club, continues to go from
strength to strength. Whether you are
looking for some fabulous new
merchandising ideas for next season,
a long term strategic partnership or just to
say hello to some old faces, the Sports
Merchandise Exhibition is the perfect
place to be.
The exhibition gives buyers and specifiers
from sporting clubs and associations across
Europe, the chance to meet up with premier
suppliers and wholesalers in a relaxed,
informal environment.
WHEN
WHERE

Monday 6th March 2006
The Great Hall
Chelsea Football Club
Stamford Bridge, Fulham
London SW6
ADMISSION Trade Visitor (free)
FOR FREE Call the organisers direct
TICKETS
on +44 (0)20 7798 8500
OPENING
9am until 5.30pm
TIMES

www.sportsmerchandiseexpo.com
www.sports-insight.co.uk
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WHAT’S NEWS
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

Diary Dates
ISPO WINTER 06 BREAKS
ALL RECORDS

ISPO CHINA
March 13-16, 2006.
Shanghai New International Expo Centre, Shanghai.

A total of 1,806 exhibitors and over 60,000 visitors combined to make
ispo winter 06 the biggest ever, according to organiser Messe
Munchen GmbH.
Visitor numbers were up over 5,000 on last year, while the amount of
exhibitors was an increase of over 200 on the 2005 show.
Says Manfred Wutzlhofer, CEO of Messe Munchen GmbH: "We can
look back on a very successful event, which attracted record numbers
of exhibitors and visitors. But the extremely pleasant course of the
trade fair reflected, above all, the correspondingly positive situation in
the industry."
In addition to the exhibition, 44 awards were presented to designers,
fashion and footwear companies, producers of hardware, safety
equipment and accessories, while 24 new brands were promoted via
ispo's various 'next generation' projects.
One of the award winners was Falke. The company’s hi-tec
running clothing collection won the Runner’s World ispo Award.
Says Andreas Soeffker, Sales and Marketing Manager at Falke
Sport: “This surprising award for our functional and highly
fashionable collection and the excellent feedback from dealers are a
great confirmation that the very high quality standards set by Falke is
desired and rewarded by customers and end-consumers alike.”

OFF PRICE SHOW
March 19-20, 2006
Olympia Exhibition Centre, London

SENI06 - THE COMBAT
SPORTS SHOW
May 6-7, 2006
National Exhibition Centre, Birmingham

OutdoorPreview
July 4-6, 2006
Harrogate International Centre

ISPO Summer
July 16-18, 2006
New Munich Trade Fair Centre.

Lingerie & Swimwear
Exhibition
August 20-22, 2006
Harrogate International Centre

STAG Buying Show
In association with Sports Insight
November 19-20, 2006
Heythrop Park Hotel & Country Club, Oxfordshire.
For further information call STAG on 01793 715400.

DARTS DEMAND
Winmau’s Blade III dartboard was used in
front of millions of darts fans last month as
the Lakeside World Championships attracted
4.2 million viewers for the final alone.
Says: Group Marketing Manager, Simon
Hall: “Television coverage has an immediate
and massive impact on short-term and longterm sales prospects as television’s desired
effectiveness lies in its capability to stimulate
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and maintain sales.
“The coverage was riveting and what
makes darts work on television are the
players’ characters, their uniqueness, their
actions and dogged competitiveness.
“With the possibility of darts being
included in the 2012 London Olympics,
and the continued commitment to the
coverage of darts on both terrestrial and
satellite television, all dart retailers can look
forward to unprecedented demands for
darts equipment in the future.”
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19th & 20th
MARCH 2006

Name Game

OLYMPIA, LONDON

Sponsorship news
COLUMBIA SPORTSWEAR has become the official apparel and footwear
partner to The Rat Race urban adventure events, which will take place
in three UK cities in the summer.
Bristol, Edinburgh and Manchester are the backdrop to weekend-long
events with teams of three competing in climbing, abseiling, mountain
biking, kayaking, navigating and an urban assault course.
Now entering its third year, the Rat Race is expecting upwards of
2,000 adventurers to race the streets this summer. Jim Mee, who
invented the Rat Race in 2004 after a career managing extreme sports
events for Red Bull, says that Rat Race Urban Adventure events are
aimed at providing extreme challenges for seasoned adventure racing
pros alongside entry-level adventures ideal for novices.
Says Columbia Sportswear European Marketing Director, Maite
Seegmuller: “As a global leader in outdoor apparel and footwear,
Columbia has always been keen to put its product to the test in
extreme and unusual challenges - and The Rat Race is a great vehicle
for us in the UK.”
LOTTO has extended its sponsorship of Italian national squad forward Luca
Toni until 2010.
“We are satisfied but not surprised by Luca’s performance,” says
President, Andrea Tomat. “Luca is our main testimonial, as he exemplifies
the brand’s values of high technical content matched with unmistakable
Italian style”.
Toni will wear the recently developed Zhero Gravity laceless football boot
at this year's World Cup.
SLAZENGER has secured a new three-year partnership deal with cricketer Ian
Bell to provide all his equipment and clothing. Bell’s renewed contract sees
him continuing his association with a stable that includes England and
Durham all-rounder Paul Collingwood and South African Jacques Kallis.
Chief executive officer for Slazenger, Chris Ronnie, says: “At only 23 Ian has
already achieved a lot in his cricket career and still has much more to give.
With an England Under-19 captaincy already under his belt, Ian’s Test debut
for the senior England squad took place just over a year ago against the
West Indies, and his inclusion in the Ashes Series alone reflects his talent and
flair. We are proud to have our great British brand supporting Ian in
achieving his ambitions as a great British sportsman.”
DUNLOP has extended its sponsorship of two rising tennis stars Spanish ace Tommy Robredo and Czech player Tomas Berdych.
The 23-year-old Robredo, currently ranked 18th in the world, will
endorse the brand until 2008. A highly regarded clay court specialist
with a strong all-round game, Robredo won 44 matches in 2005 and
his objective for 2006 is to break into the top 10. The player is
currently working with Dunlop on its new range of tennis racquets to
be launched later this year.
HI-TEC has signed Europe’s number two men’s singles badminton player
Kenneth Jonassen to a three-year sponsorship deal. The Dane has joined
Hi-Tec specifically to develop innovations in the world of badminton
footwear.
Jonassen says: “It’s really exciting that a large shoe company is
showing interest in badminton. For too long sponsorship in the sport has
been limited to racquet and shuttlecock manufacturers, who are obviously
experts in their field but not necessarily in footwear.
“I am personally looking forward to the opportunity to develop,
together with Hi-Tec, a shoe that is equal to the challenge of providing the
support, cushioning and fit that elite badminton players demand.”

WHY PAY TOP PRICE...

WHEN YOU CAN
BUY OFF-PRICE?
The Off-Price Show is
the UK’s most exciting
discount trade event for
sports and casual wear
where you can buy leading styles and
ranges for LESS. Over just two days at
Olympia you can strike amazing deals with
the UK’s leading suppliers and importers
on stock not available elsewhere.
Thousands of unrepeatable offers.
To pre-register as a visitor, go straight to

www.offpriceshow.co.uk
or call +44 (0)208 675 4745
www.sports-insight.co.uk
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WHAT’S NEWS
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

Transfer Market
Industry movers and shakers
NIKE has made company insider and long-time lieutenant Mark Parker, 50, its new
President and chief executive following the resignation of William Perez after just a
year in the post.
Nike said Perez resigned over differences with company founder and chairman
Philip Knight, while Perez has told US media that Knight cannot ‘let go’ of the
company he founded 42 years ago.
Knight, through his ownership of Nike's preferred stock, is the company's
controlling shareholder and appoints the majority of directors to its board. Perez was
the first outsider ever hired to lead Nike after Knight decided in 2004 to hand over
the day-to-day management responsibilities he held as chairman, chief executive and
President.
It is not the first time Knight has revoked the position of President after
appointing a trusted executive to the task. Knight said he felt the company was
“operating at 80 per cent efficiency” under Perez.
Perez said in a statement that he and Knight “weren't entirely aligned on some
aspects of how to best lead the company's long-term growth. It became obvious to
me that the long-term interests of the company would be best served by my
resignation.”
Nike will pay Perez $4.5 million in salary and bonus and buy his Portland house to
the tune of about $3.6 million, the company said.

US business ‘solid
& steady’
The sporting goods business in the United States over 2005 was
‘solid and steady’, according to the Sporting Goods
Manufacturers Association (SGMA). After a flat few years due to
a weak economy, stalled participation rates in many sports and
an ‘increased interest in sedentary attractions’, the SGMA
reports rises for the period.
Wholesale sales of sporting goods equipment, sports
apparel and athletic footwear were slightly stronger in 2005
than they were in 2004, with a 6.8 per cent rise to $55.7 billion
(£32bn). Wholesale shipments of active sports apparel rose by
nine per cent to $26.1 billion (£14.9bn). Athletic footwear
shipments were also up by nearly nine per cent to $10.9 billion
(£6.2bn).
Fuelling growth were increased sales in low-performance,
fashion-oriented shoes and expensive, high-performance
models.
The athletic footwear industry’s biggest consumers are still
the 13-24-year-old age group, which purchases higher-end
shoes and are more likely to pay full retail prices for them. This
age group accounts for one-third of all athletic footwear
purchases.
Fitness equipment experienced an increase of six per cent to
more than $4 billion (£2.2bn), with around 80 per cent of sales
for the home market. Two smaller categories within equipment tennis and soccer - continued their upward trend in sales. Both
grew by more than 10 per cent in 2005. Tennis equipment sales
were $244 million and soccer reached $252 million.
Tennis equipment sales are expected to reach $256 million
in 2006 and soccer gear is expected to reach $291 million.
SGMA International has published its annual report, The
State of the Industry 2006, which discusses business and
participation trends in detail and is available at www.sgma.com

Gilbert to supply World Cup ball
Gilbert will be the official ball supplier for the IRB Rugby World Cup in 2007 - the fourth consecutive
tournament RWCL has used Gilbert rugby balls.
Says IRB World Cup Commercial Director, Huw Morgan: "The IRB continues to enjoy a successful
relationship with Gilbert, not only at the highest level but across the full range of IRB age groups, sevens and
women's tournaments as well as invaluable assistance with the IRB development programme.
"Gilbert's ongoing significant commitment to ball development greatly impressed us and of course the
Gilbert ball is widely used by teams, coaches and players around the world. The IRB also took into account
Gilbert's excellent service record and its comprehensive commercial plan for Rugby World Cup 2007.
"We firmly believe that we have chosen the best ball available for the tournament, and it will feature an exclusive new look that has
been specifically designed to incorporate elements of the distinctive Rugby World Cup logo."
Says Gilbert Brand Manager, Rob Davies: "It is particularly gratifying to learn that some of the world's leading players and coaches
continue to express a preference for the Gilbert ball. We look forward to working closely with the IRB to ensure another exciting and
successful tournament in France.
"We have been working on the new ball for Rugby World Cup 2007 for some time now and are confident that we have again
developed a ball that will deliver the best all-round performance ever. A multi matrix grip pattern and reaction laminate construction allows
the synergie match ball to deliver improved handling, whilst still maintaining the unique kicking performance of the current Xact ball."
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"Strangely, in slow motion replay, the ball seemed
to hang in the air for even longer."
David Acfield

STAG signs 300th
retail member
STAG has signed Topsports of Abingdon as its 300th retail member, giving the
buying group well over 400 retail front doors in the UK and Eire.
Topsports, currently celebrating 30 years in business, joined STAG after
investigating all the benefits offered by the buying group. It has five retail
outlets in the Oxfordshire region (Abingdon, Kidlington, Thame, Wantage and
Witney) and focuses on being a general sports retailer to the local community.
Owner Steve Handscome puts his success and the longevity of the business
down to first-class customer service. "Friendly, knowledgeable staff that give
great customer service is a major factor in the outlets, coupled with an in-stock
service for an ever-increasing product offering, as over the years we have
diversified into many new categories," says Handscome.
"Apart from our excellent product offering, we also offer a stringing and
engraving service amongst other add-on services that we specialise in."
Meanwhile, six other retail members have joined STAG recently. They are
Fit 2 Run (Abingdon), MC Sports (Falmouth), Hoppy's (Plymouth), Roksport
(Amanford), Sea Haven (Dartmouth) and YC Sports (Cardiff).
Fifteen STAG members also attended a meeting run in conjunction with
Asics at Cannons Health Club, Newbury Race Course. As well as a presentation
of the latest Asics range, many other subjects were discussed relevant to
today's market place.

Columbia

buys Montrail
Columbia Sportswear Company has acquired the assets
of outdoor footwear brand Montrail for $15 million
(£8.6m) plus the assumption of certain liabilities. Montrail
has a reputation for technical, high performance trail
running, hiking and climbing footwear for outdoor
enthusiasts.
Tim Boyle, President and CEO of Columbia
Sportswear, says the acquisition of Montrail adds a
pinnacle brand to the Columbia portfolio of footwear.
“We understand the unique value, positioning and
integrity of the Montrail brand and we believe we can
leverage our sourcing, logistics and capital strength to
develop even more opportunities for the Montrail
product,” he says.
Scott Tucker, former President of Montrail, will lead
the brand as general manager.
Columbia has also announced a joint branding effort
with Nissan Europe SAS aimed at building brand
awareness throughout Europe. The two companies have
joined forces to launch the Nissan X-TRAIL Columbia
Edition, a sports utility vehicle that will be marketed
across 21 countries during 2006.

Sports
Shorts

The FA Cup will be sponsored by energy company E.ON from next season in a four-year, £8-million-a-year deal. The
competition will be known as ‘The FA Cup sponsored by E.ON’...Aqua Sphere swimming goggles have been selected by the
Scottish Team triathletes for the XVIII Commonwealth Games in Melbourne in March. The triathletes are Scottish and Home
Nations elite champion Kerry Lang, and European number nine triathlete and world number three duathlete, Catriona
Morrison… The prospect of a Twenty20 World Championship appears to be a step closer, pending approval by the International Cricket
Council…Rugby's Guinness Premiership has announced attendance figures this season showing average crowds have broken through the 10,000
barrier for the first time, with attendance 5.1 per cent up on 2004… EAS is offering retailers and customers reduced price product 'stacks'
designed to achieve specific fitness goals: Performance Stack to enhance workout capacity and recovery; Definition Stack to help lose weight and
maintain muscle; and Gainers Stack to increase muscle mass…Extreme Group, owner of the Extreme Sports Channel, has hired sports licensing
agency Performance Brands to help it develop a range of branded footwear… Snow+Rock - recently voted a ‘cool brand’ - opened a 7,000 square
foot superstore in the Metro Centre retail park in Gateshead earlier this month…
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DSBGUGVODUJPOBMVOEFSXFBS
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PRODUCT ROUND-UP

Kit Stop

Essential stock for your shop
Premier Sock Tape
Premier Sock Tape has been specially developed for the
conscientious sports player.
The new patented ‘soft polyvinylchloride’ composite
material allows a slight stretch, helping to reduce the
‘tourniquet’ effect that other products may inflict.
Keeping your socks up and your shin and ankle
protection in place is important. Premier Sock Tape does
this perfectly and comes in a variety of colours that will
reflect most ‘park team’ kits.
Professionally branded for specific sports use, Premier
Sock Tape will outperform old-fashioned methods of
keeping socks up and has become the favourite accessory
for sportsmen from the Premiership to the Olympics.
For more information call
0870 3001478 or visit
www.premiersocktape.co.uk

Sports Oxyshot
The secret weapon of international
sports stars has finally reached the UK.
Sports Oxyshot is a 100 per cent natural
product that combats oxygen depletion
by delivering a powerful boost of
diatomic oxygen in a saline
solution straight into the
bloodstream, enabling athletes to
train longer and recover much
faster.
With oxygen crucial to
around 90 per cent of the body’s
energy production, Sports
Oxyshot allows ‘charged’ oxygen
molecules to reach tired muscles
more rapidly. Just 10ml taken
once or twice a day before
training helps athletes perform
consistently at their peak and
recover much faster.
For more information visit
www.puralife.co.uk or
call 0870 1166386.

