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Get down to the 
Off-Price Show  
– the only European 
event where you can 
pick up unbelievable 
deals on current sportswear 
and footwear of all leading brands. 
Thousands of unrepeatable offers! 

To pre-register as a visitor, go straight to 

www.offpriceshow.co.uk
or call +44 (0)20 7733 5102

NO.1 FOR 
SPORTS 
DISCOUNTS!

18th & 19th 
MARCH 2007 
OLYMPIA, LONDON

Organised by Thirty FortyNine 
under licence to

Register for your FREE tickets at:

www.thirtyfortynine.com/smex

The Sports Merchandise Exhibition

t: +44 (0)20 7798 8500

The ninth annual Sports Merchandise Exhibition 
will take place from 9am until 5pm on Monday 
the 5th of March 2007. This specialist event is 

dedicated to all aspects of the sports merchandise
industry and covers a multitude of merchandise 

involved in a diverse range of sports and activities.

Everyone from the industry will be there 
- can you afford to miss out?

5 MARCH 2007 
CHELSEA FC

From 9am - 5pm,
The Great Hall, Chelsea FC, Stamford Bridge, London

the 
specialist

event
for the Sports Merchandise Industry
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This year’s Sports Merchandise Exhibition, which takes place on
March 5 at Chelsea Football Club, is going to be the biggest ever,
with well over 100 companies exhibiting.

A large range of products will be on display from across the
merchandising industry, including awards, calendars, embroidered gifts,
glassware, key rings, t-shirts and wristbands.

Sports Merchandise is open from 9am to 5pm and entry is free. Visitors
can either pre-register at www.thirtyfortynine.com/smex or register on the
day. Free refreshments and lunch is available at the event, too.

SPORTS INSIGHT

Biggest ever Sports
Merchandise Exhibition

DON’T OVERLOOK ARCHERY
Archery is part of the UK’s heritage - for centuries it was
compulsory for men to practise on the butts every Sunday
morning after church. And it’s still a sport that people want to try.

However, archery specialist Petron has found that some
sports retailers are nervous about stocking archery products,
mainly because of a perception that they require a significant
amount of product knowledge.

But, says manager Sue Matthews, Petron supplies beginner’s
archery equipment that is very simple to sell. She explains: “We
have bow kits where a customer gets everything they need in
one package - bow, arrows, finger and arm protectors. 

“All retail staff need to know is what size of bow to
recommend. Petron offers an easy-to-follow guidance sheet or
face-to-face training, so staff can feel confident in the products
they are selling.”

Advice is available from admin@petron.info,
www.petron.info or 01296 632573.

WHAT’S NEWS
Send your news stories to the Sports Insight news desk at siedit@partridgeltd.co.uk or call 01273 719900
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

With just over a month to go before the arrival of the next shoe in the
ProGrid range, Saucony has seen its current UK advertising push in
support of the brand's multi-million pound global ProGrid launch reap
huge dividends, with a sharp increase in sales across the country.

March will see the arrival of the Omni 6, which will be followed in
April by the Hurricane 9. Both feature Saucony's ProGrid technology.
Incorporated into the innovative ProGrid platform is a new material called
Respon-Tek, a blend of foams and synthetic rubbers that create a platform
that cushions and responds with every stride.

ProGrid is a development of Saucony's Grid protection technology,
which has been designed to improve the cushioning qualities in the
company's premium range of running shoes.

Commenting on the success of the launch campaign, Jonny Quint,
Saucony's Brand Manager, said: "We saw that 2006 was turning into a
record-breaking year for us and now with the impact of the launch we
have surpassed even our most optimistic projections.

"The interest stimulated by the effectiveness of the campaign caused
us to sell out of product and forced us to fly in extra stock to meet
demand. A tremendous position for the brand to have reached and a
genuine reflection of all the efforts put in by the entire team here."

Saucony launch
drives sales
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ISPO CHINA WINTER
MARCH 14-17
Beijing National Agricultural Exhibition Centre

SENI 07
MAY 19-20
ExCeL, London

GRASS ROOTS FOOTBALL 
SHOW 2007
JUNE 9-10
Ricoh Arena, Coventry

OUTDOORPREVIEW
JULY 3-5
Harrogate International Centre

ISPO SPORT & STYLE
JULY 8-10
New Munich Trade Fair Centre

OFF-PRICE SHOW
MARCH 18-19
Olympia 2, London

ISPO RUSSIA WINTER
SEPTEMBER 5-8
Crocus Center, Moscow

THE OUTDOOR TRADE SHOW 2007
OCTOBER 3-5
Stoneleigh Park

GOLF EUROPE
OCTOBER 7-9
New Munich Trade Fair Centre

STAG BUYING SHOW
IN ASSOCIATION WITH SPORTS INSIGHT

NOVEMBER 18-19
Heythrop Park Hotel & Country Club, Oxfordshire
For further information call STAG on 01793 715406

Diary Dates COLUMBIA OPENS NEW SHOWROOM
Columbia Sportswear Company has opened new showroom facilities in the
Kendal area consisting of three showrooms displaying combined apparel,
footwear, accessories and equipment in the company’s Titanium, Active and
Lifestyle product categories.

“The opening of this showroom is in line with our strategy to provide a
committed support network for all our customers,” says Field Sales Manager,
Dan Trapp. “Last year we introduced an in-house sales force dedicated solely
to Columbia and now the new showroom allows more customers to see
Columbia in a permanent and focused environment.

“The breakdown of the line into Titanium, Active and Lifestyle also allows
us to present exactly what our customers need. This combined apparel and
footwear approach ensures we are able to show a head-to-toe offering in
each category.”
For a range presentation contact Dan Trapp on 07967 500505.

ASICS is one of the world's great sportswear brands. Due to
expansion in the business, ASICS UK Limited is seeking to recruit
new ASICS Technical Representatives in the UK. Of  graduate
calibre, ideally with a Sports Science background and strong
communication and PC skills, this position would suit a dynamic
and commercially aware individual. With a thorough knowledge of
the sports retail environment, the candidate will also be able to
demonstrate interest in the role, strong teamwork skills and
where and how they "made a difference".

This role will involve significant interaction with key customers, 
consumers and other ASICS personnel. Training of retailer personnel
and provision of technical advice to consumers are the key elements
of the role. Detailed technical training will be provided.

Extensive travel within the UK is involved, so a full driving licence will
be essential. Support at Exhibitions and other promotional and race
events will be required, which will include weekend working and
unsocial hours. NB: Weekend working will be offset by nominated
days in lieu.

Please send your CV with a covering letter to andrewf@asics.co.uk or
by post to:-

Andrew Freeman, 
ASICS UK Limited,
Europa Boulevard, 
Gemini Business Park
Westbrook, 
Warrington WA5 7YS

Closing date for applications is
Wednesday 21st February 2007.

ASICS
T E C H N I C A L  R E P R E S E N TAT I V E S
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P2i Ltd has unveiled a new space-age technology that repels water
from sports shoes.

Known as 'ion mask' and developed to protect soldiers from chemical
attack, the revolutionary process applies a protective layer - just nanometres
thick - over the surface of a shoe by means of an ionised gas or 'plasma'.

The treatment not only coats the external surfaces of the shoe, but also
the inside, between and around the individual fibres, making it particularly
effective on shoes containing synthetic materials.

Invisible to the naked eye, ion mask allows the foot to breathe, but
stops water seeping through the sides of a shoe - bouncing off the surface
instead like beads of mercury.

Unlike conventional waterproof treatments that require additional layers to

be sewn into the shoe during manufacture, which add weight and can result
in poor fit, the ion mask treatment is applied after manufacture and does not
compromise fit or weight. Furthermore, the process treats all materials within
the shoe at once, coating synthetic materials as well as leathers.

"However seriously you take your sport, it's more enjoyable with cool,
dry feet,” says P2i Ltd's Technical Director Dr Stephen Coulson. "Where ion
mask comes into its own is in serious competition.

"Getting wet feet during a marathon can mean blisters and taking
water on board can weigh down tired limbs and affect performance. Having
shown the new technology to a number of leading sports shoe brands,
several are considering ion mask enhancement for their footwear to give
their products the edge."

HILLY TO DISTRIBUTE DRYZONE 
HILLY Clothing Limited has signed an agreement with Dampire
Ltd to distribute its popular DRYZONE shoe dryer to specialist
running and general sports stores.

DRYZONE dries without heat, power or effort and is simple,
hygienic and very effective. It is globally endorsed by Salomon
Snowboards and won the ispo award for sports innovation.

Says Guy Tinsley, managing director of Dampire Ltd: “This is a
very exciting development for DRYZONE. HILLY’s reputation and
presence in the running and general sports markets is second to
none, so for us they were the natural choice to bring DRYZONE
to mainstream sports consumers. It will be a great partnership.”

Graham Richards, managing director of HILLY, told Sports
Insight: “DRYZONE is a great addition to our range of technical
socks and accessories. Drying wet trainers/shoes is a problem and
so DRYZONE is a perfect product for all sports people.”
For further information call HILLY on 0161 366 8207.

NEW WATERPROOF TECHNOLOGY REVEALED

...HILLY has appointed Peter Riley (pictured)
as its Marketing Manager. Riley is the current
English Cross Country Champion and one of
the UK’s leading distance runners. He was the

first British runner to finish last year’s London Marathon, with a time of
two hours 14 minutes…Nike has appointed apparel executive Heidi
O’Neill as the head of its global women’s fitness business… Life
Fitness has made Jon Bennett its Territory Development Manager. He
will report to National Sales Manager, Murray Rudkin, and head up the
sales and telesales teams that cover the Midlands area…Columbia has
made Andrew Huddart the company’s new Key Accounts Executive,
promoted Abbey Bradley from Visual Merchandiser to Sales
Representative - Footwear & Equipment and Oiwah Chong from PR
and Promotions Assistant to Marketing Communications
Coordinator…Grays is looking to recruit an Area and New Business
Development Manager to strengthen its existing sales team in north

London and the surrounding
counties. For further information
send a copy of your CV and current
salary details to Richard Gray, Sales &
Marketing Director, at Grays of
Cambridge International Limited,
Station Road, Robertsbridge, East
Sussex TN32 5DH or by email to
richardgray@grays-int.co.uk…Jennie
Price has been appointed the new
CEO of Sport England and will join
the organisation in April 2007…
Martin Snedden, the head of New
Zealand Cricket, is leaving his post to
lead the company organising the
2011 Rugby World Cup…

Transfer 
Market
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"In order to play darts, you need a 
dartboard and some darts" 

Bobby George states the obvious

…StreetGames was launched on January 17 at
the House of Commons, with Secretary of State
for Culture, Media and Sport and Olympics
Minister Tessa Jowell speaking at the event. The
charity has been created to help increase sports

participation among young people living in disadvantaged communities
and is funded by Sport England, the Football Foundation and the
Government’s New Deal for Communities programme…The Swimming
Teachers’ Association and Aqua Sphere UK have agreed a plan to combine
their expertise to promote the benefits of swimming for health and
fitness…The England team shirt is the most popular football shirt across
China, according to a new study of the strength of interest in international
football across China by Warwick Business School. England is also by far
Chinese football fans' most favoured international team, beating Brazil,
Argentina and Germany…More than 40 per cent of football fans have cut
the number of live matches they attend this season as rising costs of
following the game hit home, according to new research from Virgin
Money. The company’s Football Fans Price Index shows the cost of going
to games has risen by 17 per cent since the start of 2006…JJB Sports
founder David Whelan has sold shares equivalent to 8.6 per cent of the
company, netting himself £50 million…OPRO, the world’s largest supplier
of premium, custom-fitting mouthguards, has been awarded the CE mark
for its range of mouthguards - the Medium, Heavy and Pro-Impact. OPRO
custom mouthguards are the only ones in the world to have passed this
CE accreditation...The ECB has blocked a move by the RFU for the latter to
use the Twenty20 moniker for a new grassroots rugby tournament. The
RFU is looking for a brand name to promote its new grassroots concept,
which is designed to bring players who have previously played amateur
rugby at grassroots level back into competitive games…Sochi (Russia),
Salzburg (Austria) and Pyeong Chang (Republic of Korea) have been
confirmed as the three cities bidding to host the 2014 Winter
Olympics…The Olympic Torch is to be taken to the summit of Mount
Everest as part of its route to Beijing ahead of the 2008 Games…Event-
owner England Squash has concluded a five-year agreement with the
internationalSPORTgroup that will guarantee the future of the British
Open Squash Championships until 2012. The Dunlop British Open -
Manchester 2007 will be held at the National Squash Centre, home of the
sport's Commonwealth Games action in 2002, from September 18-24…

Sports
Shorts

STAG announces ispo partnership
STAG, the
UK's largest
sports
industry

buying group, has announced the
formation of a partnership with
global trade show brand ispo.