12

The Glove K boot & Astro
‘The Glove’ K leather boot has been road tested by hundreds of
professionals in the UK and Australia. They love the grip technology on the
upper, which makes it so distinctive from all other boots on the market.
However, what has also come out of the feedback has been the
wide fit and supreme comfort. The product has therefore sold on
technical performance in the first place and has been further endorsed
due to its wider fit and comfort, a great combination to build a brand.
For more information contact Sales Manager Steve Lee on
01244 670187 or email steve@nomissports.co.uk
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Toshiba ST-71 dual-screen POS terminal
TOSHIBA TEC Europe, a leading retail and industrial automation solutions
provider, has unveiled the stylish and rugged ST-71 dual-screen POS terminal
for the hospitality and speciality retail markets.
The ST-71 is at the leading edge of compact, robust and integrated
design with a low total cost of ownership. Based on the world-renowned
ST-60, with the same open architecture as the proven ST-7000 series, the allblack ST-71 POS terminal has been designed for demanding hospitality
markets as well as speciality retail operations. The ST-71 is compatible with
current Microsoft Windows 2000, XP and certified Linux operating systems.
The ST-71 is equipped with a fast Intel 2GHz Celeron processor and
Front Side Bus, while its high-capacity memory of up to 2GB reduces
paging. These features help to minimise bottlenecks, resulting in improved
customer throughput, reduced queues and potentially lower labour costs.
In addition, the ST-71 benefits from advanced networking with serial
and parallel ports as well as Powered USB 2.0 ports, ensuring that it will
work with not only existing peripherals but those likely to be released in the
future, essential for low total cost of ownership.
It has an integrated 15” super-bright TFT that optimises the graphical
capability of the POS, providing the operator with a larger display, reducing
the number of operator errors and allowing more fast keys to be
incorporated on to the screen. An optional 12” tiltable customer facing TFT
screen can be used to display special promotions and advertising material.
Next to the main screen is a Magnetic Stripe Reader (MSR) for both
cashier log on and clients’ electronic card payments. This option can be
mounted either left or right of the screen to optimise counter space.
For more information call 0870 890 7200,
email marketing@toshibatec-eu.com or visit www.toshibatec-eu.com

GSocks high-performance socks
Designed for long sessions on the golf course, the GSocks range of high-performance socks is gaining popularity with an increasing
number of sportsmen and sportswomen.
The range includes technical socks and trainer-liners, maximising coolness, dryness and comfort.
GSocks appreciate the needs of golfers, ball players and other athletes, using specialist fibres such as Cool Max, Lycra and Isofil. And
GSocks has gone a step further, creating attractive designs - from distinctive and distinguished to fun and fresh.
For more information or to become a stockist, contact Dean Marrows
on 01949 844940 or email sales@gsocks.uk.com Alternatively, visit
www.gsocks.uk.com

www.sports-insight.co.uk
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PRODUCT ROUND-UP

Kit Stop

Essential stock for your shop
Puma v1.06
Puma’s v1.06 range of footwear,
apparel and equipment has been
engineered to get players to the
ball faster.
The most lightweight shirt on
the market, the v1.06 game shirt is
fully welded with no seams for
improved comfort. The new
specially developed woven fabric
keeps the weight down to a
minimum whilst providing superior
moisture management. Limited
stretch and a slim fit construction
prevent shirt grabbing.
The v1.06 boot’s upper is
constructed from an extremely thin
synthetic ConTec textile material,
while the Puma AptoLast and
asymmetrical Lace Wrap system
allow the boot to mould to the
natural shape of the foot.
The range also features a newpatented panel ball and a
lightweight goalkeeper glove.
Puma: 01372 360255.

Mitre Pro 100 T
Mitre says its Pro 100 T is
one of the most
technically advanced
footballs on the
market. The 26panelled ball
offers high
performance in
all conditions,
has been
designed to be
faster and more
accurate than ever
before and can
travel at speeds in
excess of 100mph.
A super micro fibre
surface breaks up airflow evenly
over the whole ball, allowing it to
maintain a top speed for longer. A CinCap lining system controls
and maintains shape, creating a softer ball with a larger sweet
spot, while a grain finish increases surface grip to help goalkeepers
and players at throw-ins.
The Professional Matchball has an RRP of £69.99; the Replica
model is £9.99.
Mitre: 0208 970 2866.
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Prostar 5-a-side
Prostar has recently launched a mini 5-a-side catalogue outlining
its new range, which comprises short-sleeved shirts and shorts in
the latest performance fabrics at very competitive prices (£99 or
£150 RRP).
The kits contain five outfield shirts, the popular Genoa
goalkeeper’s kit and six pairs of shorts.
Prostar is also launching its Teamwear Catalogue to the trade
in March/April. The company is holding a number of roadshows at
various football clubs around the country during March to present
the new range.
Prostar: 01924 887880.
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Dunlop racquet range

Slazenger
cricket range
Slazenger’s new cricket range
for 2006 includes bats, pads,
batting and wicket keeping gloves,
clothing, luggage, balls, footwear and an
extensive protective range. And for the first
time it has an integral red, black, silver and white
look across all price points.
Three new bat profiles - SXi (pictured), SX and SE deliver unrivalled power and control and generate
significant legal performance enhancements.
Slazenger: 01924 880000.

Dunlop is extending its 2005 multi-filament racquet range by adding five new racquets to
this year’s collection.
The 200plus, 400, 600 and 800 racquets will retain the features of those released in
2005, including a multi-filament structure, a technology incorporating a patented braiding
process combining carbon, glass fibre and a
variation of either magnesium, tungsten,
boron or chromium in the hitting zone
of the racquet head.
Completing the line-up, the MFil Lady is a middle-range baby
pink racquet that comes with its
own backpack.
All the racquets have
been designed and trialled
in Britain and are endorsed
by the likes of Greg Rusedski,
Thomas Johansson, Amelie
Mauresmo and Tommy
Robredo.
Dunlop: 01924 880000.

Hi-Tec Silver Shadow
The Hi-Tec Silver Shadow is back. The trainer has been
reincarnated in the form of the Silver Shadow XP (SRP £50),
which incorporates brand new 4:SYS technology, as well as V-Lite
build construction. It has a TPU external midfoot support and a
lightweight mesh and synthetic upper.
According to Hi-Tec, the Silver Shadow
was recently featured as one of
the 10 most influential running
shoes of all time.
Hi-Tec: 01702
541741.

Callaway Golf Apparel
Waterproof Range
Callaway Golf Apparel has launched a new ladies rainsuit in addition to the
recent launch of its highly successful X-Series men’s mid-priced suit and
soon-to-be-unveiled upgraded replacement for the groundbreaking
Gelanots rainsuit.
The ladies rainsuit comes in two colours with styling and fit to match
the high technical standards set by the use of the latest dry lamination
techniques in the highly breathable soft outer fabric. The new range also
features lined windproof sweaters, which are available in a choice of
three colours and combine soft handle wool mix with a
breathable windproof liner to keep the wearer warm.
Callaway Golf Apparel: 0208 391 0111.

www.sports-insight.co.uk
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PRODUCT FOCUS

What’s Hot

Mercian Hockey’s range of advanced products and accessories
Simon Mason, Sales Manager at Mercian Sports Company and a triple Olympian with the Great
Britain Hockey Team, talks us through the offering.

Can you give us some
background on the brand?

you to take wet kit indoors but leave
the bulk of the bag in the car.

The brand has been around for 33
years, from its conception by Mike
Smith in 1973. It has evolved over
this time, developing products suitable
for every hockey market, building on
specific strengths in the school sector
through the middle range adult market
to today’s successes in the top-end
elite product field, with players using
our products at Olympic level.
The company has personally
supported me since the age of 13 with
equipment all the way through to my
retirement from international sport in
2004 at the age of 31. We believe in
relationships and the power of
personal contacts to develop business
and how those contacts and
relationships create repeat business.

Why has the range sold so
well?

Key features and benefits?
Key features right now are the
expansion of the brand into the middle
and top-end market sectors and our
growth beyond the UK’s shores, with
positive trends in Holland, France and
the USA this year.
The brand benefits
massively from its inhouse knowledge and
genuine interest in the
market. The
involvement of hockey
players at all stages of product
development and
testing is crucial to our success.
This, coupled with a thorough
understanding of market trends and
fashions through our internal,
dedicated design team, places us in
a unique position to provide
products that suit all
requirements.
It enables us to create
products such as the new SKB,
understanding not only the
basic needs of the hockey
player - carrying kit and sticks
- but also the detailed
elements such as the
headphone link to the top
pocket and the detachable
rucksack, which enables
16
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Quite simply, we make hockey
products that hockey players want. Our
relationship with many quality players
means that we get information from all
tiers of the game that we can feed into
our product development.
This, coupled with our sponsorship
of all the England Hockey Teams,
including providing the playing strips
for the upcoming Commonwealth
Games, means we have a powerful
profile that attracts the more image
conscious players as well.

Who is it aimed at?
We are proud of the fact that we have
products that can satisfy the demand of
any hockey player - either gender, any
position and any ability. It’s what being
a hockey specialist is about. We have
products from the entry-level multicoloured Swordfish composite to the
new top-end Great Black and Great
White Oxide, through a full range of
luggage and goalkeeping lines.

How is it marketed?
The marketing of the brand has many
facets. Support of international teams
such as the England sides and highprofile club teams like Reading HC,
Loughborough Students and Guildford
in the National Premier Leagues play a
massive part in getting the brand into
the public eye.
However, ensuring that our
website www.mercianhockey.com is
up to date is vital, as is providing our
customers with product information,
images and offers.
The most important aspect,
however, is our support of retailers at
events. I believe that the most
important people to influence are the
end users, thus the company has
offered its support to any retailers who
are attending events around the
country. Our staff can then display the
current and upcoming ranges direct to
the public and help the retailer sell

those ranges, as well as providing
general event support.
Influencing what products the
public go into shops and ask for is
crucial. The retailer then can have faith
that the stock they buy will sell
through quickly. Then, obviously, we
work with quality publications such as
Sports Insight and ensure that we have
product placement on key websites
and discussion boards.

What’s the most effective
way a retailer can market
the range?
As long as a retailer has a stock of
new-range products and good links to
the local hockey community, then the
other marketing initiatives that we are
doing will ensure the products are
demanded by the customers that
come through their door and onto
their website.
If the retailer wants to get out to
that community, our event support
and product information is always
available to help them to promote
Mercian, as well as some SOR
promotions and clearance lines to
help budget-conscious customers. si
For more information call Mercian
Sports on 01483 757677 or email
info@mercianhockey.com

The Matchwinner ......

Matchwinner 2006 catalogue will be launched in March.Two new dynamic designs are
to be featured in four colourways, taking the total number of kit designs to ten. A
special "Victory" kit will be launched and available for one season only
commemorating our heroes in Germany. All new Leisurewear / Tracksuits /
Rainjackets / Training Kits & Equipment to be included. Matchwinner trophy collection
will have a dramatic boost this year, with the opening of dedicated trophy shop adjacent
the Bolton outlet. Basketball, Rounders, Netball team kits & equipment available as
general listings on the website www.matchwinner.co.uk in March.
Trade enquires FAO
Laurence Turnbull
info@matchwinner.co.uk

RETAIL INTERVIEW

Retail Therapy
Peter Jones, The Sportslocker, Haslemere, Surrey
Peter Jones opened The Sportslocker
in Haslemere, Surrey in November last
year after many years in the sports
retail industry, including long stints
with Hargreaves Sports and latterly
five years with the Pentland Group at
director level. He now runs the twostorey, 2,000-plus sq ft retail outlet with
his wife Julia and a team of six staff.
Why did you decide to get into
sports retailing?
I joined a small independent 30 years
ago, after I left college, which went
on to become very successful and
developed a number of different retail
concepts, including airport retailing
before spending five years with the
Pentland Group.
It’s always been my dream and a
goal to own my own sports shop and
we had been looking for a number of
years for the right unit when we found
one close to where we live - a lovely
traditional building over 300 years old
- which we knew would lend itself to
being a traditional sports shop.
What sort of features/design
elements or services do you think
have worked well in your store?
We spent four months developing the
store, designing it and restoring it, with its
oak beams and stone walls. Downstairs is
the specialist footwear department with
racquets and clothing, while upstairs is
The Pavilion, which specialises in
hockey, cricket, lacrosse and rugby.
We have a large games area where
we display table tennis tables and
snooker tables, and off that we have a
ladies department specialising in
fitness and leisurewear. We knew
women like to have their own separate
area, so we spent a lot of time
developing the look and feel of that
room and all the design has been
carefully thought out.
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The overall look is traditional and we
spent a lot of time looking at the layout and
look of the store and worked on keeping
the natural features of the old building.
It’s early days, but how has trade
been so far?
Firstly, people have said how brave we
were to open, particularly in the current
difficult retail climate. But we always felt
in this area there was a niche with all the
sports being played and private schools
and clubs - it’s a very sporty area. We’re
very pleased and encouraged by business
so far - and we’re on target. The pleasing
thing is that people are glad to see us here.
Current best-sellers?
Core sports and women’s fitness. In our
women’s department it’s the top-end
brands such as Casall, Nike, Adidas - we
offer some niche brands for the area.
What are your local marketing strategies?
We’re working closely with all the local
clubs and schools - a lot of them have
come to us, in fact - and we’re sponsoring
a number of local sports clubs, the
swimming club, etc. Most of our
marketing budget will go on developing
the relationship with the clubs.
How do you compete with the
big retailers?
Our concept is based on offering
traditional sports and excellent service,
and our company strategy is that we only
employ keen sportsmen and women. I
think it’s absolutely key for a traditional
sports shop that people know exactly
what they’re selling.
How do you find out about
new products?
All our staff keep a close eye on new
developments and have good relationships
with all the brands; we listen to customers
and we’re members of STAG.

How do you keep customers
coming back?
Excellent service, plus our store
changes from season to season with
new products coming in. We also
offer a customer loyalty scheme,
which has worked very well.
Customers round here are very vocal
- they like to give us their opinion
about what they do and don’t like.
What do you like most and least
about the business?
Most - meeting customers, looking at
new ranges, planning for the future.
Least - cutting through all the red tape
and all the paperwork!
What do you believe is the biggest
barrier to doing business?
The long lead times - planning so far in
advance, making sure you have the
budget and the funding. I’m still not
comfortable about buying too far ahead.
What could independents do better?
A lot of independents are giving a
confused message by trying to do too
much. Whether you’ve got one shop or
50 shops, you’ve got to have a
marketing plan, a strategy, you’ve got
to be professional.
We only have one shop but we don’t
allow handwritten signs, for example they’re all professionally printed. It’s a
clean, fresh, bright environment. People
actually ask us if we’re part of a chain, so
we obviously don’t look like an
independent, which is interesting.
Are you planning to move into
online retailing?
We’re looking at going online. I don’t
think we can ignore it - but I still
believe that independents will be
around for a long time because of the
nature of the product we sell.
It sounds like you have quite a
positive view of independents?
Yes I do. If you’re professional and you
have a clear vision and you know what
you want to achieve, and you don’t
make it confusing for the customer,
you’re got a good business model. si
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Pantofola d’Oro is one of
football’s oldest and
most respected brands.
Having perfected hand-made sports shoes, Emidio Lazzarini started making
football boots for the Ascoli football team in Italy.
The design was gradually perfected and soon the biggest players in the
world started wearing Lazzarini boots. John Charles and the Brazillian
Garrincha, were early customers. It was during a fitting that John Charles
said to Emidio Lazzarini, “These aren’t boots, they’re slippers. Golden
slippers.” The Italian for ‘Golden Slipper’ is Pantofola d’Oro.
With a client list that includes such greats as Altafini. Cruijff, Klinsmann,Van
Basten, Rivera and Zoff, Pantofola d’Oro’s hand-made boots have been on
the feet of the worlds greatest players.
Still hand-made by craftsmen, we are looking to find selected independent
retailers capable of selling such a historic brand. We are also looking to
partner with clubs similarly to partnerships with Ascoli and Parma in Italy.

Contact Details are as follows:Craig Wareham, Best-For Ltd. 6 Polestar Way, Weston Super Mare, BS24 7BT
Tel: 0800 019 6965 Email: info@best-for.com

60 SECONDS INTERVIEW

60
Seconds

David Westhead

David Westhead, Rucanor’s UK Country Manager

Can you give us some background on Rucanor?
Rucanor Sports was born in 1956. It was started by the
current owner’s father, Mr Van Rijswijk Senior, and remains a
private company to this day.
Originally the company started selling canvas sneakers,
and that is where the name was born - 'RUbber and CANvas
ORganisation'. With over 50 years of history and heritage,
Rucanor has developed into a truly dynamic sports brand
with sales offices across Europe and 22 distributors
throughout the world.
What product categories does the business cover?
Essentially, we are one of the largest sports manufacturers
across Europe specialising in sports accessories. With over
450 core products in stock throughout the year, we tend to
be the retailer’s first choice when it comes to accessories.
The business over the years has developed into sports
apparel and footwear, with seasonal collections of teamwear,
beachwear, outdoorwear and the ever-increasing range of
winter skiwear.
What categories saw the most growth in 2005?
Talking specifically of the UK, we have seen an increase in
our summer beachwear, including Aquasocks and sandals,
but the largest increase has come from our winter range, in
particular our Thermals collection.
For 2006 we expect to see an increase in sales of our
new Teamwear collection, which was introduced in the
second half of 2005. We are also at the final stages of tying
up a couple of sponsorship deals in the football and
volleyball markets, which we would like to come back and
tell you all about later.
What's the response from the trade been to the RCNR56
fashion collection?
RCNR56 was developed predominantly for the European
markets where the brand is in a much stronger position, in
particular the Netherlands and Belgium. We have had an
excellent response to the collection, with both premium
sports and fashion retailers stocking the range. The sellthrough has been very encouraging too. With other
immediate priorities in the UK, we took a decision to hold
off the launch until winter 2006.
Has last year's office relocation been good for business?
The offices in Daventry are certainly more modern and the
layout is more tailor-made to our requirements than our
previous ones in Essex. Being more centrally located has
certainly been more beneficial. We have seen more
customers visiting our showroom here, and as a result we
have seen an increase in sales of our seasonal collections,
where customers can see the full range at their leisure.
We also have a Rucanor showroom in Dundee with our
trading partner, Studio3, to service our northern customers.
You posted a 2006 pre-sales increase of 35 per cent what do you attribute this success to?
A mixture of ingredients have driven these excellent
increases. For example, products and designs have
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improved, prices have been extremely competitive, the
Rucanor label itself is more appealing and we have a more
focused and determined salesforce selling it. In addition, we
have also had some good previous sell-through and a little
luck on our side.
What are the benefits for retailers buying from Rucanor?
We have a good reputation in the business for supplying
excellent quality products at very competitive prices. Our
service and delivery levels are good and we carry such a
wide variety of products. We have, in effect, become a
one-stop shop for many retailers.
Our plan is to continue to develop our trading
relationships with independent retailers, either directly or
through buying groups. We have a 'can do' attitude here at
Rucanor and continue to develop our business with both the
consumer and retailer as our main focus.
How did the demise of allsports affect business?
We were not too exposed with allsports, although the loss of
turnover is not ideal. Because Rucanor has such a wide
variety of customers and products, we have been able to
absorb the impact.
It's a real shame to see the business and people go
through the ordeal of administration and I'm sure that, like
everyone else, we are glad to see that JD Sports have
rescued a large part of the business.
Can you tell us about your 'Never Out Of Stock'
programme?
It’s not my personal choice of words to describe the over-450
products we have in stock 98 per cent of the time across our
three warehouses in Holland.
We do endeavour to ensure that this core product range
is constantly available to our huge customer base across the
world. However, you cannot plan for unforeseen
occurrences, like containers dropping off sides of ships,
quota restrictions and a rush on certain products, but we do
pretty well considering and rarely have any major problems.
What are your development
plans for the future?
We will be doing more
sponsorship and PR activity in the
short term to communicate to
consumers and build the brand
recognition in the UK.
Our product range will continue
to develop to ensure that we remain
the leaders in our field, and we
will be doing more marketing
activities with retailers to
ensure a good sell-through of
the Rucanor brand. si

For further information call, write or email on: Tel: 020 8920 9888 Fax: 020 8920 9889 Email: info@esperus.com Web: www.esperus.com
ESPERUS SYSTEMS LIMITEDSouthgate Office Village, 288 Chase RoadSouthgate, London N14 6HF

We are e-commence specialists with all the
tools to provide you with all the solutions

Combine Retail Outlet with a
Web Shop using the same database

Have a Retailer Outlet, want a Web Shop ?

Providers of Retail Shop and e-commence Solutions.

FSPA MEMBER NEWS

Far left: Hannah
James, a tennis star of
the future, who is
sponsored by Wilson

participation in sport.
■ Working closely with the
Department of Health on obesity.

Smart move by the FSPA
The Federation of Sports and Play Associations
unites manufacturers and retailers in a brand new
‘SMART’ association
The FSPA has announced the creation
of the Sports Manufacturers &
Retailers Trade Association (SMART)
following the merger of the FSPA’s
prominent sport associations into one
unified body.
SMART combines the power of
sports manufacturers, distributors and
wholesalers with their high street
retailing partners to work in unison in
order to galvanize the industry.

Focus
SMART’s major focus for the coming
years is to increase participation within
sport in the UK. With the 2012
Olympics fast approaching, there is a
real need to ensure that the Games are
not just a great spectacle in London but
that they also create a legacy in UK
sport for many generations to come.
One of SMART’s major objectives is
to work with its members and the relevant
bodies to increase participation in sport.
This is beneficial to all concerned as more
participants purchase more apparel, read
more magazines and buy more
equipment, ultimately resulting in a
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stronger trade and a growing industry.
FSPA on behalf of SMART
works closely with the relevant
government bodies on mutually
beneficial projects to develop the
sports trade. The FSPA is currently
working with:
■ Department of Trade and Industry
(DTI)
■ Department of Culture, Media and
Sport (DCMS)
■ Department of Health
■ Sport England
■ Youth Sport Trust (YST)
In addition, the FSPA is a member
of The Federation of the European
Sporting Goods Industry (FESI) and
works with its members on a wide
range of EU issues. It is important to
understand that these bodies will only
work with the national trade association
on industry issues; they cannot work
with individual companies.

Industry issues
SMART is currently addressing the
following relevant industry issues
for its members via the FSPA:
■ Working closely with FESI, DTI
and Government Ministers on EU antidumping investigations concerning
sporting and outdoor footwear.
■ Working closely with the Football
Association on a variety of issues.
■ Working closely with DCMS on

There are a number of additional
membership benefits, including:
■ Promotion through the
Federation’s website and widely
distributed directory.
■ Industry statistics and
discounted research.
■ Discounts on non-core products
and services.
■ Free business support helpline.
■ Industry networking opportunities
at events and seminars.
■ Advertising discounts with FSPA
official publication, Sports Insight.
■ 10 per cent discount on product
testing with BSI.
In 2006 SMART is looking to
expand its membership further to all
areas of the sports trade. It has the
potential to be a major driving force
within the sports industry in the
coming years, but to do this more
members are needed to fully reflect the
diverse nature of the UK sports market.
The association exists to
promote, support and protect the
interests of the industry, so whether
you’re a manufacturer, wholesaler,
buying group, retailer or publisher,
SMART wants to hear from you.
Says STAG managing director
Ward Robertson, who has recently
joined SMART: “The link that
SMART has created between
manufacturers and retailers will be
invaluable in facilitating growth in
the sports market and we urge all
companies with an interest in
developing UK sport to join us in
becoming members."
The FSPA is proud of its
commitment to the industry and its
pivotal role within sport. Support
your industry and receive the
tremendous benefits on offer by
joining SMART. You can contact the
SMART team on 02476 414999 or
email smart@sportsandplay.com.
Alternatively, visit
si
www.sportsandplay.com
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Sports authentic
Good service, expert product knowledge and giving
genuine sports participants what they want are the
cornerstones of Intersport’s success

Paul Nash has
spent 28 years in
the sports industry

With a few notable exceptions,
Intersport is currently among a rare
breed of sports retailer - it’s actually
posted significant year-on-year sales
increases over the last four years.
While the company’s Paul Nash
acknowledges that, for Intersport stores,
times have been tough, the business as
a whole is showing a 15 per cent
increase on 2004, which is a figure
that’s up 13 per cent on 2003 and 17
per cent on 2002.
Nash is probably well known to
many of you. Having spent 28 years in
the sports industry, he knows Intersport
from the top down - literally. He began
his career working on the shop floor in
an Intersport store before going on to
work for the likes of Arena, Asics and
the Unicorn Group. He’s also worked as
a manufacturer’s agent and been
involved in the design of both
sportswear and footwear.

Receivership
Nash joined Intersport GB, as
Commercial Director, three months
before it went into receivership,
knowing from the start that it was a
strong possibility the business would
go that way.

“When the chief executive moved
on I was able to take the business
through receivership with tremendous
support from AIS, the holding
company for the Intersport licence in
the UK, who are responsible for the
financial strength behind the new
business,” says Nash.
“We saw a future beyond
receivership and to be able to
restructure the business to be a
forward thinking operation for
likeminded independent retailers. The
goal was to create a safe haven for
those strong independents who would
benefit from the extensive marketing
capabilities and increased trading
relationships with the key brands in
the industry.”
Today, as Intersport’s General
Manager, he presides over an
organisation that has 175 outlets in the
UK and 90 supplier members,
including the likes of Nike, Adidas,
Reebok, Puma, Umbro and
Canterbury. Headquarters is an
impressive site in Solihull, complete
with an extensive exhibition centre.
Intersport was founded in 1968 by
10 national buying organisations in
Austria, Belgium, Denmark, France,

“Every day over 150,000 customers enjoy the multi-sport offering
of Intersport retailers and the expert advice of their staff”
24

Germany, Italy, the Netherlands,
Norway, Sweden and Switzerland.
The company opened for business
in Great Britain six years later.
It now has over 4,800 stores
worldwide and retail turnover in
excess of seven billion euros,
making it the largest sporting goods
retailer in the world. Every day over
150,000 customers enjoy the multisport offering of Intersport retailers
and the expert advice of their staff.
And with Intersport’s
International Customer Assistance
and Support Programme, customer
service is taken to a new level. The
company pledges to assist a
customer with any broken or faulty
product throughout its network of
retailers and countries, regardless
of which Intersport store sold the
product originally.
So what does Nash put
Intersport’s success down to in the
UK? “Being sports authentic and
offering good service and product
knowledge to the stores,” he says.
“Plus we have very effective
working relationships and good
trading terms with all the key
brands in the industry.”

Benefits
While retailers have to meet specific
criteria to become Intersport
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members, once they’re accepted into
the network they benefit from special
terms with all member suppliers and
invitations to four shows a year at
which major brands such as Nike,
Adidas, Reebok, Puma and Umbro
are present.
“It enables members to place
orders and view all the ranges
together,” says Nash.
They also gain access to
exclusive product selections, ownlabel brands - offering increased
margin opportunities - and
professional marketing activity within
all key sporting sectors to help drive
footfall to their stores. A programme
of events, in partnership with Adidas
and other leading football brands, has
already been rolled out to coincide
with the World Cup, for example.
“Intersport International, the
central body for the global business,
has a core strategy of marketing to
benefit all the countries across the
world,” says Nash. “We simply
dovetail in behind the international
exposure at major events and
continue involvement on a UK and
Ireland basis.
“Intersport International are 25
per cent sponsors of the UEFA Cup
Final and the UEFA Super Cup Final
and utilise perimeter marketing at
these key games. We have been
present for the last three years within
the Premiership at various grounds
and at selected FA Cup and Carling
Cup fixtures. Intersport International
are also involved with European
Golden League Athletics.
“Here in the UK we commenced
a commercial relationship with UK
Athletics at the 2005 Grand Prix
events and have contracted for 2006
fixtures and to become the national

sponsor of the European Athletics
Indoor Championships in 2007. We
have also been involved with the
World Gymnastics Championships
and will continue to review our
involvement in any major sporting
event in the UK and Ireland.”

New initiatives
And with solid building blocks now
in place, Nash and Intersport have
several new initiatives in the pipeline.
Says Nash: “We will look to
continue our recruitment of existing
genuine independent sports retailers
from the industry and will continue
our in-house training for retail staff in
the various sectors following our
hugely successful Training Academy
for Running held in 2005, which was
very well attended by members from
across the UK and Ireland.
“We shall also be looking to
increase our store numbers by
opening our own managed stores
along with a possible franchise
opportunity. And we’re planning to
increase the awareness of Intersport
right across our territory of UK and
Ireland with more integrated
promotional campaigns to help drive
more consumers into our stores.”
So how confident are Intersport
and its members going into 2006?
Nash sums it up in one word:
“Extremely.” And who could fault
him for his optimism?
“The larger multiples are having
a huge impact on the high street,

with heavy discounting and brand
abuse, and unless the independents
have a strong presence to be able to
counteract this onslaught their days
are numbered,” he says.
“The major brands now accept a
strong Intersport here in the UK and,
with our expansion plans, the future
for the independent retailer looks a
si
little brighter.”

“And we’re planning to increase the awareness of Intersport
right across our territory of UK and Ireland with more integrated
promotional campaigns”
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© Troggs Surf Shop

TILL TECHNOLOGY

Ringing the changes
If you haven’t yet moved to electronic point of sale, you’re missing out
on a great opportunity to develop your business, says Dave Howell
When your business closes tonight
will you have a clear overview of
how it performed today? If not, you
aren’t running your business as
profitably as you could be.
Electronic point of sale systems
can help you track the performance of
your business and are now available
for even the smallest of stores. What’s
more, the installation costs and
training aren’t as expensive as they
once were.

Cashing in with technology
EPoS has been developed for retailers
to the point where it has become
almost indispensable for any business
that wants to compete on the high
street. From taking money at the tills
themselves to complex back office
accounting and stock control, EPoS
systems are now available for any size
of operation.
Running on standard hardware
platforms has meant that developers

have been able to take the basic
functionality of an EPoS system and
customise it to give every store the
system they need.
Companies like Epson, which is
perhaps better known for its printers,
is a major player in the EPoS market.
Last year it released the IR-700 till,
the latest addition to the company’s
Intelligent Register range.
The register can be positioned
vertically or horizontally, and with its
compact size, suits a wide range of
store layouts. It has a large
touchscreen that guides the operator
through transactions using clear,
colour menus resulting in faster
transactions and improved customer
service.
In addition, the IR-700 includes
an integrated fast thermal receipt
printer that allows you to minimise
customer waiting time. The register
also has a full set of connection
interfaces so you can seamlessly
exchange sales and stock data with

“The good news is that even the smallest of businesses can
use EPoS systems”
26

Using the latest EPoS systems
has allowed Troggs Surf Shop
to enhance its online and
offline business

your back office systems.
Price is always an issue for the
smaller retailer. The good news is
that even the smallest of
businesses can use EPoS systems.
Nisyst has developed a system
aimed at the single site retailer.
Dubbed NPoS Lite, it includes
graphic menus for ease of use and
instant access to a range of detailed
management reports such as stock,
employee, sales and cash.
Nisyst is able to offer retailers
a low-cost, monthly package
featuring the latest EPoS hardware.
For example, from £17 per week it
can supply a preconfigured system
featuring its NPoS Lite software, a
Chip and PIN compliant
touchscreen terminal, receipt
printer, barcode scanner and cash
drawer.
“EPoS software is often geared
to the needs of large, multi-site
retailers and, as a result, smaller
operations have little choice but to
invest in an over-specified and
costly solution,” says Dave
Chunilal, technical director at
Nisyst.
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“We have listened to those
smaller retailers and developed NPoS
Lite to deliver exactly the features and
functionality that they actually need.
Implementing the latest in EPoS
systems can prove expensive for
many single-site operations. The
opportunity to lease the complete
solution for a low monthly charge
enables smaller retailers to benefit
from the efficiency and productivity
advantages of the latest retail
technology, without the associated
financial outlay.”
You can of course buy complete
systems that can be modified to your
exact needs. Systems from HIT
Solutions begin with a base unit that
can then have specific modules added
to it that can include online ordering,
stock control, loyalty schemes and
Chip and PIN. And if you want to get
your staff out from behind the
counter, a handheld device is also
available.

The IR 700 is the latest till in Epson’s
Intelligent Register series
© Epson

Online control
Boarding Edge, based in Malton,
North Yorkshire, supplies cuttingedge snowboard equipment and
clothing to UK and European-based
customers.
Owner Graham Bennett outlines
why he chose an EPoS system: “We
switched from a manual system to
Cybertill because its ease of use,
printed till receipts, detailed stock
management and ecommerce sales.
We originally bought the system for
the ecommerce side, but we rapidly
realised that the stock control side
was so useful when we were buying
for the following season.
“We had all the figures for slow
lines, fast sellers, total sales, total
stock left. This made buying so much
more efficient and accurate. The
ecommerce site has generated good
sales and it can only be improved
upon.”
If you have a website you can
integrate these sales into your overall
EPoS-based systems. One business
that is doing just that is Adventure
Shop owner Mike Marshall, who
explains why he adopted an EPoS
system from Epostills: “One of the
reasons we went with an EPoS system
is that we also have an internet
business as well.
“We do our stock control using a
Sage package, so we wanted to be
able to track our stock as we sold it
online and in the shop. As we had
been using Sage for some time, we
wanted a system that would interface
with that.”
Based in Portrush, Northern

MANCHESTER UNITED SCORE WITH TOSHIBA AND QUINTEK POS
Manchester United has improved customer service
and its business management system at the club’s
flagship megastore, thanks to Toshiba point of sale
hardware in partnership with Quintek Systems.
Following its partnership with Nike in August
2002, Manchester United Merchandising re-opened
its flagship megastore at Old Trafford. With up to
11,000 people visiting the club’s shop on any one
match day, building up to a peak two-three hours
before kick-off, the club needed a PoS solution that
could consistently cope with these exceptionally
busy retail periods, as well as manage the stock
and reporting for this high turnover store.
The club’s expansion plans to increase the
seating capacity by a further 7,500 seats, ready for
the start of the 2006 season, meant that the
chosen solution had to be (future proofed) ready to
cope with the anticipated increase in footfall.
An essential requirement was the need for a
customised solution to deal with the personalised
shirt printing service offered by Manchester United
that, due to high demand, was causing longer than
acceptable customer queues and stock control
problems for the store.
Two years ago Manchester United Merchandising
made the decision to upgrade its EpoS system.
Systems/IT Controller Giles Hall and the retail team
selected Quintek Systems Retail Terminal Manager
software installed on the two lanes of 10 Toshiba
ST-60 touch screen terminals and five further

terminals based in the shirt printing gallery and
customer service departments.
The system installed by the Toshiba/Quintek
partnership has given the megastore faster
customer throughput, including a customised shirt
printing PoS solution, improved stock management
and comprehensive reporting.
The ease and speed of use of the Toshiba
touchscreens with intuitive touch screen menu
options has made the
system simple and easy
for staff to operate,
enabling the club to
quickly train new
staff - especially
important in an
industry
employing a
large number of
part-time staff.
Commenting on the effect on
throughput of the new solution, Megastore Team
Leader Margaret Thwaites said: “The Toshiba ST-60
touchscreens are quick and easy for our operators
to use, allowing us to speed up service from the old
keyboard system, which is very important to us
when dealing with such large volumes of traffic.”
For more information call 0870 890 7200,
email marketing@toshibatec-eu.co.uk or visit
www.toshibatec-eu.com
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TILL TECHNOLOGY