The deal means ispo will be
exhibiting at STAG's trade show in
November as a further commitment
to the new partnership, which will
give STAG members a greater
opportunity to enjoy access to ispo
and the international sporting 
goods industry.

Says STAG's joint managing
director Ricky Chandler: "For some of
our members this new partnership
will provide their first opportunity to
see what has become the world's
premium sports industry exhibition,
seeing product developments and
market trends first hand and enjoying
the chance to network with key and
emerging brands that will, ultimately,
have impact on their own high street

retail businesses."
STAG membership now stands

at over 400 businesses, with a
combined high street presence of
570 retail outlets. January saw the
addition of Trophyman Sports,
Southampton; Pykes Sports,
Scarborough; Angling and
Outdoor, Cleator Moor; Planet
Sports and Trophies, Newcastle
Upon Tyne; Total Sports,
Sunderland; A3 Sports, Liphook;
Any Sports, Bristol; Spartacus
Sports, Norwich; and Angling &
Hiking Centre; Barrow in Furness.

Says joint managing director
Ward Robertson: "Since acquiring
STAG in July 2003, the buying group
has recorded an astounding 83 per
cent growth and is now one of the
most dynamic retail business channels
for the sporting goods industry.

"We ended 2006 with a
positive focus for our members and
will continue that progressive stance
in the year ahead."

EAS the world’s No1. in sports nutrition is proud to be the offi cial 
sports nutrition supplier to athletes and clubs across the UK including: 

Sale Sharks, Leicester Tigers, Everton, Tim Don - World Champion 
Triathlete and Nicole Cooke - Women’s Cycling World Champion. 

STOCK THE PRODUCTS THE PROS USE
Call 0870 350 3270 or email sales@eas-uk.info

FUEL THE PASSION
FEED THE POTENTIAL

For athletes and fi tness 
enthusiasts who want to be 
their absolute best, you can 

help them achieve it...

...stock the products the pros use.

www.eas-uk.com
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WHAT’S NEWS
Send your news stories to the Sports Insight news desk at siedit@partridgeltd.co.uk or call 01273 719900
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

…Puma has become the official supplier of all professional golfer Hideto Tanihara’s (pictured)
golf footwear and apparel. Tanihara has won four tour titles in Japan and earned second place
in the prize money rankings in Japan for 2006…Portsmouth FC and OKI Printing Solutions
have extended their shirt sponsorship agreement until June 2009…Club Brugge, winner of 12

Belgian League titles, will become the 'face' of Puma in Belgium from July 1…adidas and Croat tennis player Mario
Ancic, ranked 9th in the current INDESIT ATP Ranking, have entered into a long-term agreement for the 22-year-old to
become a key ambassador for the new adidas Classic Polo apparel range... London brewer Fuller Smith & Turner plc has
signed a three-year agreement for London Pride to be the official beer of the Flora London Marathon from
2007…Warrington Wolves has signed EAS as its preferred sports nutrition supplier…Lotto is the new sponsor of the
Liquigas Pro Team bicycle racing team. The Italian brand will supply the team with technical after-race materials, clothing,
footwear and accessories for the whole of 2007. Liquigas is Italy’s leading company in LPG distribution and has been the
sole sponsor of the Liquigas Pro Tour team since 2005…Rugbytech’s expansion in the UK continues with two
sponsorship deals with Gloucester and London Irish, commencing July 1. Known for quality protective products,
Rugbytech is to launch a range of replica and leisure clothing, having recently joined forces with innovative brand Nomis
UK to expand distribution…Darren Clarke will wear Stuburt on tour in 2007. The 38-year-old Ulsterman, who has
signed a three-year deal, will help to develop a Darren Clarke range of Stuburt golf shoes…Prince has been appointed the
'Official Racket' of the English Grand Prix - Nottingham 2007, a new squash championship that has been introduced to
the Men’s PSA World Tour in September…Speedo has signed up Tae Hwan Park, a 17-year-old Korean swimmer who is
widely considered as one of the best up and coming athletes on the international scene....

Sponsorship
News

TOP PERFORMERS
FORCE OTHERS TO
RAISE THEIR GAME
A staggering 98 per cent of last year’s sales
growth in the UK sports and leisurewear
industry was enjoyed by just 39 companies,
according to a new analysis of the market by
industry commentator Plimsoll Publishing.

The flipside is that many others are
struggling to survive in an atmosphere of
declining sales and increasing debt, with at least
91 companies staring failure in the face.

The assessment confirms that constant
rounds of consolidation are creating ‘super
companies’, which are exerting an increasing
control over the market. Most of the companies
in question are large concerns with sales of over
£10 million. But five have sales below that figure
- an indication that it is not simply a case of
smaller firms being squeezed out of the market.

Says David Pattison, Senior Research Analyst
at Plimsoll: “Looked at separately, these 39
super companies are great news for the
industry. Yet the reality is much more disturbing.
These companies are forcing such intense
competition that others are battling for survival.

“Unless some of the worst performing
companies start to come to terms with the
financial implications of flat or declining sales,
they will go bust or be forced to sell up. It really
is a time of either tears or joy.”

The full analysis contains an individual
profile of each of the UK’s top 500 sports and
leisurewear companies. It shows at a glance the
impact the changing market place is having on
each one.

Sports Insight readers can obtain the full
report for £300 (a discount of £50) by quoting
the code PR01 when ordering online at
www.plimsoll.co.uk or by calling 
01642 626400.

RONHILL REPORTS 20% TURNOVER
INCREASE
Ronhill, the British running apparel brand, has posted a
20 per cent increase in turnover, exceeding its sales
forecast for the half-year period to October 31. At the
same time, the company has also launched its biggest-
ever marketing drive in support of its Vizion collection
and a range of accessories.

Says Mike Deegan, CEO of OSC Group, which
owns the brand: "We see the market increasing at
around five per cent currently, which makes our
success even more marked. Whilst our sales have flat-
lined over the past few years, I have always believed
that Ronhill would eventually take its place as the
leading British running apparel brand."

Analysing the reasons for the company's recent
performance, Deegan says: "As a flexible, light-footed

organisation, we are quicker off the mark when it comes to customer service. By using
European rather than Far East factories we exercise greater control, which means having
the ability to respond faster. 

"In this way we can take the stock risk away from the retailer and, at the same time,
help to maximise in-season sales at the full margin. We may be a niche player, competing
against the market monoliths, but we have always had a very positive attitude, which
enables us to punch well above our weight."

ADVANCE PERFORMANCE GETS TOP MARKS
Peterborough running store, Advance Performance, has been given five
category ‘bests’ by Business Link for Cambridgeshire, which ‘benchmarked’
the company recently.

The retailer is now in its third year of being assessed using the DTI-
supported Business Performance Diagnostic survey, in which it was
compared to businesses with a turnover of up to £2 million in the sports
retail, footwear retail and specialist retail sector.

The ‘bests’ were for value added, lack of money owed, pre-tax profit,
days spent on business improvement and turnover per employee. The
survey also showed that staff are well trained and experienced, with

employee training expenditure being 24 times greater than the average of the companies surveyed.
“We are thrilled with the results of this survey,” says Samantha Hale, managing director of

Advance Performance. “It bears out our ethos of always making sure that the products we sell are
exactly right for the customer.

“In 2007 we are formally committed to achieving ‘Investors in People’ for our dedicated team.
This follows a doubling of our staff levels last year and our move to a purpose-built store the year
before that.”

Samantha
Hale: “We are
thrilled with
the results of
this survey”
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PRODUCT ROUND-UP

Kit Stop
Essential stock for your shop

Frisbee to be relaunched
Celebrating its 50th anniversary, the Frisbee will be relaunched into the UK and Ireland by TKC with special limited and collector’s edition products.   

In addition, Frisbee is bringing back the original Pluto Platter - as launched in 1957. This launch will be backed up by a lively promotional and
marketing campaign by one of the south-west's leading news and PR companies.

TKC is a leading UK distributor, offering the best selection of outdoor flying toys this year. The firm says it has managed growth for key brands
such as Aerobie, Nerf, Beam-O, HQ-Kites, Stomp Rocket and Super Soakers, offering good customer margin.
Tel: 0870 8700 150. Fax: 0870 8700 151. email: sales@tkcsales.co.uk

Ditch the chest strap 
The new heart rate monitor, Smarthealth, works like a
standard sports watch. It provides fast and accurate heart

rate readings. Best of all, there’s no chest
strap.

Still, your heart rate reading is
just as accurate as any other heart

rate reading. The ECG
measurement is obtained by

placing two fingers from one
hand on the two sensors

on the top of the
watch. The heart
rate watch must be

properly attached
to the wrist on
the opposite arm

in order for the
monitor to
function. This
creates a loop

across the body,
which enables the
watch to read
accurate heart rate. 
Assist Creative
Resources Ltd:
01978 664743.

sales@assist.co.uk

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

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)

A Revolution in
Personalised Sportswear

12 SPORTS INSIGHT
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Brighten up your ‘soles’
With colour playing such an important role in golf today, the world’s number one

cleat manufacturer is delighted to announce the addition of four striking new

colour styles to its successful Pulsar range of cleats. 

These unique limited edition cleats are available in pink/salmon,

blue/indigo, red/white and yellow/black.

“The addition of theses unique colour options ensures

that, as well as great performance and durability, the

Pulsar cleats now make a statement on the

fairways,” says Sharon Smith, Softspikes’

European Sales and Marketing Manager.

The Pulsar cleat, featuring Softspikes’

proprietary Energised Traction

Technology, delivers maximum traction

thanks to a unique 16-component

design that reacts 

to every single movement 

the golfer makes. 

For information on Softspikes

contact Sharon Smith on 

01827 565 44 or email

sharonsmith@trisportgolf.com

www.sportindustry.biz

GNG Sport
Sport attracts big brands due to its healthy image and
vast marketing potential.

Branding helps you ‘fence off’ your customers from
the competition and protect your market share while
building ‘mind share’. Once you have mind share, your
customers will automatically think of you first when they
think of your product category.

GNG Sport is the UK’s leading manufacturer of
branded rugby training equipment and post protectors.

Want your name across it? Call Neal Spencer on
01924 418935 or email sports@gng-group.co.uk

13www.sports-insight.co.uk

The next generation of training
Equipment From GNG Sport 

“Want your name across it?”
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Bridgedale's
new

running range
Bridgedale is launching a new

running 'Fast and Light' range for
spring/summer 2007 that features
classic WoolFusion® properties, but
with new technology and a new-

look, modern pack design.
The range features men's

and women's socks in the X-
Hale design, socks with an
aggressive and dynamic

style suitable for road
running with specific padding

zones and targeted areas of ventilation. 
The 'Fast and Light' range also

features products in a new Ventum
style, which are asymmetric
(left/right) and are made with the
anti-microbial, anti-bacterial
yarn Be Fresh. The Ventum
range will suit runners who
favour longer distances
such as half marathons
and off-road events.
For further information call
Burton McCall on 0116 234
4611/4622 or visit
www.bridgedale.com 

Holey Soles 
The popularity of these brightly coloured clog-like shoes looks set to continue with
Canadian brand, Holey Soles - and not just among the fashion conscious. They’re
ideal outdoor and watersports footwear for many reasons.