EPoS registers are easy to use, thanks to their
touchscreen interfaces

Ireland, Troggs Surf Shop has been
trading since 1984. It offers a
comprehensive range of surfing
equipment and accessories and the
most extensive online retail service
for surfing goods in the UK and

Ireland.
Andy Hill, the owner of Troggs,
used his expertise and knowledge of
the industry (he’s an ex-professional
surfer) to develop the shop’s
innovative product range and

additional website services.
He outlines how successful his
business has been using new
technology: "We are absolutely
delighted with the benefits we have
received from the EPoS
software/hardware package. Our
turnover is up, and with the
exceptional reporting that Cybertill
offers it has helped us to buy our
stock better. We have been able to
concentrate and promote products
that give us better margins and drop
products that we discovered we were
actually losing money on.”
David Boyd, Web Site
Developer at Troggs Surf Shop, also
commented: “I’ve seen and used a
lot of ecommerce systems and
shopping carts, but the Cybertill
system is by far the best. The
management of our website is
straightforward, as is the control
over the content, products and
layout. All the important aspects are

HEAD TO HEAD
Dave Chunilal, Technical
Director, Nisyst

Dave Chunilal is
responsible for
research and
development, system
specification and
project
implementation. With
a background in
programming, software engineering and system
analysis, he has 15 years’ experience in the retail
technology arena.
What challenges do retailers face when
looking to select the latest EPoS solution?
Obviously, ensuring that the functionality of the
chosen solution is matched to the current and future
needs of the business is a key issue. This means that
the retailer needs to be clear on what these needs
are. In other words, that the software is properly
specified. But, while appropriate functionality is
critical, so is usability.
Unless an EPoS solution is easy to learn and use,
it’s likely to prove inefficient in any environment
where there’s a regular turnover of staff, so selecting
software with an intuitive user interface and short
learning curve is essential.
Choosing a system that satisfies both of these
issues - functionality and usability - can present a real
challenge in today’s crowded market place, so it can
be important to work with an experienced specialist
system provider. Finding such a partner, of course,
presents its own challenges, and retailers should look
for partners who can offer suitable reference sites and these sites should be followed up.
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How do retailers ensure seamless
integration with existing systems?

carefully whether these benefits will result from an
upgrade of the hardware or software - or both.

Ideally, a retailer will implement an EPoS
system as a complete solution, so
integration with other systems is
unnecessary. But if there’s a requirement to
interface the EPoS with other systems merchandising, or accounts, for example it’s important to ensure that either the
different software elements are already
compatible, or that the various suppliers of
the software are prepared to develop a link.

It may even be, of course, that the EPoS
system is already delivering the current and
projected requirements of the business and that
any upgrade is merely to over specify the system
and waste money. This, though, is increasingly rare
- retailers can normally benefit from using the
most advanced version of the system available.

If there’s a lack of readiness from all
parties, real problems can lie ahead.
Of course, this takes account only of
computer-based systems. It’s equally
important to ensure that a new EPoS system
integrates with existing manual processes
within the operation. In other words, the
functionality of the software has to
synchronise with the internal procedures of
the business.
Again, this is a matter of proper system
specification and choice of solution partner.
It’s important to work with a partner with
the experience and flexibility to understand
the retailer’s needs and deliver an
appropriate solution.
What value is there in upgrading
an EPoS system?
Retailers need to evaluate this carefully.
Upgrading an EPoS system can bring real
benefits in terms of increased productivity
and efficiency, but it’s important to evaluate

One of the biggest dangers in upgrading is
the potential loss of data. This can be catastrophic,
so it’s essential to be sure that data conversion is
not just possible, but safe and straightforward.
Most software vendors provide easy upgrade
paths for their own products, but data conversion
can be a real issue in a best-of-breed
environment.
Is it advisable for smaller retailers to
rent EPoS or buy it?
This depends on a variety of factors, but it’s
increasingly the case that the smaller retailers are
preferring to lease their systems.
This approach offers several advantages, in
particular the ability to implement a system which
may not be affordable in capital cost terms. This
means small retailers can gain from the efficiency
and productivity advantages of a system which
they may not be able to purchase outright.
These gains, coupled with potential tax and
accounting benefits, are tending to prove
attractive to many small businesses. Some
companies, however, prefer to purchase for a
number of reasons - sometimes because they are
already at their allowed leasing limit.
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extremely user-friendly.”
EPoS systems today are an
essential element of any business.
Having the ability to see in an instant
your sales and stock levels gives you
infinite control over your business.
However, EPoS comes into its own
when it forms part of an end-to-end
transaction system that tracks a sale

The latest tills from
Hewlett Packard
come fully loaded
with every feature
you need

“Try out the system you are thinking of before you go
ahead and install it”
from the moment it was made to
when you replenish the stock.
Being able to analyse this
information is the key to the future
prosperity of your store. And with
the internet now forming part
of every business, having an
integrated system is a must.
The key to successfully
installing an EPoS system is
to clearly define what your
requirements are. Look
carefully at your existing
accounting package, for
instance. Can you feed
sales data into it? You’ll
also need to handle
cashless transactions,
online ordering and all of
your back office systems
like stock control.
Stand back and look at your
business as a whole and then
ask yourself what an EPoS
system could do to improve the
systems you have in place.
Only then begin to look for a
hardware and
software solution.
As Mike Marshall
of the Adventure
Shop says, there’s
nothing like trying the

new systems out yourself. “One
important factor is to see the system
running,” he says. “We had a
demonstration that really showed us
not only how the system works, but
also how it could interface with our
existing Sage package as this was
difficult to visualise when you first
start to look at these systems. So I’d
definitely say try out the system you
are thinking of before you go ahead
and install it.”
Don’t look at EPoS as simply a
computerised till - it offers your
business much more than that. With
the right systems installed, you can
run your business more efficiently
and improve its profile, both on and
offline. But perhaps the most
significant benefit is your ability to
compete with larger companies.
Choose your system carefully
and, once installed, use it for the
day-to-day running of your
business, but don’t forget that you
also have an opportunity to move
into markets you may have thought
were closed to you.
si

TAKE CONTROL
Stock management made easy
Top to Toe is the truly clear and well-structured stock management
system tailored for the sports goods retailer.
The user-friendly, easy-to-learn system gives you comprehensive backoffice functionality with stock, sales and order analysis. It gives you the
ability to receive goods centrally or at one or more shops, avoid
overstocking, manage out-of-stock situations and helps reduce
shrinkage.
Top to Toe will pinpoint your best and worst sellers or just the
performance of one line, one supplier, or one department. This will
enable you to provide a quick, efficient personalised service that keeps
customers coming back.
Stock lookup at the EPoS, to include style, size, colour and fit, helps you
automate your retail operation with one easy-to-use solution utilising
personalised barcode label production. The system not only links into
your website to help with ecommerce, but also logs customer details to
create a customer loyalty facility.
All Top to Toe clients are automatically enrolled on its installation,
training and support programme. Friendly helpdesk staff will provide
the advice you need via modem dial-in online tuition, together with the
company’s initial comprehensive training.
Top to Toe: 0845 1303535. Email: info@toptotoe.com Website:
www.toptotoe.com
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STORE SECURITY
CHILDREN’S
WEAR
than their friends - and this is
something we should be harnessing.

Potential

Firms such as Inflight
produce smaller size
rackets specifically for
children
© Alan Spink
www.action
photography.co.uk

Kid’s stuff
Children can play an important part in increasing
your profit margins, says Steve Newman
The ongoing quest to increase
footfall in your business can be
helped by several factors - a
sudden warm spell or major
sporting events such as Wimbledon
or a rugby or football World Cup,
for example.
For maximum profit, however, it
has long been understood that we
need to harness something that
operates all year round and brings
customers into the store accordingly.

And, of course, once we get these
customers we need to keep them. The
other alternative is to get them when
they are very young and let them
grow with the business.
Children can play an important
part in increasing your profit margins,
not only from what we can provide
for their use, but also for their
families. After all, go down to any
school at playtime and most of them
are trying to jump higher or run faster

If you think about it, the sector has
tremendous potential throughout
our businesses. If you are in a
family business yourself the
possibility of customer loyalty
being passed down from generation
to generation is not to be dismissed.
Plus, with the magic of the satisfied
customer’s word of mouth
recommendation, the extended
family of cousins and other
relatives offer an even greater
source of potential sales.
So what are the main areas of
children’s stock you should be
considering holding in your
business? Childrens’ involvement in
sport can start at a very early age,
and in some sports such as
swimming and gymnastics it goes on
all year round. In fact, children can
be under a year old in the outdoor
sector - one of the most profitable
all-year-round areas you can get
involved in.
The reason why this is, is that
many people do not want to stop
taking part in outdoor activities
simply because they have children
and will buy equipment to take their
children with them when walking or
watching other sports. In other
words, from a sales point of view
getting the child to the activity
location can be just as important as
them taking part.
Companies such as Vaude
produce tough three-wheeled
mountain buggies that will deal
with all types of terrain - from hill
slopes to rugby pitch touchlines and will fold down neatly to fit in
the boot of your customer’s car.
Others such as Kelty Kids offer
back varieties.
Some models come with
sunshades that can be folded back
and hand loops to ensure safety so
that going down hill won’t turn into
a buggy chase. Kelty Kids’
carriers enable the parent to
carry the child and also
provide pockets for storing
equipment. Some of these
models have an autokick
stand, while others are

“The biggest spin-off from children’s wear and accompanying products is that we can
become involved in Long-Term Athlete Development”
30
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adjustable to fit both the adult and
child’s body size and shape.
If we sell to adults taking part in
sports as diverse as squash and cricket,
then surely it makes sense to kit out
their children for these activities as
well? Firm such as Inflight offer
smaller size rackets, whilst the number
of mini soccer leagues has
mushroomed over the past few years and the opportunity to fit them out, not
just with footwear but teamwear as
well, has never been greater.
It’s a good idea to keep in your
mind not just independent children’s
sports teams but also local schools. Can
you undercut their present supplier? Can
you offer them a superior local, fast,
efficient repair and support system?

Buying power
There is no doubt that children’s
sporting footwear has a really great
potential in our business, as do
children’s-sized racquets and bats.
Footwear can be casual for the side of
the pool or serious such as trainers for
football or cricket boots.
This is a sector of the market where
the child has immense buying power
and the age level from youth to child is
constantly dropping. This market
consists of eight-15-year-olds who have
billions of pounds to spend each year. It
is also one that is becoming
increasingly more brand aware and it
will pay dividends if you understand
what this age group is looking for, even
if it is their parents who are buying for
them. You may be surprised to learn
that close to 80 per cent of all brands
purchased by parents are controlled by
their offspring.
With this in mind, it is

also worth remembering that this age
group is the most technologically
aware generation this country has ever
known. They use the internet to
compare prices and value for money.
Therefore, it is vitally important to
ensure that any website linked to your
business should highlight the latest
popular ‘must have’ brands.
There is nothing wrong with
talking to young people and finding
out what they want, but how many of
you do this? It’s all very well stocking
footwear for this market, but how
many of you actually bother to find
out what they are buying? Do you
appraise your shelves regularly and
seasonally, or does stock just sit on the
shelf all year?
The biggest spin-off from
children’s wear and accompanying
products is that we can become
involved in Long-Term Athlete
Development (LTAD). This approach
is designed to help athletes and sports
people reach elite levels and encourage
a healthy lifelong participation in
sport. The point being, of course, is
that once we have captured customers
at a young age they will keep coming
back as their participation in sport
continues throughout their lives.
LTAD also opens up another
aspect of sales - and one that is often
overlooked by retailers. Sports books,
videos and DVD packages cover a
multitude of subjects and approaches,
from simple ‘Know the Game’ rule
books to coaching manuals.
Firms such as Coachwise have
excellent brochures that outline its
publications on coaching, fitness tests,
core stability and using sport in the
national curriculum. Young people these
days are aware of the educational
qualification side of sport and books and
guides exist to help them with GCSEs,
A Levels and BTEC awards.
Remember too we can also
provide youngster’s
coaches with the same
material and a

good product to stock, and very
important source of information, these
days is something along the lines of
protecting children in sport. Official
publications from organisations such
as the NSPCC provide excellent
advice and aim to help coaches and
adults deliver sessions that are safe and
productive.
Other opportunities such as
sponsorship arise occasionally and
provide a multitude of spin-offs and
potential sales. Either way you look at
it, the children’s and youth market is
becoming evermore important and it’s
up to you to grab it with both hands. si

Regatta’s Kids
Packaway II is made
from waterproof and
breathable fabric
Hi-Tec’s Phibian range
is an energetic
collection of outdoor
shoes designed to
capture children’s
imagination
The Wanderer child
carrier from Kelty Kids
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Sporting memorabilia is now a global
business with up to $400,000 being paid
for a single item. Sports fans will bid for
everything, from boxing gloves to
chewing gum - providing the
provenance is indisputable, which
means vendors have to be able to prove
the pedigree of whatever they’re selling.
It has therefore become a solid gold
investment, attracting major museums,
international collectors and yesterday’s
superstars - many of whom are now
selling the medals they won years ago
to fund a reasonable retirement.
The sums involved can be
significant. Very recently $400,000 was
paid for one of Don Bradman’s Test
caps, but since value is not in the article
but in the provenance of who owned it,
and because the sums of money involved
are so large, an entirely new class of
forgers have sprung up. The result is that
authenticity has become everything - so

Haileybury. He had attended Haileybury
from 1944 to 1949 during the period his
father had worked in London. Following
a visit to Melbourne by the school’s
headmaster in 1991, Truscott agreed to
transfer the cap to his alma mater.
There the cap remained on display
in the pavilion until November 2003
when Truscott received an unexpected
letter from John Palmer, the Secretary
and Bursar at Haileybury, who advised
that in light of recent publicity over the
sale of Bradman caps, the school had no
option but to remove the cap from its
pavilion and place it under lock and key.
This action was taken because of
the cap’s likely value, which
eventually resulted in Truscott
donating the cap to the State Library of
South Australia, where it arrived on
August 17, 2004 and was kept safely
and secretly until its unveiling at the
SACA dinner on November 24, 2004.

Serious collectors aim for a complete
set at around £40,000. You can find them
in boot sales as well as Sotheby's. And if
you're collecting the set it's worth buying
a cheap tatty edition until a better one
turns up, advise all vintage book dealers.
WG Grace’s own signed copy,
discovered in a trunk in Canada, was sold
for a staggering £150,000.
Fortunately, there are thousands of
other items of ‘cricketana’. From its
origins as a simple rural pastime,
cricket has been a recognised sport
since the 18th century and over the
years its collectable by-products have
included books, artworks, photographs,
ceramics, score cards, cigarette cards as
well as players' personal effects.

Opposite: If
sportsmen and
women have worn
or used the item,
there will be
somebody out
there willing to
collect it

Football legends
Football memorabilia is always a good
investment. At a Christie’s sale a shirt

“Many collectors have a passion for the obscure. The search is more
challenging, yet success is gratifying”
national and private vendors go to
extraordinary lengths to establish what
they’re offering as genuine.

If the cap fits
The existence of a second Bradman 1948
‘Invincibles’ tour cap remained virtually
undiscovered for 56 years, and it was not
until the 2004 South Australian Cricket
Association Test match dinner that its
existence became public knowledge. A
retired lawyer, Kevin Truscott, travelled
from Melbourne to hand the cap over to
Barry Gibbs, manager of the
Bradman Collection.
The popular belief was that players
received only one cap. Because a 1948
Bradman cap had been sold to an
Australian collector in 2003 for around
$400,000, discovery of a second cap from
Bradman’s final tour created worldwide
interest when in February 2004 Barry
Gibbs received a telephone call from
Jeffrey Kiddle in Melbourne, who asked
if the State Library of South Australia
would be interested in receiving a
donation of a Bradman cap from a friend.
Gibbs naturally said “yes” and two
weeks later Truscott rang from Melbourne
to introduce himself as the owner of the
cap, and to announce he’d decided to give
the cap to the State Library for inclusion
in the Bradman Collection.
Gibbs could hardly contain his
excitement, especially when Truscott
told him the donation was the 1948 cap
worn by Bradman during his last Test
series. Truscott explained the cap had
been a gift to his father, Edgar, who, as
Assistant Manager at the London office
of the Union Bank of Australia, had
helped Bradman with his banking
during the 1948 tour.
The cap was in England, in the
possession of Truscott’s old school,

Mystery
There still remained the mystery of
how there came to be two Don
Bradman 1948 caps - each with
provenance beyond question.
The library approached two of
Bradman’s 1948 ‘Invincibles’
teammates, Sam Loxton and Ron
Hammence. Both recalled receiving two
caps for that tour. Barry Jarman, who
kept wicket for Australia in the 1960s,
also recalled receiving two caps for the
1961, 1964 and 1968 tours. The library’s
research scuttled the notion that players
received only one cap on overseas tours.
That two caps were issued during
the 1948 tour became irrefutable when,
in July 2004, Barry Gibbs uncovered
the existence of an original players’
contract - paragraph 32 stated: ‘The
Board shall provide each player with a
blazer, two caps, sweater and tie.’
Since a Bradman cap is known to
be worth around a quarter of a million
pounds, it’s interesting to speculate
what the caps and sweaters worn by
Shane Warne and Freddie Flintoff
during the recent Ashes series will be
worth in years to come.
Few enthusiasts could aspire to a
Bradman cap, but wealthier collectors
might seek other Australian ‘baggy green’
caps, Botham's Duncan Fearnley cricket
bat or, for those willing to look back at the
game's glorious, sepia-tinted past, pride of
place in their cricket collections might go
to one of the Wisdens.
The famous cricket almanack was
first published in 1864 and has long
been a top collectable as well as a
reliable investment. Copies swap hands
for around £5,000. One of the rarest is
1916 - because of the First World War
it had a limited print run. It also
featured the great WG Grace's obituary.

worn by Geoff Hurst in the 1966 World
Cup Final against West Germany sold
for a record price of £91,750. Another
item from Hurst’s legendary career, a
blue World Cup 1966 international cap,
sold for £37,000.
Also up for grabs was The Sir
Stanley Matthews Collection, fronted
by a pair of black leather football
boots worn by the legendary player in
the 1953 FA Cup Final. At an
estimated price of £3,000-£5,000, the
lived-in looking boots were presented
with a letter of provenance from Sir
Stanley which read, ‘To my good pal,
I am sending you my soccer boots,
best wishes, Stanley Matthews 1953’.
The boots were withdrawn at the
last minute, but interested bidders
were placated by a new addition to the
sale - a brown leather football used in
the 1953 Cup Final, bought by a
private bidder for £5,640.
People express their passion for
sport in different ways. Some spend
hours watching sporting events on
television. Others entrust a myriad of
statistics to memory or attempt to
imitate heroes at the weekends or
outside working hours, but for those
who don’t look as good as Tim Henman
in shorts, or who can’t swing a club like
Tiger Woods, there is always autograph
collecting, which most of us can do.
Like other forms of ‘fanhood’,
collecting autographs has its forgery
hazards, so our advice is to collect the
autographs in person when possible.
How should the sports collector
begin? Start slowly and try to give your
collection a focus. What is your passion?
Is it a single sport, a period of sports
history, an individual athlete, or a
particular team? Many collectors have a
passion for the obscure. The search is
more challenging, yet success is gratifying.
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In the swim
Government initiatives to expand and improve
swimming facilities in the UK are good news for
swimming retailers, says Catherine Eade
The all-year-round activity that
boasts well over seven million
regular participants per week in the
UK is not short of dedicated fans.
Among the 48 sports stars, coaches
and administrators who were namechecked in the 2006 New Year
Honours List were three swimmers one of whom was recognised for
dedicating 73 years to the sport.
Meanwhile, more than 100 leisure
industry professionals attended the
Power of Swimming conference in
London last month, which tackled a
variety of issues around increasing
participation in local communities and
in general.

Government challenges
ASA Chief Executive David Sparkes
revealed that attendance at public pools
is dropping by one to two per cent each
year and underlined the importance of
swimming in building a healthier
nation. He is calling for the leisure
industry to take a more customerfocused approach to attract more users
to swimming pools. “Although casual
swimming is increasing, regular
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swimming is decreasing, yet many
inactive people express an interest in
participating,” he says.
“It is crucial the Government faces
up to the challenges in swimming to
move the activity agenda along. First,
we need good facilities, but just as
important is how those facilities are
managed. We must address what the
customers need and for that there needs
to be a culture change and new levels
of customer intimacy.”
Public Health Minister Caroline
Flint underlined swimming’s part in
achieving the Government’s health
agenda. “Swimming is an obvious
opportunity to hit health targets in a
safe and easy environment,” she said.
“It appeals to young and old alike, with
one in three people taking part at least
once a year.”

Everyday Swim
Events such as this are good news for
swim retailers, who should be pleased
to hear that Sport England has pledged
a £3 million investment in a
groundbreaking initiative - the ASA’s
Everyday Swim programme.

This pioneering three-year project has
an overall aim of getting more people
swimming more often. Sparkes believes
evidence gathered through Everyday
Swim will help encourage a culture
change within the leisure industry.

Positive reaction
Not surprisingly, swim equipment
manufacturers are equally positive about
such government schemes. Increasing the
profile of a sport has been shown to
massively influence activity levels in the
general population.
“Anything that encourages more
people to swim is supported 100 per cent
by Zoggs. The inclusion of swimming by
the government in the national curriculum
was a major step forward,” says Zoggs
International Ltd chief executive officer,
Mark Hammersley.
“As we understand the Everyday
Swim project, it is designed to find out
why people don’t swim and what the
barriers are to people swimming more. We
believe that it is fairly self-evident facilities and motivation. More pool
facilities, rather than the current scenario
of a net reduction in public pools in the
UK, is a government funding issue that
needs addressing.”
Hammersley adds: “The issue of an
individual’s motivation is also partly based
on the provision of modern and quality
facilities, but also it is the need to make
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swimming, which is the single-most
effective form of exercise, more fun. At
Zoggs we developed the website
www.Swim4Fitness.com for that very
reason.”
Aqua Sphere Marketing Manager
Martin Newton believes swimming
facilities in the UK are already on the up.
“There are huge improvements in the
wet facilities now available across the
UK, with pools at health and leisure clubs
better now than ever before, encouraging
more participation,” he says. “People are
also now more aware of the health and
fitness benefits available from swimming
as a form of low-impact exercise, and all
of these factors combine to keep the
market buoyant and swim sales constant
throughout the year.”

High profile sport
Newton also points out the added impact
of events such as the Commonwealth
Games next month in Melbourne - for
which all the swimming tickets sold out
weeks ago.
“Global events like the
Commonwealth Games always draw
awareness to sport, and swimming gets
excellent TV coverage and a real boost to
its profile,” says Newton. “The Games
can create a feel-good factor and switch
people on to sport as a great way to
health and fitness.
“In addition, triathlons are getting
more coverage at these global events and
are no longer considered a niche elite
sport. Other 2006 events which are
important to the UK market include the
gruelling Ironman UK races and the
Human Race Triathlon series over the
summer season, which Aqua Sphere
supports as the official swim equipment
sponsor.”

Vast potential
The volume of swim retail is in the main
generated by recreational swimmers,
swim fitness enthusiasts and mums
buying for kids, says Newton. “Fitness
and recreational swimmers abound at all
ages and abilities who visit their local
pools and health clubs regularly - this tier
makes up over 90 per cent of the total
swimming market, so there is real market
potential for swimming gear for
retailers,” he says.
The growth in elite and club
swimming and triathlon must also be
taken into consideration, with triathlon
becoming increasingly popular.
“Triathlon is one of the fastest
growing sports in the UK,” says Newton.
“More people are getting into the sport at

the ‘rookie’ level than ever before and
those who cycle, swim, or run are
seeing it as the next fun challenge, with
many, such as gym members, getting
together and having a go.
“As a result, there are literally
hundreds of triathlons in the UK now,
including the popular Human Race
series and the ultimate in triathlon Ironman UK. The sport is exploding
and raises great sales opportunities for
sports retailers with triple the
opportunity to sell through quality
merchandise.”
As any swimming equipment
manufacturer will testify, the key to
attracting sales in this lucrative market
is to have an appropriate display of
products covering all sectors of the
swimming market. There is certainly no
shortage of products available, with an
increasing number of manufacturers
expanding their ranges of swimwear
and equipment to cater for all the
different sectors.

New technology
Technological advances in swimwear
products mean the approach to catering
for all sectors firstly relies on
knowledge about the subject and the
products available.
Aqua Sphere is launching several
new products, including three different
Triathlon Wet Suits - the entry level
‘Rookie’, the mid-to-top-end ‘XP’ suit
and an elite, two-piece ‘CW’ model
that features high-grade neoprene,
specially designed collars and cuffs
and top-of-the-range panel
configurations to give minimum
restriction in power and movement
with maximum buoyancy.
The company is also launching a
new range of sports snorkels for
recreational use, which will be sold
under a new brand name - Aquatics.
Further ahead, an Italian-designed
performance swimwear range is on the
cards for 2007.
Aqua Sphere’s Eagle goggle range
introduces off-the-shelf prescription
lenses as one customisable option. The
Eagle goggle is a new, curved lens
model with ‘pop out and swap’ lenses
to adapt to different swimming
conditions. Aqua Sphere’s Kaiman
wide-angle goggle is the company’s
current best-seller, while its Seal XP
model is also proving popular for
open-water swimming.
Zoggs, meanwhile, is launching
some new swim ranges for
spring/summer 2006, taking advantage

of the innovations in fabric technology
as well as goggle innovation. “Our
hybrid chlorine resistant Performance
CR25 range is built so as to offer design
balanced with function, while The
Fitness category, encompassing
traditional stretch fabrics, features our
Elastomax 190gm chlorine tough
Nylon/Lycra,” says Mark Hammersley.
The CPS Partnership distributes
Tabata goggles, which can also be fitted
with corrective lenses, while Speedo’s
Speedsocket goggle is technically
engineered to achieve a compact,
hydrodynamic shape as well as being
anti-fog and UV protected.
The launch of goggles using new
technologies clearly continues unabated,
with more options for flexibility and
custom fit. The key for retailers is to
maintain a strong visual presence of
such new products and stock all the
lines sought by fitness and recreational
swimmers.
Constant innovations in the
swimming arena are undoubtedly
helping to open up new sales
opportunities for any retailer stocking
swim equipment and swimwear, and
projects such as Everyday Swim should
encourage more consumers to take to
the water.
As David Sparkes of the ASA says:
“As the nation’s biggest participation
sport and the activity most inactive
people say they would like to try, the
potential of swimming is huge.”
si
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IN SEASON SWIMMING

Swimming
Visionary thinking from Aqua Sphere
The EAGLE, Aqua Sphere’s curved lens interchangeable goggle, is packaged with two sets of
curved lenses - clear and tinted - to enable simple ‘pop-out and swap’ to suit changing weather or
light conditions.
With 180-degree wide-angle vision and Aqua Sphere’s signature high-comfort Softeril seal, 220
Triathlon magazine rated the Eagle (£14.99 SRP) 9/10 for performance and 9/10 for value.
220 commented: ‘Aqua Sphere have a top reputation when it comes to swim equipment - and
their EAGLE goggle continues to live up to it…Great in open water, especially if the weather or the
water itself is murky. Swapping the lenses couldn’t be easier and they remained watertight during
testing. They possess a 180-degree field of vision, great watertight seal, easy-adjust split-back strap
and hydrodynamic styling… Superb.’ Other Aqua Sphere goggles include MAKO (SRP £6.99),
delivering a watertight high-comfort Softeril seal, easyrelease buckle and the same lightweight construction
as the brand’s proven Kaiman goggle (SRP £8.50£10); and MOBY KIDS, giving small faces a fun
choice of neon bright goggles with the kindest
high-comfort seal for only £4.99 (SRP).
For quality swim equipment, including fins, masks,
snorkels, bags and accessories, call 01254 278873
or visit www.aquasphereuk.co.uk

Tweka swimwear
Tweka is a well-established name in swimwear and offers comprehensive
leisure and sport ranges for ladies, men and children. The company has
developed a new chlorine resistant fabric that is softer and has a more upto-date look but still offers the same resistance to chlorine.
For ladies, Tweka specialises in good supportive swimwear for all ages.
It offers ladies bust support in a bra lining, bra shelf or padded cup
shaping with tummy control in an assortment of high and classic leg
styling. Tweka starts from size 8-28 and offers styles
for mastectomy, maternity
and extra long length in
our unique styling and fit.
For more information
contact Sarah Pikett on
01454 414045 or
07941 946769.
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Rucanor Swimming
Rucanor Sports has a comprehensive collection of
swimming apparel and equipment available throughout the
year. The current range includes diving masks and swimming
goggles, which will be further enhanced with an injection of
styles later this year.
All the products will be available with the new Rucanor logo and
the equipment products come in new sturdy clear plastic containers.
With anti-fog goggle trade prices starting from £2.50, there is a
huge opportunity to make good margins.
To make a selection contact your local Rucanor sales
representative or call 0845 230 0147. Alternatively,
email uk@rucanor.com

www.sportindustry.biz

Speedo bioFUSE technology

PERFORMANCE CR25

™

The two materials used to produce the
frame (polypropylene) and the seal
(Thermoplastic rubber) of the Speedo
bioFUSE goggles complement each other
perfectly. The hard frame offers rigidity
and structure, preventing the lens from
flexing when in use and eliminating
visual distortion under water, while the
flexible TPR seal follows the contours of
the face to ensure optimum comfort and
fit. The frame is moulded around the lenses,
creating an impervious bond between lens
and frame. For SS06 a new range of hand
paddles has also been developed using Speedo
bioFUSE technology.
Speedo UK: 0115 9167000.

C O M F O R T, F I T, VA LU E
Our Performance
CR25™ fabric is the
latest in high
performance chlorine
resistant fabrics. The
superior all-way
stretch and recovery
warp knitted fabric
ensures both comfort
and fit whilst offering
up to 25 times longer
life than conventional
swimwear in
chlorinated water.
CR25 offers a UPF50+
sun protection rating,
resists bagging and
fading and has a low
water absorbency
quick dry feature.

LASTS UP
TO 25
TIMES
LO N G E R
Spring/Summer range available now
call the sales hotline 01276 489089
www.zoggs.com

JUST SOME OF THE PRODUCTS THAT CPS DISTRIBUTE IN THE UK

A superb range of Swimming goggles and
corrective lenses for adults and children.

Innovative and stylish drysuits,
wetsuits and accessories.

CPS
Partnership Ltd

CPS Partnership Ltd is the sole UK distributor for a
wide range of sporting equipment manufacturers.
To see the full product range visit our website.

TUSA

World leader in high quality
sports diving equipment.

www.cpspartnership.com

SEAHORSE CASES

Competitively priced watertight protective cases yet still high
quality and rugged with a built-in automatic purge system.

AMABILIA HPRC

High quality and rugged watertight protective
cases with a built-in semi-automatic purge system.

For More Information On Our Products Please Visit Our Website.
Web: www.cpspartnership.com

Email: sales@cpspartnership.com

Tel: +44 (0) 1424 442663

www.asics.co.uk

Q U E S T I O N:

A) T H E
OFFERING

I F Y O U H AV E T H E C H O I C E B E T W E E N

F I RS T S HOE S

UNIQUE TECHNOLOGIES

E S P E C I A L LY D E S I G N E D F O R

NO R D I C

WA L K I N G,

AND

B)…

I T ’ S A ), M A N ,

I T’S

i n t e l l i g e n t

s p o r t

t e c h n o l o g i e s

A )!

IN SEASON NORDIC WALKING

Equipment

Gearing up for
massive growth
Nordic Walking has exploded across Europe - and
the sport looks set for success in the UK, says
Martin Christi of Nordic Walking UK
Nordic Walking is a style of walking
that was developed in Finland 10
years ago (in its current form) that
utilises special walking poles and a
technique that creates a highly
effective total body workout.
It is used as the main training
method for professional cross-country
skiers and can be undertaken on all
types of terrain, including city streets
and parks, beaches, forest, rough
terrain and hills.
The popularity of Nordic Walking
has exploded across Europe where
there are around 41/2million regular
participants - and the sport looks set to
repeat this popularity in the UK where
already several thousand people have
tried it via a nationwide network of
instructors. The appeal of the sport is
based on its effectiveness as a workout,
the attractiveness of getting
out and about in the great
outdoors, its suitability for
participants of all fitness
levels and
its ease.
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Total body workout
Nordic Walking utilises more muscles
than running or swimming - with up to
90 per cent of skeletal muscles
involved - and burns many more
calories than normal walking. In fact,
only cross-country skiing comes close
to Nordic Walking in terms of
delivering the most complete total
body workout available.
The technique is reminiscent of the
upper body workout of cross-country
skiing (upon which the sport is based),
and the use of specially designed
Nordic Walker poles means up to 46
per cent more calories are burned
compared with normal walking. Nordic
Walking also strengths the back, chest,
shoulders and arms.
We are encouraged by health
professionals and the government to
complete 10,000 steps per day. Hitting
this target through Nordic Walking
means you would also be completing
10,000 triceps extensions at the same
time - perfect for toning the back of the
arms and for releasing neck and
shoulder tension.
Studies have shown that, although
you walk faster and burn more calories
through Nordic Walking, it actually
feels even easier and more
comfortable than normal walking at
the same speed.