Originally designed as a watersports clog, Holey Soles are made from a robust
EVA resin and rubber compound. They’re lightweight, they float, the non-slip tread
means you’re safe on wet surfaces and the massaging footbed will stimulate blood
flow in the feet of any weary sports person.

Available in a variety of colours and sizes, from children’s to adults XXL, 
each pair comes with a no-quibble warranty. RRP of £18.99 for juniors 
and £28.99 for adult shoes.
Call Burton McCall for details on 0116 234 4611/4622 or 
visit www.holeysoles.com 

PRODUCT ROUND-UP
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Sports Insight Buyers’ Guide 2007/8
Book NOW and get a 10% early booking discount

Nike Performance Underwear collection
After six years of meticulous research and development,

Nike has launched a revolution in sports underwear for

women - the Nike Performance Underwear collection.

The Nike Revolutionary Support Bra (RRP £40) features

10 settings for the shoulder straps and five for the chest

strap, allowing wearers to customise the fit. There are five

styles within the range, which all offer different

performance attributes.

Together with the sports bra line, Nike Performance

Underwear bottoms provide the foundation for a

supportive workout. They offer a smooth, streamlined fit

and cool dry comfort. The flat lock stitching helps eliminate

chafing, the smooth waistband won’t bind and the

lightweight Dri-FIT fabric wicks sweat away from the skin.

Nike: 0800 056 1640.

EAS the world’s No1. in sports nutrition is proud to be the offi cial 
sports nutrition supplier to athletes and clubs across the UK including: 

Sale Sharks, Leicester Tigers, Everton, Tim Don - World Champion 
Triathlete and Nicole Cooke - Women’s Cycling World Champion. 

STOCK THE PRODUCTS THE PROS USE
Call 0870 350 3270 or email sales@eas-uk.info

www.eas-uk.com

For athletes and fi tness 
enthusiasts who want to be 
their absolute best, you can 

help them achieve it...

...stock the products the pros use.

FUEL THE PASSION
FEED THE POTENTIAL
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FSPA MEMBER NEWS
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The Sporting Goods Manufacturing
Association is giving European
companies access to its Spring
Market show this year, which takes
place on June 11-13 at Sands Expo
Center in Las Vegas, Nevada.

Up to 500 sports manufacturers and
10,000 retailers and wholesalers will be
present at the event, making it the best
route into the American market.

The Federation of Sports and Play
Associations will be taking out a
group of UK companies to exhibit
within a UK pavilion at the show.
Companies that want to exhibit could
receive a UKTI grant of £1,800
through the FSPA if they meet the
terms and conditions stipulated by
UKTI.  

The SGMA Spring Market brings
together the industry's leading brands,
speciality and trendsetting retailers
and independent, regional and small
retailers. It is a gateway into the ever-
strong American sports market with
apparel, footwear and fitness sectors
all showing healthy growth in 2006
and soccer, rugby and cricket markets
all growing at a rapid rate.

Help will be available from the
FSPA team for space booking, freight,
hotels, market information, supply
chain, etc.

There will be an Information Day
on the sports market, USA and The
SGMA show on Tuesday, March 13 at
Federation House, Stoneleigh Park,

Warwickshire. If you would like
further information contact Ben Prince
on 02476 414999 or email
ben@sportsandplay.com.

Members wanted
The British Association of Seating
Equipment Suppliers is looking to
recruit suitable members to what was
once a strong industry forum with
great potential. Its aim is to re-
establish sufficient membership from
across all segments of the seating
industry to exert a significant
influence on issues which affect
BASES members.

BASES provides a forum for
members to share ideas and concerns,
helping the organisation to promote
and maintain high standards, which
will benefit not only the industry, but
also its customers. This also helps
everyone to work together to move
forward in the face of an ever-changing
and increasingly global climate. 

The immediate objective of the
group is to re-launch BASES, raising
its profile among both manufacturers
and users of seating products. With
existing members already promoting
the benefits of working with member
companies, the future looks bright
for BASES.

Rugby stockrooms
The FSPA held two rugby stockrooms

at the end of January. Both shows
provided an excellent networking
opportunity with a wide-ranging
display of rugby brands. Despite the
weather, retailers turned out from
Wales and throughout England to see
the latest equipment in the market -
from footwear, clothing and protective
equipment to balls and sports
nutrition.

A large wholesaler that supplies
directly into schools attended the Old
Trafford show and added two of the
exhibitors to its portfolio of rugby
brands. “The show was beneficial for
us and we hope it will continue and
grow in the future,” said Gail Wadkin
of Newitts. 

The FSPA would like to thank
everyone for all their support,
especially the brands and retailers that
attended the shows.

FSPA update
The latest news regarding SGMA’s Spring Market, BASES’ recruitment
drive and the recent rugby stockrooms

si
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Malcolm Douglas:
“We have to maintain
and improve upon the
standards we have set”

si

COMPANY PROFILE
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pillars behind the brand’s success and
exciting plans for the future. 

Q. As a newly established UK
subsidiary, what were the key
challenges that you faced? 
A. The key challenge was to ensure that
our retailers and consumers receive the
best possible service and care from us -
making them our priority and listening
to their comments. 

We also felt that an improved
standard of after-sales service was
needed. Having inherited variable
reported turnaround times, systems and
resource were put in place to achieve
consistent improvements in our
performance. We have also established a
telephone support team to provide our
customers with technical back-up. This
has proved a great success thus far.

Polar is a world-class brand name
which had not received any significant
coverage in the UK press or media. We
therefore felt we needed to raise our
profile using a top class PR agency. 

Through our PR partner, Fast Track,
we are raising the profile of the brand in
more than 100 publications annually.
This has and will continue to benefit the
Polar company and its products,
services and commercial partners, but
will also help support our retailers in
their efforts to sell our products. 

Q. What is your view on the current
status of the heart rate monitor
market, it’s potential and future
direction?

A. The market place is a huge untapped
opportunity for Polar and our retailers.
While the professional sports
practitioner is very well versed on heart
rate monitoring, there are millions of
sports and fitness people who have yet
to discover the benefits of HRMs. 