In terms of equipment required, there
is only one essential beyond
appropriate footwear to suit the Nordic
Walking gait, the terrain and the
temperature - special Nordic Walking
poles. Ideally, it is also best to select a
pair of special Nordic Walking shoes,
but any training or hiking shoes will do
- especially if you are just starting out.
Unlike standard trekking poles that
are generally adjustable, Nordic
Walking poles should be fixed.
According to Exel, the originator of
Nordic Walking poles and equipment,
it is important that those new to the
sport get the correct equipment for
reasons of both safety and getting the
technique correct.
Exel Nordic Walking poles have
other key differences to standard
trekking poles - they feature an
ergonomically designed grip rather
than a straight handle to comfortably
fit the shape of participants’ hands as
they follow the Nordic Walking
technique, the strap supports the hand
only from underneath and, once
adjusted, is fixed.
The strength of Exel Nordic
Walking poles comes from the use of
carbon composite rather than a metal
or metal/carbon mix - making them
extremely strong yet light. The shafts
are specially designed for Nordic
Walking and, unlike trekking poles, are
tapered towards the bottom, making
them feel even lighter when used with
a good Nordic Walking technique.
To calculate the correct pole length
for Nordic Walking, simply multiply
your height (in cm) x 0.68. Exel
Nordic Walking poles are available in
5cm intervals, so the ideal length is
simply rounded up or down.

Footwear
In terms of footwear for Nordic
Walking, ASICS UK has teamed up
with Nordic Walking UK and Exel to
offer retailers the complete Nordic
Walking package.
ASICS has four models in its A/W
2006 range that are designed
specifically for the demands of Nordic
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Walking. These are the Gel-Nordic Gore-Tex, the Gel-Navigator
WR, the Gel-Forest and the Gel-Yeti WR.
The Gel-Nordic Gore-Tex’s upper incorporates synthetic
nubuck reinforcements, a waterproof Gore-Tex XCR membrane,
Personal Heel Fit (a special foam heel construction that guarantees a
perfect fit around the wearer’s heel), 3M reflective tape (for poor
light visibility) and a Lace Pocket (a feature specially for Nordic
Walking that prevents poles becoming caught up in the shoe-laces).
The sole has an Impact Guidance System to enhance natural
gait, a SpEVA midsole (for improved bounce back on impact),
DuoMax (for smooth over-pronation control), Visible Rearfoot GEL
(a shock absorbing silicone pad), Space Trusstic (for more efficient
foot function) and an AHAR + outsole (high abrasion resistance
rubber to reduce excessive wear).
The GEL-YETI WR has a water resistant Teflon coating, mesh,
synthetic leather reinforcements, Lace Pocket and Personal Heel Fit.
The sole has a Solyte midsole (a cushioning material that provides
an exceptionally lightweight midsole with excellent bounce-back
and durability), DuoMax, Visible Rearfoot GEL, Forefoot GEL and
an AHAR+heel and AHAR outsole.
Says Andrew Freeman, ASICS’ Marketing Manager: “We’re
taking the Nordic Walking market very seriously, and all the signs
are that it will really start to take off here in the UK over the next 18
months or so just as it has in other countries around Europe.
“We have developed four shoe models specifically for the sport
for the first time. Nordic Walking makes slightly different demands
on the foot compared to normal walking or running, and these
demands have been accommodated by a combination of our
existing shoe technologies and some new developments specifically
for Nordic Walking to enhance the performance, comfort and
enjoyment of the Nordic Walker at whatever level they are.”
To get started in Nordic Walking it is best to seek out an
instructor to teach you the technique. These can be reached via
www.nordicwalking.co.uk - the site for Nordic Walking UK, which
trains instructors around the country to the standards of the
International Nordic Walking Association (INWA) and are
accredited by the Register of Exercise Professionals.

Social fitness
The greatest uptake of Nordic Walking in the UK to date has been
seen in individuals looking for a total body workout as an effective
alternative to running or joining a health club. With the focus much
more on social fitness than long distance walking, the sport will
attract many first-time or returning exercisers who will need to be
kitted out to exercise outdoors.
Health professionals are also excited by Nordic Walking as it is
such an ideal exercise for all sectors of the population. For existing
sports people, high intensity Nordic Walking workouts can achieve
heart rate levels of 75 per cent of maximal values,
and running turns up the intensity even further.
Lower intensity walking is great for people of all levels of
fitness as they can build up levels over time. Nordic Walking is low
impact, meaning you can work at a higher intensity for longer with
more ease than most training techniques. The poles reduce the strain
on knees and other joints and the actions strengthen the spine and
reduce back pain by increasing the rotation of the spine in every
stride. Nordic Walking is also very social and ideal for couples or
small groups who can work together and encourage each other to
progress.
For more information on Nordic Walking, getting in touch with
instructors and equipment retailers or information on training
programmes for fitness professionals, visit
www.nordicwalking.co.uk.
For further information about the ASICS Nordic Walking
range email info@asics.co.uk For stockists and further
information on ASICS visit www.asics.co.uk
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Allsport Medical Rugby First Aid Kit
Allsport Medical, a leading UK supplier of sports injury treatment
and prevention products, has launched a new Rugby First Aid Kit a lightweight, compact and portable kit stocked to deal with
common injuries sustained by players.
With the success of England’s rugby team in the last World
Cup, there has never been a greater level of interest in the sport,
particularly among younger people for whom appropriate first aid
treatment kits are essential.
The Allsport Medical Rugby First Aid Kit provides a
comprehensive first aid solution for all contact field sports
participants, both adult and children, including dressings and
bandages, cold packs, strapping, spray bottles, plasters and
resuscitation devices.
For more information contact Allsport Medical on 020 8203
1441 or email sales@allsportmedical.co.uk.
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a name known,
but not heard
GNG Sport is the UK’s leading
manufacturer of branded Rugby Training
Equipment, Contact Shields/Pads, Tackle
Bags, Contact Suits, Post Protectors, etc.
Last year saw many new brands
emerging, with Rugby still riding high on
the back of the last World cup, with
nervous anticipation of the next in France
2007, along with the tremendous start
England have made to the six nations
campaign, we are now seeing huge growth
in sales and supplying far more equipment
into Scotland, Wales, Ireland, Italy, France,
and throughout Europe.
In this professional rugby era the
coaches and the players demand the very
best training equipment; our customers
make sure they get it.
We are now looking to expand our
customer base still further, looking at brands
that have in the past not considered having
their own range of branded equipment, but
wish to realise the fantastic potential of
having there name out in as many clubs
schools, and organizations as possible, via
the best quality equipment.
“Its like having lots of advertising
boards at the fore front of the game,
promoting your brands bread and butter
retail range’s”, said Neal Spencer (GNG
Sports director)
GNG Sport have been manufacturing
and developing Rugby training equipment
for over ten years, And pride ourselves on
being the biggest name in rugby no ones
ever heard of’’
For further information
call 01924 - 400501
Or email sports@gng-group.co.uk

www.sports-insight.co.uk
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The New Rugby First Aid Kit
From Allsport Medical
Sports First Aid Kits that
won’t let you down

All kits include
Low allergy Zinc Oxide
adhesive that can
tear easily by hand
EAB Tape that conforms
to your body for
easy application
Single use Cold Packs
providing instant
and effective
cold therapy

Customised Kit Bags

To order or for more information about
our complete range of sports first aid kits,
contact Allsport Medical today.

0845 310 9799 (Ref: 395)
sales@allsportmedical.co.uk
Allsport Medical, 15-17 The Garrick Centre, London NW9 6AQ

Water resistant kit
bags can feature
your organisations
logo or brand

Allsport Medical
Prevention, treatment & care of sports injuries
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The “Nomis Brand is taking

the Rugby World By storm”
The growth of "Nomis" in Rugby has
been staggering as it has been
unexpected.From 8 players wearing the
glove during the Lions tour last
June,when we hadn’t even started
trading in the uk,the current position
demonstrates what the professional
world thinks of "Nomis". In the Six
nations International season,we are
getting great coverage in gloves and
boots,along with the extensive
coverage on sky via the Guinness
Premiership, the winter internationals
and general press..The glove success is
now developing into regular boot
requests as word spreads about this
performance product,which really does
make a difference. High profile wearers
of the gloves include Steve Thompson,
Marcus Di Rollo, Sean Lamont, Simon
Webster & Hugo Southwell and we
have just signed Internationally Chris
Latham, Matt Giteau,Wendell Sailor,&
Mortlock all from the current Wallabies
squad for both boots and Gloves.Sales
on these related products are doubling
every month,with this exposure and
the strong colour branding has
projected Nomis as a serious player
within the Rugby market.
The huge benefit for Nomis is that
it is a very intuitive brand,it is brilliant
in dry conditions and a player can feel
the benefits the first time he wears the
product,but when the products
delivers the same performance in the
wet conditions, then
professional/amateur players alike tell
their friends,fellow players and so
on,this is the best form of
advertising.Retailers are also talking
about "Nomis " as the new technical
brand that has stormed into the
market place.Intersport members voted
"Nomis the best up and coming brand
2005",National Club Golfer "best wet
weather glove 2005",this is against all
the top brands in these categories and
in a challenging market.Simon Skirrow
the owner and creator of Nomis(ex adi
guy responsible for co-founding the
predator for Adidas) says he has only
rolled out 20% of the technical side of
his brand,and over the next 5 years
retailers will see a brand that makes a
genuine difference to sports
performance.Along with a desire to
market,develop the retail
distribution,and offer modern
professional supply,where retailers

don,t have to order 5/6 months up
front,and offer decent margins that are
not under constant threat,"Nomis is
set to grow rapidly.
Rugby League,for the new season
Nomis are footwear sponsors for
"Salford City Reds and Doncaster
Lakers,and have signed Lesley
Vainikolo the top try scoring Bradford
Bulls winger.All these professionals be
it soccer,Union or league wear Nomis
because the product makes a
difference to their performance.

Tel: 01244 670187 Sales Manager: Steve Lee E: steve@nomissports.co.uk

W: www.nomissports.com
www.sports-insight.co.uk
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Teamwear
GILBERT are the Official Kit Suppliers to
a number of teams and tournaments
throughout the world.

Xact Rugby Shirt
Polo Shirt
Tour Jacket
Rain Trouser
1/2 Zip Fleece

For more information call 08450 66 1823

SPORTS INSIGHT PROMOTIONS

Gilbert keeping
ahead of the game
GILBERT, the world’s oldest rugby
manufacturer, has been developing and
supplying the highest quality rugby
balls since William Gilbert first provided
balls to Rugby School in 1823. The
continued evolution of their match ball
technology and engineering processes
has ensured that they remain in the
position of market leader over 180
years later.
The modern GILBERT is, however,
much more than just balls: over the
past decade the company has
expanded into all rugby product sectors
and is now one of the few brands
capable of equipping a club and its
players with all of their rugby needs.
The Xact Rugby Shirt is available
from stock in a variety of colours (Red,
Black, Navy, Royal, Sky and Green) and
Special Make Up versions can be
ordered to suit any club’s needs. A
performance shirt, reinforced for
additional durability, it has been
extensively tested at the highest levels
as the official match shirt of The Blue
Bulls in South Africa’s Currie Cup
competition.
The Xact Match short (available in
Navy, White and Black) is manufactured
from two-way stretch fabric (85%
cotton, 15% spandex) to ensure
minimal restriction on a player’s
movement. Nylon taping along the

seams and contrast piping result in a
short that is both stylish and solid.
The Tour Jacket and Rain Trouser
offer both individuals and clubs a
competitively priced option in
waterproof outerwear. The Rain
Trouser’s mesh lining and extra
long leg-zip make it ideal
for both training and
match-day
appearances.
For clubs planning
end of season tours, the Team holdall
consists of a large main compartment
and two end pockets. Manufactured
from a 600 deniers polyester it is the
ideal size for a player’s kit on matchday or the off-field necessities of a
touring side.
The equipment required by
players today, both on and off
the pitch, must
match their levels of
commitment and
performance and
GILBERT’s 2006
teamwear range has been designed
to keep up with the advances in the
modern game and ensure that
whatever the product you choose, it
has been Created to Perform.
For more information, please call
us on 08450 66 1823.

www.sports-insight.co.uk
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IN SEASON FOOTBALL
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Hummel Teamsport Catalogue
Hummel’s Teamsport Catalogue is now
available, featuring new styles for
2006. There are Equipo kits from
£200, authentic kits from £235 and
new design hooped and striped
shirts from £280. All the kits
utilise Hummel’s temperature
control systems, so offer superb
value for money.
The company’s technical
collection features breathable,
windproof and waterproof outer
garments and moisture management
for the playing jerseys.
Hummel’s 2006 football boot collection
is available from stock, alleviating retailers’
needs to hold stock themselves. Boots
range from £20 to £175 and feature the
latest Pittards Leather technology
combined with a ‘fashion’ twist.
Hummel: 0208 275 1170. www.hummel.dk

Adidas +F50 TUNIT

Penguin Sport Wash

This new football boot concept allows players to customise, adapt and
tune their boots to any weather, any pitch and their own personal style.
The +F50 TUNIT is constructed from three interchangeable
components - the upper, the chassis and the studs. Each component
comes in a variety of styles.
Weighing 75 grams, the lightweight chassis provides reduced weight
through less material usage, while the comfort chassis provides additional
comfort, cushioning and shock absorption at high pressure points such as
the heel and the forefoot ball area. The orthopaedic chassis has a
reduced sock liner to allow for the use of personal orthopaedic in-socks.
The lace cover provides a cleaner kicking surface, while the
specially developed adiHex microfibre is thin, soft and strong. The use
of this material has allowed Adidas to produce a very lightweight
performance boot.

Keep your kit in premier condition with
Penguin Sport Wash - a unique
biodegradable detergent that contains
no bleach, phosphate, brightener or
scent yet can remove mud, grass stains,
odour and even blood.
Unlike ordinary washing liquids
and powders, which leave a residue
to build up and hinder technical
aspects of the garments, Sport
Wash rinses completely,
restores wicking properties
and maintains breathability
of membranes. And if your
kit has factory-applied
waterproofing, Penguin
Sport Wash will restore it. All
that and there’ll be no
fading either.
With an SRP of £16.99,
Penguin Sport Wash will
wash around 18 loads that’s less than £1 a wash to
keep performance clothing
performing to its optimum.
Call 01923 242233 or visit
www.1000mile.co.uk for
more information.
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IN SEASON RUNNING

Running
HILLY Clothing ladies Twin
Skin Sock
HILLY Clothing Ltd has recently launched a
new sock for ladies, namely the Twin Skin
Moisture Management, anti-blister, doublelayer sock, in a popular pale blue colour.
The sock incorporates key features such
as a Meryl Skinlife inner sock, which is both
antimicrobial and wicking; a seamless toe
construction; an arch grip and 'Y' heel for
better fit; and Lycra in the outer sock for a
perfect fit.
The double layer construction absorbs
perspiration and wicks it to the outer sock,
helping to keep the feet dry.
For further details and information
about the complete range, contact
HILLY on 0161 366 8207.

Mizuno Wave Creation 7 & Wave Rider 9
This year sees Mizuno launch the Wave Creation 7. The shoe’s dynamic
cushioning properties have been improved by 19 per cent in the heel and 21
per cent in the forefoot, which is due to replacing the double parallel wave
used in the Wave Creation 6 with a new triple Wave construction.
The shoe has undergone the SmoothRide engineering development
process that was first used on the very successful Wave Rider 8 and Wave
Inspire in 2005. SmoothRide engineering is a holistic approach to running
footwear development that reduces shock vibration throughout the
running gait cycle.
This obvious benefit, along with the improvement in stability and flexibility,
make it a shoe worthy of its flagship position in the neutral category.
Working with the Wave Creation 7 is the Wave Rider 9, which has
always been a hugely successful shoe for Mizuno. Keeping the same
design characteristics that have been the reason behind its
success, the Wave Rider 9 is SmoothRide engineered to
ensure a smooth cushioned ride. And weighing in at
only 320 grams, the shoe has a real
performance feel to it.
Mizuno Corporation (UK):
0800 328 0180.
www.mizunoeurope.com
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Mizuno Wave Nirvana 2 & Wave Inspire 2
Highlighting the versatility and effectiveness of Mizuno's Wave Technology, its support
category is headed up by the Wave Nirvana 2, which is steadily building up a very loyal
following with runners and is supported by the ever popular Wave Inspire 2.
What makes Mizuno Wave technology so unique is that, by altering the materials
used and the amplitude of the Wave on the medial side of the shoe, it offers manageable
levels of stability without having to resort to heavy and restrictive medial 2nd densities.
This ensures the runner’s foot is guided and controlled, as opposed to restricted in the
pursuit of stability.
The Wave Nirvana 2 has a Wave plate that runs through to the forefoot and is
rubber on the lateral side for softer cushioning on impact, but then offers a high
degree of stability on the medial side by increasing in amplitude while also
using a stronger pebax material.
The Wave Inspire 2 follows on from the hugely successfully Wave
Inspire, offering the same blend of lightweight, responsive
cushioning and controlled stability.
Mizuno Corporation (UK): 0800 328 0180.
www.mizunoeurope.com

New styles from Saucony
To complement their acclaimed technical range of running shoes,
Saucony is launching new styles to cater for the new runner or
gym user who needs technical features, but isn’t looking to
make a big financial investment in their training shoes.
The Grid Cohesion (RRP £50) and the Grid Hightail (RRP
£40) will be supplemented by the Grid Acen (pictured) and
two off-road offerings, the Grid Cohesion TR and Grid
Excursion TR in August.
The new range takes technical features and lasts from
existing shoes, using technologies such as Grid and HRC
cushioning, and provides the traditional Saucony fit.
For more information contact Saucony UK on 023
9282 3664 or visit www.saucony.co.uk

www.sports-insight.co.uk
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To finish...

THE

RUNNING

1060

Divan: Physiotherapist and runner.

WHAT MOTIVATES YOU ?
Amateur or professional, fitness or elite runner, we all have
different motivations. To switch off after a hectic day or to
drop a jean size is as important to someone as completing
their first marathon. New Balance, supporting real people
and their pure motivations since 1906.
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Don’t get stumped
looking for your cricket kits
It is at this time of year that club cricketers
everywhere turn their attention to the
season ahead. Winter nets have been in full
swing for a while so they will now know if
that bat is going to last another season.
It is also the time when one club
member, usually a captain or secretary, is
designated with the job of arranging the
club playing and training kit. It seems no
longer acceptable for each player to turn
up in his own shirt and sweater, so a
complete set of embroidered clothing
is now a must for most clubs, and the
first port of call is often the local sports
retailer.
As Stephen Newell, Managing Director
of Exito explains, “Each year more and more
retailers are contacting us to provide cricket
kit for teams and schools in their area. They
call off shirts, sweaters, caps and trousers
from stock and we either organise the
embroidery or they arrange it locally.”
As Official Clothing Supplier to
Lancashire, Nottinghamshire, Warwickshire
and Yorkshire County Cricket Clubs, Exito
are committed to providing quality pro
standard garments and each year hundreds
of amateur teams choose to wear identical
clothing.
Newell continues, “We do not
differentiate between professionals and
amateurs. Our pro clubs are supplied from
the exact same stock that is retailed to
recreational teams.”
In the last couple of seasons, Exito have
noticed a sharp increase in the demand for
their range of training and leisurewear, as
well as the playing kit, but probably the
greatest interest has been in the replica
clothing.
New, extended agreements with their
County teams mean that Exito are now able
to supply to all retailers replica product that
was previously exclusive to the County
grounds. Exito are introducing new One Day
and Twenty/20 shirts for each of their
Counties for 2006 and retailers will have the
opportunity to stock all of these, along with
the more traditional County shirt.
For more information about replica
clothing and club wear, or to open an
account, please contact Exito sales on 01565
777300 or email info@exitosports.com
Exito Sports Company Limited, C1
Burley Heyes, Arley Road, Appleton
Thorn, Cheshire, WA4 4RS. Website:
www.exitosports.com

Craig White wearing Exito
long sleeved Ivory - Navy shirt

Chilton and Hodge in Lancashire Twenty/20 kit
www.sports-insight.co.uk
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ASICS Gel-Hockey Gold and Gel-Blackheath shoes
ASICS has a tradition of innovation in the field of functional running shoes
spanning many years and has employed this knowledge to develop its
hockey footwear range.
ASICS consulted the world’s top hockey players before development
work was carried out. The result: comfortable, functional, high-quality
hockey footwear that ASICS is delighted to launch in the UK.
ASICS’ Gel-Hockey Gold (SSP £75), the flagship hockey shoe,
incorporates the very latest ASICS technology and materials. The
result is a super-comfortable, lightweight hockey shoe with
outstanding shock absorbency.
The specific placement and shape of the cleats make it
possible to turn quickly without affecting the shoes’ exceptional
grip and stability. The ASICS Gel-Hockey Gold has been
developed especially for playing on (semi-) submersed fields.
Both male and female models available.
The ASICS Gel-Blackheath (SSP £70) is an entirely new
purpose-built shoe for hockey. With a multi-studded
configuration for all-over grip, including ‘push Off’ studs at the
front, exposed rearfoot Gel and forefoot Gel, SpEVA 55 Lasting,
gusseted tongue and removeable sockliner, the Gel-Blackheath is
destined to be a great commercial success for hockey retailers.
Both male and female models available.
ASICS: www.asics.co.uk
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STORE SECURITY
SPONSORSHIP

Raise your profile

If you want value for money in your search for new customers, there's
only one answer - sponsor something or someone, says Trevor Johnson

Gloucestershire
sports retailer Glyn
Parker sponsors a
women's football
team that wear his
logo on their shirts

What's the most effective way of
getting publicity for your business
that will bring the best return for
the least outlay? Is it press and TV
advertising, lavish promotional
events, painstaking leafleting or
relentless cold calling?
Of course, they all have their
place in a marketing strategy, but
according to a recent study by
Manchester Business School, if you
really want value for money in your
search for new customers, there's
only one answer - sponsor something
or someone.
"In the past five years
sponsorship-generated publicity has
become the lifeblood of small
business survival," says Dr Paula
Marshall, consumer expert at the
London School of Economics. "And
unless you actively promote a small
retail business its chances of survival
can drop by at least 30 per cent."

Inexpensive but effective
The good news is that the most
effective sponsorship promotions are
usually not expensive, but involve
bright ideas costing little more than
time and ingenuity. Ironically, the
bigger and more expensive the

sponsorship the less cost-effective it
will probably be.
"The more lavish the event you
sponsor, the less likely you are to be
noticed among the other sponsors,"
says Graham Green, chairman of
Meerkat Marketing Communications.
"You need to choose an event
where you really stand out and will be
able to talk to clients. For instance, at a
tennis match you will spend the whole
time watching the game, but at football
you have half-time in which to chat.
"Horse racing is very good, too there's plenty of time between races to
talk business. You can buy excellent
hospitality at racecourses for
something like £10,000."
Dozens of sports and oddball
events offer good sponsorship
opportunities. Recent wacky events that
have brought good business for
sponsors include home-made go-kart
racing, end-of-the-pier birdman contests
and even cheese rolling competitions.
Gloucestershire sports retailer
Glyn Parker sponsors a women's
football team that wear his logo on
their shirts. The same logo appears on
the dart flights of three local pub teams
and on rowing machines in a health
club. "The campaign cost me £3,000

and that was a lot of money to me, but
I've never regretted it," he says.
Parker also sponsors a youth club
skateboard park and provides a trophy
for a mountain bike event. "The sales
effect may be subconscious, but it's
certainly working," he says. Sales of
equipment for all these sports have
risen by over 15 per cent in the
past year.
But his best stroke was providing
the bikes on which an
environmentally conscious local
builder insisted that his brickies rode
to work every day to cut car pollution.
The story made all the tabloids and
brought Parker massive local and
national publicity. "You couldn't
afford to buy that sort of coverage," he
says. "And I got it for nothing."
Extreme sports have also proved
to be great sponsorship vehicles for
companies such as Red Bull, says
Louise Wilson, managing director of
Signature Sponsorship.
"Inventing your own award or
event is perhaps the best way of
ensuring that your sponsorship budget
is well spent," Graham Green says.
“Consultants have found that creating
your own event gives you greater
control and the opportunity to build it
for the long term. It can also be a lot

“unless you actively promote a small retail business its chances of
survival can drop by at least 30 per cent”
56

SPORTS INSIGHT

UK SPORTS BUYER’S GUIDE 2006 Don’t miss the opportunity of year-long exposure in this essential information source.
Tel 01206 505947 / 01206 500240 email guide2006@sports-insight.co.uk

cheaper than taking over the
sponsorship of an established event.”

Brighten their day
Studies have shown that people will
remember you if you've brightened their
day. Manchester mountain bike retailer
Dave Weston sponsors a lavish free
open-air pop concert on a local
recreation ground every summer - with
bikes available for punters to try.
"I do it mainly to thank people for
supporting a local store," he says. "But
in the month following last year's
concert, turnover went up nearly 30 per
cent. That can't be coincidence. Over
the years I have found that when the
shop gets publicity through sponsorship
it's always reflected in sales."
Weston confirms that you
invariably get out of sponsorship what
you put into it in terms of thought and
effort. "There's a lot more to it than just
sticking up a marquee with your name
on it," he says.
Graham Green says that investing in
sponsorship is like buying an unfurnished
flat. "You have to spend at least the same
amount of money again on advertising
and hospitality,” he explains.
He says that customer entertainment
is of vital importance and that the
sponsored event can also feature in
direct mail campaigns. But he warns:
"Do some serious research into the event
before getting involved with it for the
first time. Make sure you know exactly
what you're getting for your money."
Sponsoring the Cowes Week
yachting event enables Skandia, the
financial services company, to run a
marketing, branding, advertising and PR
campaign rolled into one. It's regarded
as a highly efficient way of meeting the
independent financial advisers through
whom Skandia largely sells its products.
Says Skandia's sponsorship manager,
Tim Sewell: "Sponsoring Cowes Week
has been a phenomenal success for us.
We are hitting over 60 per cent of our
target customers. For Cowes Week we
spend about one million compared with
three million for a prime-time TV
campaign. Last year we entertained
about 1,500 financial advisers. We also
get wide coverage in the media."
According to Wendy Stephenson,
managing director of Sponsorship
Consulting, it always helps for the
sponsor to talk to the organisers after
the event and work out just what value
for money the event yielded - and how
it could be improved the next year.
"A good sponsorship event is usually
a partnership where both sides sit back
and say, 'We really benefited from this’,”

she says. “You need to measure how
many people saw your name and how
well it was displayed. A good
sponsorship campaign is undoubtedly
one of the most cost-effective ways of
promoting a company."

Advance publicity
Studies have shown that good advance
publicity is essential to the success of a
sponsorship campaign. "If no one
knows that the event is on, they
obviously won't know you are
sponsoring it," says Bristol sponsorship
consultant, Leslie Humphries.
"Good advance press and PR
releases are vital. Make them crisp
and professional, not more that 150
words and with a picture or
illustration. Research shows that
potential customers will look at a
release for an initial two seconds. If
you haven't captured their attention by
then, it's in the bin.”
Humphries says that an efficient
sponsorship can do wonders for a
company's image: "Often the main
reason why a customer pulls out of a
sale is the fear of making a mistake.
So the higher the credibility of your
business image the easier it makes it

for the customer to buy without the
fear of having made a mistake.
"Making sales is often nothing
more than narrowing the distance
between buyer and seller and the
publicity from a successful
sponsorship can be invaluable here.
Humphries says that a successful
sponsorship campaign should:
■ Enhance your company's image.
■ Promote goodwill among both
customers and employees.
■ Improve executive relationships.
■ Create public awareness of your
company and what you do.
■ Give the firm a reputation for
public spiritedness.

Multi-faceted projects
Humphries recently negotiated a deal
for three computer firms to sponsor a
£4 million Manchester project making
21st century computer technology
available to business graduates.
"Not only will the project bring the
sponsors considerable publicity, but they
will also benefit by having the opportunity
to employ particularly promising
graduates who have been trained on their
equipment," Humphries says.

Choose an event
where you really
stand out and will be
able to talk to clients

www.sports-insight.co.uk
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SPONSORSHIP
"This is the way sponsorship is
going - multi-faceted projects which
have benefits far exceeding customerbased publicity. Being seen to be a
successful sponsor was recently shown
to influence over 40 per cent of
potential customers when it came to
placing an order."
But he stresses that some of the
most successful sponsorship
campaigns have been surprisingly
small and specialised - as in the case
of a Sheffield sports retailer who
underwrote a scoutmaster's expenses
for a year to save a scout troop for
underprivileged boys from closure.
Another small firm sponsored a
computer training programme for
single mothers wanting to return to
work and a third sponsored an outreach
programme for disabled students.
"Although these sponsorships
were not publicised, they have
brought intangible benefits to the
sponsors," Humphries says. "It shows
they are humane organisations who
deserve support."
Really big-money sports
sponsorship only dates back to the
1960s when advertising was finally
allowed on Formula One racing cars
and the first company logos appeared on
the Lotus and Honda marques in 1968.
Coca-Cola first sponsored the
Olympics 60 years ago and Gillette
paid £50,000 to sponsor the first
London Marathon in 1981. The
current sponsors, Flora, now pay
nearly £2 million a year.
In football, Chelsea accepted the
highest club sponsorship offer in
English football - a five-year deal from
electronics giant Samsung worth £50
million. This eclipses Manchester
United's recently terminated four-year
sponsorship with Vodafone worth £36
million and Arsenal's new 15-year tieup with Emirates.
Even so, the UK still lags behind
Europe when it comes to giant soccer
deals - Juventus has just agreed a £166
million 10-year link-up with Tamoil and
Real Madrid has signed a £70 million
five-year sponsorship with Siemens.
With such high stakes it's not
surprising that sharp practice
sometimes creep in. For instance,
when Visa sponsored the Salt Lake
City Olympics in 2002 bitter rivals
MasterCard ran an advertising
campaign saying, ‘You don't need a
Visa to get into Salt Lake City’.
The result? MasterCard became
associated in the public mind with
being linked to the Olympics - without
si
paying a penny in sponsorship.
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“Inventing your own award or event is perhaps
the best way of ensuring that your sponsorship
budget is well spent”
5 steps to successful sponsorship

1. Be clear on your objectives
Be very clear about what you want to
achieve by sponsoring a property - is it
to increase sales? To build a reputation
in a particular sport? To gain access to
hospitality facilities? Or to raise
awareness in a new market?
Sponsorship should be a central
part of your marketing strategy and not
dictated by the director’s favourite sport.
By keeping your business objectives in
mind, you’ll have a clearer idea of what
sponsorships will work for your business
and what won’t.
2. Research your options
Once you know your objectives, the
next step is to research your options.
Which suitable sports, teams and
athletes have sponsorship opportunities
that are within your price range? Do they
have existing sponsorship packages set
up? Are they proactive with publicity?
Many major sports clubs also
have second and third-level sponsors,
which don’t pay as much as the
primary sponsors, but do receive some
of the benefits.
If you want more ownership over
your ‘property’ you could look at
sponsoring an individual. In the run-up to
London 2012 there are a huge amount
of talented young athletes who need
funding and your investment now could
pay dividends in the next seven years.
Charities like SportsAid
(www.sportsaid.org.uk) can advise on
athletes local to you who are in the
running for success, or follow the
local press to see which sport clubs
are making the headlines.
3. Be prepared to pay more for
sponsorship exploitation
Many major sponsors pay more than
three times the initial rights cost to

exploit a sponsorship with publicity,
advertising and promotional material.
When deciding on a sponsorship, keep in
mind exploitation costs that may make it
more costly than originally thought.
4. Publicise your sponsorship
Local and regional press may be
interested in your support of a
homegrown team or athlete. Call the
newsdesks of local papers, TV stations
and radios or send round a simple press
release. If you can make the story quirky
enough - like Glyn Parker’s - it may be
picked up by the nationals.
You only have to look at the recent
national PR that Bovril received for
sponsoring Burton Albion during the
team’s FA Cup match with Manchester
United to see how a small sponsorship
can make big headlines.
5. Beware of ambush marketing
The organisers of many major sporting
events such as the Olympics and Football
and Rugby World Cups now have very
tight controls
over the marketing activity
■
that surrounds events to prevent
companies who aren’t official
tournament sponsors from gaining any
benefits of association.
If you latch on, unofficially, to a
sporting event you may be at risk of
legal action, which will ultimately harm
your brand. It’s a far better option to go
back to step 2 and research your
options fully to see which sportsmen
and women need sponsorship. As a
sponsor of an individual you may be
able to claim more legitimate
association to the event.
Sarah Kendall is Marketing and PR
manager for the sports brand agency
Benchmark Sport. For more information
visit www.benchmarksport.com
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www.michandra.co.uk

the

cincinatti
POOL TABLE
British Handmade
POOL TABLES | SNOOKER TABLES | DINER/GAMES TABLES
This excellent new full sized pool table has been developed by Michandra, to conform
to both high quality performance and robust use, at very attractive prices.
For further information contact us on 01706 877877 or visit our website www.michandra.co.uk
Michandra are part of the J&J Ormerod PLC Group and have been manufacturing
hand built snooker and pool tables in the North of England for the last 26 years.

A Revolution in
Personalised Sportswear
The Xpres Ultragraphics system enables fast and cost effective
production of one-off and low volume, single or full colour logos for
application to a huge range of apparel, accessories and sporting gifts.

●

●

Fast and easy production of
single and full colour logos
Produce from 1 to 100’s of
transfers profitably

●
●

Low consumable costs
From just £1,545 (inc.installation,
full training and warranty)

www.xpres.co.uk
Tel 01332 855 085
Fax 01332 855 080

E-TAILING

Content is king
If you dread having to update your website,
you need a content management system,
says Dave Howell
If you have a website you’ll know that
one of the major problems is keeping
its content up to date. But what if you
could use a system where all you need
to do is fill in a set of forms with the
new information you wanted on your
website’s pages and then, with a click
of a mouse, instantly update your site?
If that sounds like a great idea,
you need a content management
system (CMS).

Building the foundations
The art of good content management is
to first look at your website. Most
content management systems are based
on a set of templates and you decide
which areas of your site’s pages can
have their content updated.
Once you have decided this, the CMS
will allow you to change these elements
by simply updating them on a special
form. When you update your site, the form
simply does a ‘find and replace’ on any
elements you have changed.
The layout and design of your website
is, therefore, crucial when you’re looking
for a CMS. In fact, enterprise-level
systems will build the CMS and website
together as they are so closely integrated.
But these systems can cost hundreds of
thousands of pounds, as in most cases they
have to be built from scratch.
This doesn’t mean though, that
smaller businesses can’t make good use
of CMS as well. The development of
the Open Source movement, which
designs professional-level software
applications without charging
commercial prices, means that you can

still get your hands on high-quality
CMS without breaking the bank.