While as a company we are
committed to developing new products
through innovation of the highest quality
and leading the way in technology and
improving the understanding of the
human body, basic education of HRMs
is the key to our development and that
of the market place.

Q. What plans do you have in place to
continue to increase and cement the
brand’s position with the trade and
consumer?
A. Clearly we have to maintain and
improve upon the standards we have set
thus far and continue to listen to our
customers and their needs.

To support our sales and marketing
teams we have appointed a Performance
and Education team to work with our
retailers and partners, passing on the
knowledge we have to the benefit of
their staff. As I said earlier, we see
education as a major part of our
responsibility and future growth.

In the future, if we are to sell more
product the brand needs to have a
greater visibility and we will be working
with our retailers and health clubs to
improve this aspect of our programme.

We have been delighted with the
response and support that all our
customers have given us so far and we
hope to continue this successful dialogue
in the future.

Finger on the pulse
Malcolm Douglas, managing director of Polar Electro (UK)
Limited, explains the story behind the company’s ongoing success

Founded in 1977, Polar Electro is
dedicated to improving general well-
being and sporting performance
through a profound understanding of
the human body and the
environment, and how combinations
of these can be measured. 

Following the 2005 launch of Polar
Electro (UK) Limited, we caught up
with managing director Malcolm
Douglas to gain an insight into the UK
subsidiary of the world’s leading
manufacturer of heart rate monitoring,
registering and evaluation equipment.

Having joined the company from
Swatch Group (UK), where he was
Group Managing Director, Malcolm
has quickly assembled a highly skilled
and motivated team that continue to
deliver specialist products and services
to an impressively high standard. 

After such a successful start,
Malcolm gave us an indication of the
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Talking Shop
David Russell, founder of Totally Sport in Manchester

RETAIL INTERVIEW

David Russell set up online sports shop
Totally Sport (www.totallysport.co.uk) a
year ago and with his partner still runs
the business from home as he prepares
to move into dedicated premises. 

Why did you decide to get into sports
retailing?
I spent 10 years in pub management before
becoming disillusioned with large brands,
chains and employers. I looked into
different types of work and did a little web
design training, looked into starting a
catering business, but I wanted to start
something different and new. 

I had always liked sports and played
mainly for fun and to keep fit, so I thought
I would take a chance. I started the
business from home in February 2006, so
we’ve just completed our first year, and
business continues to grow. I will be
moving into a retail outlet within the next
month or so, which will become our
distribution centre and office.

How has the business evolved over the
last 12 months? 
At present we are mainly an online
company using our website and other sales
venues on the net to generate income and
grow our business. Currently we don't
employ anyone, but my partner helps out
and we work together to drive the business
forward. We are in the process of moving
premises and have agreed to a new lease to
allow us to store more products and meet
new people. 

How did the website come into being
and what have you focused on?

I designed and built our current site, but
as the business grew we got to the point
where we needed to create an even
better shopping experience and focus on
key areas and promote products, ranges
and special offers. 

So we have just subcontracted a web
design company to redesign and build a
new website for us to encompass our
new ideas and goals. Although this is
only the tip of our web presence, we
have a large number of ideas for the
next few years to encourage customers
and keep them coming back for more. 

We have also built up good links
with a few clubs in and around our area
of Manchester, and as soon as we have
moved we will again make ourselves
known and offer support to the people
that want to use our services. 

What areas of sport do you currently
focus on?
We currently focus on supplying eight
specific sports - football, rugby, tennis,
squash, badminton, swimming, running
and martial arts. But we have plans to
add a few more sports, including
hockey, cricket and netball. 

What brands do you stock?
We currently stock brands such as
Adidas, Nike, Asics, Reebok, Mitre,
Legea, Diamond and Viga. 

What is your strategy?
We try and focus on the need of the
sportsman, offering a full range and

one-stop shop. We’ve built up a good
network of suppliers who know what
we need and keep in regular contact,
allowing us to source products that fill
people’s and organisation’s needs. We
excel in agility and training equipment,
but also focus heavily on technical
clothing, which has done well for us
this year. 

As an online business, do you have
‘local’ competition?
We are based right next to The Trafford
Centre and next to that is a sports
complex, which has a JJB soccer dome,
David Lloyd Gym, a driving range and
there is a £31 million ski slope being
built, so yes there is local competition. 

But it also means there is plenty of
sport around to focus on, and as an
independent we can spend more time
with our customers, find out what they
want, what they can afford and provide
them with the right products at the right
prices. The good thing about being an
independent is you don't have to focus
on the masses, you can look at what is
needed, or what they haven't got, and
provide personal service with the
customer in mind. 

What are your marketing strategies
to grow the business?
As we grow our marketing grows, and
our new website will allow us to cross-
promote and cross-sell. We are also
looking to sponsor local football teams
and bring in our own range of products. 

We have worked hard to be able to
sell a massive range of teamwear and
are looking to increase our links with
local teams and clubs. But most of all,
we aim to keep providing high
standards of service and care to keep
our existing customers. Word of mouth
speaks volumes.  

What do you like most and least
about the business?

The only thing I don't like is finding a
product I know I can sell and not being
able to find a supplier, or the supplier
has restrictions making sure we are
unable to sell it. Other than that, I love
my business, the people we work with
and our customers. 

There is nothing better than working
for yourself, mapping the way forward,
thinking of new ideas and putting them
into play - and hopefully seeing them
work. But more than anything, I take
great satisfaction in the large number of
comments from satisfied customers and
people coming to us from
recommendations - that’s the best feeling
in the world.si

“There is nothing better than working for
yourself, mapping the way forward”
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Train Harder   Play Longer   Recover Faster

BioAcceleration TechnologyTM

What are Skins™?

Skins™ are ground breaking, 

body-moulded, gradient compression 

performance equipment for active people. 

Whether training or competing, Skins™ 

enable you to perform at a higher rate 

for longer and recover faster. 

Who’s wearing Skins™?

Skins™ are worn by the who’s who 

of domestic and international sport. 