Content tools
Open Source content management
systems are mostly free, but this will
usually mean more work on your part
to get them operating properly with
your site. Also, if you thought
something that is ostensibly free will be
of low quality, think again. The web
design agency Third Eye Vision
(www.3ev.com) uses the Open Source
content management system Typo3
(www.typo3.com) to build websites for
its high profile clients. This is an offthe-shelf script that anyone can use as
the basis for a new CMS.
The script runs on your website’s
server and stores the content in a
database. The templates that the system
uses can be modified so you can design
the website you want. You’ll need to
know some HTML and how to handle
Cascading Style Sheets to get the most
from this CMS.
Going down the DIY route may not
be for you, as you’ll need some
technical skill to make the most from
these systems. Enterprise CMS from
companies like Sitekit (www.sitekit.net),
Ektron (www.ektron.com) and RedDot
(www.reddot.com) can be very
expensive if you need a bespoke
system built.
The good news is that there are
also hosted systems that aren’t as hard
on your pocket. UK-based Emojo
(www.emojo.co.uk) offers a hosted
package called Affino. It’s a modular

system so you can bolt-on additional
features when you need to.
If your needs are fairly modest take a
look at Edit My Site Online
(www.editmysiteonline.com). This is
another hosted package, but lets you use
just your internet browser to update your
site. And if you haven’t yet bought your
web hosting package, take a look at the
hosting service from Hyve
(www.hyve.com). It offers free set-up and
support of the Mambo
(www.mamboserver.com) CMS. Hosting
starts at just £8.99, so could allow you to
kill two birds with one stone.

Choose your CMS
carefully as costs
can easily spiral out
of control
© Telewest

Desktop CMS
If you don’t have the technical skill to
handle server-side scripts, there is a
new breed of CMS applications that
operate just like desktop software.
The first is Straight2web
(www.straight2web.net). Content is
stored in a Microsoft Access database
that you may already be using. Costing
just £99 (plus VAT), download the trial
software and give it a try.
A more polished desktop CMS
system comes from the makers of
Dreamweaver, which you may have
used to build your website. Contribute 3
(www.macromedia.com/software/contrib
ute) is, strictly speaking, a content editor
and not a content manager. Once your
site is built, you can then use Contribute
to edit its pages. If more than one person
will need to edit your site regularly, this
could be an ideal solution if you don’t
need to make many regular changes.
Which CMS system is best for your
site? There is no easy or straightforward
answer to this question.
If you have yet to move your business
online you’re in the strongest position, as
you can design your site and CMS system
in tandem. But even if you already have a
site, you can still put in place a CMS
system that will vastly improve your
efficiency when updating its content.
Do consider the Open Source
market as it has a lot to offer, but if you
do have to go down the enterprise CMS
route, keep an eye on the costs as these
si
can easily spiral out of control.

Contribute can allow
multiple users to edit
the same site
© Macromedia

“The layout and design of your website is, therefore, crucial when you’re looking
for a CMS. In fact, enterprise-level systems will build the CMS and website
together as they are so closely integrated”
www.sports-insight.co.uk
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Healthy competition?
How is the increase in manufacturers selling online impacting
on retailers, asks Nick Allen, chief executive of Zendor
As the internet’s continuous growth in
popularity shows no signs of slowing
down, more and more manufacturers
and brands are entering or
researching the online market.
With the sports retail industry
proving particularly tough, many
retailers are concerned about this
growing trend as they fear the increased
presence in their space will make the
fight for sales even greater. Yet, are
retailers right to feel so threatened by
this shift, or should they be welcoming
it as healthy competition?
In the majority of cases, the fear
stems from the retailer’s belief that the
manufacturer will undercut their prices.
However, this is very rarely the case as
driving down the perceived cost of a
product would not be in the best interest
of either the manufacturer or the retailer.

Brand loyalty
It is also important for retailers to realise
that many manufacturers who move
online have totally different objectives to
them. Instead of their primary interest
being short-term sales and profit from
the online channel, they are more often
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keen to increase brand loyalty and
retention, and thereby long-term profit.
As the internet has become such a
convenient tool for shoppers to research
purchases, many manufacturers are
capitalising on this by providing a
brand presence.
There are, however, manufacturers
and brands that set up transactional
websites with the intention of
generating an additional sales channel but is this really a cause for extra
concern for retailers? It is very rare that
retailers have exclusivity on a product
anyway, with some manufacturers, such
as Nike, selling directly to the consumer
via call centres, catalogues and its own
high street stores for years.

Added value
It is also worth retailers bearing in mind
that, due to the variety of products they
sell, it is almost impossible for them to
promote one single brand in its entirety.
Therefore, manufacturers who showcase
their products online provide potential
benefits, both for consumers who use
the internet as a research medium and
retailers who stock their product.

For example, more in-depth product
information on the manufacturer’s site
creates added value for the market as a
whole. An ‘informed’ customer who
has decided on a product will often go on
to investigate the lowest price on offer,
and in doing so will search numerous
retailers’ sites, high street stores and
catalogues before committing to the
purchase.
Retailers and manufacturers
presenting a consistent view of a product
will increase brand value, trust and loyalty
and, more often than not, retailers are
finding that they can ally themselves to
the value of a particular brand.
It does concern many
manufacturers that moving online will
alienate their retail partners, who may
see them as trying to go directly to the
customer. A good relationship between
a manufacturer and its retail associates
is vital for a brand to succeed;
manufacturers can’t afford to tarnish
this relationship through lack of
understanding.
If manufacturers communicate their
objectives to their retail network and
work together to achieve them, it is
possible for all parties to benefit, with the
perceived threat by the retailer being
reduced and the relationship maximised.

Online benefits
The more channels that are available to
consumers, the easier information is to
access, which ultimately will create
more sales. With manufacturers and
brands, from K-Swiss to Umbro,
moving online, it seems ecommerce is
becoming a must-have channel for
retailers and brands alike.
From developing a better
understanding of consumers to reaching
customers where brands are not
available on the high street, an online
store undoubtedly provides benefits for
both parties, and as long as the
relationship is managed correctly and
strategies are effectively communicated,
there is no reason why both can not take
advantage of the online boom, without
having a detrimental impact on the other.
Manchester-based Zendor handles a
range of fulfilment services for
retailers interested in moving into the
distance shopping arena. Zendor’s
services include channel development,
ecommerce, customer services,
logistics and merchandising.
For further information email
curious@zendor.com visit
www.zendor.com or call
si
0161 237 4900.
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To advertise here call 01206 505 947 or Email keith@sports-insight.co.uk
ATHLETIC / SCHOOL CLOTHING

MARTIAL ARTS
For All Your Martial Arts And Boxing Equipment

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

VIGA

Athletic Clothing Co. Ltd

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

TOP TEN HAYASHI SPORTS LTD
61 Warwick Road, Rainham,
Essex, RM13 9XU
Tel: 01708-522288
Fax: 01708-523322
Email: info@hayashiuk.com

SPORTS BOTTLES

Howard
Plastics

Howard Plastics Ltd
Tewkesbury GL20 8NB
Tel: +44 1684 298206
Fax: +44 1684 850425
email: sales@howardplastics.com
web: www.howardplastics.com

Sports Bottles
Manufacturers

Small quantities of printed bottles now available

RACKET SPORTS

TRAMPOLINES

Tretorn
Pressurised •
•
•
Pressureless •
•
•

Z Tour
Championship
Z Tour Trainer
Plus
Micro X
Micro X Trainer

SPORTS WEAR

Low • Mini Tennis Red,
Compression Orange & Green

Tel (01189) 770828
info@2ndserve.co.uk

EPOS/STOCK MANAGEMENT

Retail Systems Group

Authorised reseller of the
Microsoft Retail Management
System and our Retail VPoS
System for Sage Line 50.
www.RetailSystemsGroup.com

Tel: 0121 742 0484
CRICKET SWEATERS

SOCKS

Custom-made cricket sweaters

Tel: 0116 283 9427
Fax: 0116 244 0193

in club colours.
Plus Bowls/Schools/Golf.

Contact: Balmoral Knitwear

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

• Football, Rugby, Hockey and Back-to-School socks
• 150 designs & colour-ways, all sizes ex-stock
Manufacturers
• Knitted-in logos • In house design
and suppliers of the
• Cotton Feet • Padded Soles • Extra Stretch
revolutionary EuroSock

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

TEAMWEAR
With our in house manufacturing we can offer youconsistency in colours, styles & quality, in
your own design or adapt our existing range to suit your team colours, branded with or
without the Spall logo. Repeat order’s (no order too small)

CUSTOMISED MANUFACTURING
•
•
•
•
•
•
•
•
•
•

SOCCER
ATHLETICS
RUGBY
BOXING (VESTS)
HOCKEY
BOWLS
BASKETBALL
TRAINING WEAR
NETBALL
SOCKS

Rugby

N E W

Soccer

Training
Wear

Hockey

C A T A L O G U E

Basketball

Netball

www.spall.com
Visit our website to view our full range
or ring for a free colour brochure.

O U T

N O W

Spall LTD, Factory Street,
Dudley Hill, Bradford,
West Yorkshire, BD4 9NW.
TEL: 01274 689968
FAX: 01274 652265
E-Mail: sales@spall.com
Web:www.spall.com
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BOXING / MARTIAL ARTS

TABLE TENNIS

UK Table
Tennis Ltd
The Table Tennis
Specialists
Phone: 020 8540 2500
E: sales@uktabletennis.co.uk

Insight

Fax: 020 8540 2524
W: www.uktabletennis.co.uk

Importers, Wholesalers & Suppliers
Tornado Professional
Boxing & Martial Arts
Equipment
TEL: 020 8897 2525
www.tornadosports.co.uk
E-mail: info@tornadosports.co.uk

The Undisputed Champion

RACQUET RESTRINGING

EPOS / CHIP & PIN

MERCHANDISING
OFFICIAL PREMIERSHIP FOOTBALL SOUVENIRS
Full ranges of the UK’s top clubs’ official
merchandise available to retailers at wholesale prices.
More than 100 great selling lines including:
hats & scarves; stationery; soft toys; footballs; keyrings
& badges; T-shirts; gifts & souvenirs etc.
T: 0161 282 0770 F: 0161 282 0733
E: info@globalfootballcompany.com

Introducing a great range of official FA-licensed England merchandise for the 2006 World Cup! A brand new range of '3 Lions' caps and hats to complement our flags,
scarves, car air fresheners, minikits, footballs, keyrings, badges, mugs, drinking bottles, wristbands, stationery, plush toys etc etc.
Call now for full details while stocks last!

SWIMMING EQUIPMENT

BOXING / MARTIAL ARTS

FCSI Ltd
Exclusive Licensee for Everlast, Boxing/Martial Arts &
Weightlifting Benches, Dumbbells, Barbells & Gloves

Tel: 0207 861 9934
Fax: 0207 863 7510
Email: ade.adelano@btinternet.com

Sports
Insight

EMBROIDERS

I D E RY

NO MINIMUM ORDER

EMBRO

To advertise in the
Sports Insight Directory
contact Tim Wilby
on: 01206 500240 or email:
tim@sports -insight.co.uk
www.sports -insight.co.uk

DESIGN SERVICE

ALL TYPES OF SPORTSWEAR
AND ACCESSORIES

✥ Embroidered with your✥club logo/design or name
✥ Sew on badges available ✥

01487 711884

email: adartembroidery@yahoo.com

TAIL-ENDER

Under the counter
A sideways look at the world of independent retailing
My accountant's marriage has been
going through a sticky patch. His wife
works as his secretary and apparently
the confrontations, rows and silent
sulks were taking their toll.
"I really began to wonder whether it
had come to the parting of the ways," he
said. "Then I did some figures on the back
of an envelope, thought about what lifting
all those filing cabinets down the stairs
would do to my dodgy back - and took her
to Paris for the weekend and opened a
charge account for her at Monsoon."
I'm delighted to report that the story
has had a happy ending. His wife's
glamorous new image attracted the
attention of a visiting insurance salesman,
with whom she's now living in a bedsit
outside Croydon and my accountant has
been able to convert the main bedroom
into a really super office. He also has a lot
more time to play golf and we're having a
game tomorrow.
Of course, not everyone is so
fortunate. There was a case in the papers
only the other day of a divorced selfemployed retailer whose wife claimed half
the value of the shop. He ended up
sleeping in a deckchair in a friend's garden
shed until he was evicted by a delivery of
early seed potatoes.

Perfect partners
Such incidents only highlight a problem
every self-employed retailer should
consider before taking on his wife or
girlfriend as a business partner, and I speak
as someone who has been in that situation
for over 10 years - and has the scars, and
the overdraft, to prove it.
At first sight, the scenario sounds
promising - a leisurely breakfast, a stroll
around the garden before sending the wife
to open the shop and get the kettle on
before you arrive.
"I'll bring your coffee into the office,"
says your partner with a fond smile. "We
don't seem too busy this afternoon so I
thought I'd nip to Tesco. Salmon steak all
right for supper?"
Tell that to my friend Monty, who is in
partnership with his wife in a suburban
sports clothing shop a few streets away
from us. I use the word partnership loosely
- they haven't exchanged a civil word for
four years to my knowledge.
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Monty keeps the shop open all
hours, even on Sundays, as he
desperately tries to earn money for
the alimony he would be delighted to
pay if only his wife would agree to
divorce him.
We get quite a few customers who
come to us because they can't buy what
they want at Monty's, mainly because
his attention seemed to be elsewhere like the time his wife was attacking the
office door with the angle grinder she
bought in a B&Q cut-price sale or
cutting the coaxial cable off his till with
the bread knife when he was giving
change for a Charlton Athletic shirt.
Indeed, the only time Monty seems
to be guaranteed a bit of peace is a
couple of hours at home on Monday
and Friday nights, when his wife leaves
the house to work as a voluntary
marriage guidance counsellor.
Apparently, they first discussed
divorce in the car from the church to
their wedding reception in 1988 and
things have gone downhill ever since.
When I once asked why they still went
on holiday together, Monty replied that
he would rather take her with him than
kiss her goodbye.
Most of Monty's limited spare time
is spent looking in estate agents'
windows for some premises he could
afford to buy as a home and shop, and
so escape from the living hell in which
he resides.
So far he's been unsuccessful, and
when he foolishly left the details of a
derelict butcher's in Peckham lying
around, his wife, in an orgy of

revenge, cut the toes out of three
dozen Arsenal away strip socks and
stuck a four foot high notice on the
shop window reading ‘My husband
tortures our dog’.

Tension
An extreme case, I grant you, but few
independent shopkeepers who work
with their wives or partners will be
unfamiliar with the tension that
descends behind the counter when
your better half seems to be spoiling
for a fight.
Current unjustified criticism of
my behaviour at work includes:
■ Leaving coffee stains on the
running shoe display cabinets.
■ Putting commercial rubbish in
domestic black bin bags (horror!)
■ Letting the final demands pile up.
■ Saying, "Who's that?" while the
phone's still ringing.
I suppose I should be thankful
that such minor bones of contention
are all I have to worry about after a
decade of spending both my home
and business life with the same
person and that, all in all, a little
appreciation of my long-suffering
wife and business partner would
maybe not go amiss.
On reflection, it seems only
sensible to keep Paris and the
Monsoon account in reserve for the
next epic marital humdinger. In the
meantime, no one could object to a
Marks and Spencer voucher and there
are apparently some very reasonable
midweek winter breaks to Guernsey. si
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Calling all

RETAILERS & DISTRIBUTORS

Boost your profits!
Try us - Sports Leisure or School wear products
Try us - Garments or uniforms for staff or one off events
e football netball basketball or hockey teams
Try us - Single
or large corporations

Netball

Team Colours offers its services to the trade making
the full range of their sports leisure school and
corporate wear available to distributors and
retailers

increasing number of retailers and
Basketball Andistributors
have become regular customers

Football

as they realise there are big profits to be
made from our ability to fulfil the most
diverse criteria in style colour size or
quantity on time and within budget

Rugby

Customised orders can normally be
supplied within   weeks

Hockey

Our exceptional customer service
lowest prices and sheer
versatility ensure the best deal
for whatever requirements
you have

Tennis
Top value
top
quality

We also offer embroidery
printing sublimation
printing at truly
competitive prices

Equestrian
Corporatewear
Leisurewear
Schoolwear

Subli print on T shirts

caps and polos

jackets

rugby shirts

Embroidery, printing, etc.
Visit our website

urs.co.uk
www.team-cotslom
ore!
and see lo

All enquiries alw

ays welcome

Fitness

Telephone    or   
or email enquiries@team colours co uk
quote code SI  for special rates
Team Colours Ltd

Bags

www team colours co uk e mail: enquiries@team colours co uk
Dept SI   The Maltings Stanstead Abbotts Hertfordshire SG HG
      Fax   