You’ll fi nd a full list as well as more 

information at skins.net

How do Skins™ work?

The secret is in the revolutionary BioAcceleration 

Technology™. Developed by leading sports 

physicians, it combines gradient compression 

to reduce lactic acid build-up and enhance 

circulation, key muscle wrapping to focus muscle 

power and body temperature optimisation to 

keep you comfortable in warm or cool conditions. 

Skins™ is the only gradient compression 

equipment that uses your Body Mass Index 

(BMI) for a precision fi t.

Whether you’re an elite athlete, or a weekend warrior, Skins™ 
provide immediate results and help you perform at your best.

Recommended and endorsed by

FURNACE/SKI5256/SI

Enhanced circulation from engineered 
gradient compression assists in 
reducing lactic acid build-up

A precision fi t based on your 
body mass index (BMI) algorithm

To focus muscle power and 
dramatically reduce muscle vibration

Antibacterial and antimicrobial 
treatments discourage growth of
bacteria and help prevent odour

Optimises your body temperature 
in warm or cool conditions

SPF 50+

Moisture management wicking 
draws moisture away from your 
skin keeping you dry

SKI5256_297x210_SI.indd 1SKI5256_297x210_SI.indd   1 11/12/06 4:22:28 PM11/12/06   4:22:28 PM
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Colin Hay, UK Sales Manager at
Uhlsport, talks us through the offering

Can you give us some
background on the brand?
First established in 1948 in the small
German town of Balingen, the company
still has its base there and recently
opened a new Euro distribution centre
and marketing building. The company
originally built its reputation as a
developer and producer of sole units for
football boots and supplied many well-
known brands.

This background of sports and
performance engineering is apparent in
the Uhlsport approach to product
development even today. It is also why
the brand can claim a lot of credence
with its own line of football boots and
its ability to introduce new technical
innovations, like our revolutionary
Kikksokke boot.

Whilst the company has evolved as
a total football resource, it has quickly
established a recognition and leadership
position in goalkeeper gloves and
specialist keeper trainingwear. 

Uhlsport pioneered the introduction
of goalkeeping gloves and the

development of high
performance latex

palms, etc,
for

all types of playing
conditions. The

company now has
worldwide distribution for

the brand and subsidiary
offices in the key football

markets. The recent change in the
UK from a distributor to a subsidiary is

part of an investment committed to grow
the brand and provide the retailer with
the best football products and service.

Key features and benefits
The key for Uhlsport and its success is
built on the integrity of its products.
There is a wide appreciation that the
brand provides quality and value allied
to performance, with a genuine passion
for football that is not just marketing
hype, but very much part of the
heritage. 

A hard core of loyal customers have
positive experience of the brand,
especially goalkeepers, who take
confidence in the edge it can give them
and the wide choice of performance
values from the lowest to the highest
price points.

Retailers appreciate the value of
good and reliable product, supported by
the commitment and service of a
specialist football resource. 

Why have the products sold
so well?
Besides offering superior performance
and value, Uhlsport puts a lot of effort
into the look and styling of the product
and quality of presentation for added
consumer appeal. Also, with
goalkeepers particularly, they identify
with the visibility of the top Premier
league and international goalkeepers
wearing Uhlsport gloves. 

They purchase with confidence and
that spins off on other product categories
like shinguards, footwear and
trainingwear. In the same way, clubs that
use Uhlsport teamwear are impressed
with its value in washing and wearing.
Consumers also know that as the brand

is sold through specialist retailers
they can get good advice

and after-sales
service.

Who are they
aimed at?

We target active
footballers, coaches and,

in the case of teamwear, clubs.
We have products designed for all

levels of the market at a range
of price points to accommodate

all concerned, from schools and junior
players through to top professionals. 

The grassroots of the game is
our core and we try to talk their

language in the way we present the
brand. Our latest campaign to promote
the introduction of our new Kikksokke
boot is focused on finding ‘local
heroes’ - real players who have shown
commitment to their local team or
league. This approach has been well
received by our retailers as a refreshing
change to just promoting an iconic
professional. 

How are they marketed?
The marketing of the Uhlsport brand is a
fairly straightforward formula, one
which is very much product led with the
dual aim of building the awareness and
image of the brand combined with
creating a strong sell-through of product.
This is primarily done through
advertising in specialist football
magazines, co-op advertising, promotion
with key retailers and with PR via
opinion-leading press.

We also have two very effective
destination websites - Uhlsport.com and
the interactive precisionfootball.com -
which talk football and help promote our
activity with pro players, goalkeepers
and teams.

Professional endorsement and
media can result in high-profile
goalkeepers and teams giving exposure
to the brand, which is a key component.
Premier league keepers like
Jaaskelainen, Cudicini and Schwarzer,
along with teams like Espanyol and
Auxerre, add to our credibility. 

What is the most effective
way a retailers can market
the range?
There are several ways in which retailers
can develop their Uhlsport sales. We are
very active in offering teamwear
brochures that retailers can either mail or
distribute to local leagues/clubs, which
will also help in attracting individual as
well as team sales. 

Many retailers also have strong
mail order or internet activity that we
participate in, whilst for point of sale,
besides distinctive packaging, we offer
various display items that help promote
in-store or for window display
purposes. One major benefit we can
offer retailers is a continuity of supply.
This we feel is particularly key in the
teamwear market and gives them a
sense of confidence when selling
Uhlsport product.
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PRODUCT FOCUS

What’s Hot
Uhlsport football range
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Innovation in heart rate
monitoring has been the
foundation from which Polar has
established itself as the world
leader in improving well-being and
sports performance through a
profound understanding of the
human body. Its continued
commitment to develop new
products and technologies to help
individuals listen to their body has
resulted in a number of pioneering
new monitors for 2007.

Setting new standards for
endurance athletes and
runners 

The new RS running computers
see Polar combine its unrivalled
heart-rate monitoring know-how

17www.sports-insight.co.uk

with the most advanced running
measurement technology. The new
elite-level RS800sd and RS400sd
complete an impressive product
line which meets the needs of
runners of all levels, from Olympic-
level endurance athletes to goal-
orientated runners.

The flagship of Polar’s latest
generation of running computers,
the RS800sd is set to become an
icon for serious runners. Far more
than just another monitor, it’s a
complete system for athletes,
combining Polar’s most innovative
heart rate monitor to date, with
the new Polar s3 stride sensor
which utilises nano technology for
highly accurate and consistent
speed and distance measurement. 

Polar’s new top-of-the-line fitness
monitor, the F55 AL is the only fitness
heart rate monitor on the market that
supports a holistic approach to
fitness, including features for cardio
training, muscular strength work
outs and relaxation. This personal
information helps exercisers
maximise their fitness by using their
exercise time more effectively so
they can achieve the combination of
physical and mental elements required
for maximum overall well-being.

RRP: F55 AL - £149.50

FOR THE ULTIMATE FITNESS EXPERIENCE

For analytical feedback the new
RS400sd is a first choice for active
runners who want to plan,
monitor and analyse their
running. Offering daily
information about their
fitness and running
economy, it meets the
needs of runners with
race aspirations. 

New RS800 and
RS400 models offer the
same features, excluding
the running speed and
distance measurement.  

RRP:
RS800sd - £354.50
RS800 - £279.50
RS400sd - £264.50
RS400 - £189.50

ADVERTISMENT FEATURE

Innovation in a heart beat

For more information on
Polar’s running computers
and fitness monitors, or to
gain a further insight into
how Polar’s heart rate monitors
can help you achieve your training
goals, visit www.polarelectro.co.uk or
call: 01926 310 330
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To maintain a successful business,
being aware of the factors that could
adversely impact your trading
should always be part of your
strategic planning.

Contrary to popular belief, small
businesses are not powerless to protect
themselves from a range of calamities
that might befall them. Putting in
place contingency plans enables you
to focus on developing your business
on a day-to-day basis, safe in the
knowledge you have taken steps to
protect it from possible disasters.

"Despite the increasing awareness
of the importance of business
continuity planning, our research
shows that 39 per cent of businesses do
not have such a plan in place,” says
Douglas Barnett, AXA Risk Control
Strategy Manager. “That means that
1.4 million businesses are really putting
themselves at risk. I cannot emphasise
more the importance of having a
comprehensive and regularly updated
plan. Businesses need to prepare for
every eventuality."

A lack of foresight and planning is
certainly at the heart of many small
business failings. The stark fact is that,
of the businesses that suffer a

significant data loss, 40 per cent of
them never re-open their doors. Of
those that do, 30 per cent fail to
survive beyond three years.

As Professor Jean-Noel Ezingeard
from Henley Management College
says, much more needs to be done:
"Too many of Britain's SME
managers bury their heads in the sand
when it comes to continuity planning.
The fact that 40 per cent of businesses
suffer a terminal failure as a result of
an incident proves that more needs to
be done. 

“Continuity planning can be a
simple, practical measure whereby
senior managers ask a series of 'what
if' questions, and for most businesses
the only cost to the business will be
their time." 

Identifying risk
There are a number of reasons why
SMEs don’t have a risk management
strategy. There is a view that their
business is robust enough to survive an
interruption. Many believe that these
events can be managed as and when
they occur. Often, risk management
will only cover the IT infrastructure of
the business, as this is perceived to be

at high risk. To a degree this is true,
but as an owner/manager you have to
take in the wider picture and plan
accordingly.

Says Douglas Barnett: “Risk
management systems need to be
tailored to the business in question,
easy to use and cost-effective. There
are some very good solutions around
to help SMEs manage their ongoing
health and safety and management
issues, and some also include access
to employment law, personnel
management and development tools
and tax information. 

“We would advise SMEs to
review the solutions on the market and
choose one that will offer as much
value as possible across every part of
their business.”

Some of the risks that are attached
to your business will, of course, be
unique, but try and think through how
your business would cope with
general risks such as natural disasters,
supplier interruptions, bad debts and
staffing problems. Any of these events
could adversely affect the
sustainability of your business. 

Says Howard Sarna of D&B UK
and Ireland, a leading supplier of
business information: “Any change
could set off a chain reaction that could
disrupt or even demolish small and
mid-sized firms. The numbers add up

BUSINESS CONTINUITY
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Contingency planning is now imperative for all businesses to
protect themselves from unforeseen events. Dave Howell reports

Risky business
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BELOW:
40% of businesses
that suffer significant
data loss never 
re-open

all businesses, but it’s easy to let your
credit control slip. As John Lord
explains, keeping your finger on the
pulse of your suppliers will pay
dividends. “Risk management has a
wider business context than just
analysing your customers,” he says. 

“Watch key suppliers with the same
vigilance as you watch key creditors,
and you’ll be well placed to spot a risk
early. You’ll need contingency plans to
source the essential products or services
you need elsewhere, without interruption
and with as little disruption as possible.

“Equally, be quick off the mark to
start a conversation with your customers
about late payments. Even companies
that are having trouble with cash flow
pay someone - your goal is to be top of
their list. With larger companies, this
means talking both to your purchaser
and someone in the finance department.
Get them to agree to a schedule for
payments, and then it’s much easier to

hold them to it.”
Online trading is now a component

of many businesses. The customer data
that this element of your business
depends on is an important asset that
should be protected. “Speaking to
businesses that use our service, there are
various reasons for doing this,” says
Peter Groucutt, managing director of
DATABarracks, which offers a fully
automated secure online back-up service.

“Some of them are obvious, for
example the high-profile bombings of
London in July 2005, several devastating

to a big potential for loss - in each eight-
hour work day nearly 1,500 UK
businesses experience changes that
could directly or indirectly disrupt a
company’s supply chain or revenue
pipeline.”

It’s easy to forget that your
business is a link in a chain that
stretches from the manufacturer to the
end-customer. Any disruption along
that chain could have an adverse effect
on your business. Astute financial
management will certainly help you
develop plans to protect or, at the very
least, give early warning signs if an
event will impact your business. 

“It is vital for SMEs to pay close
attention to the commercial fitness of
their customers and suppliers if they are
to protect themselves against business
failure,” says John Lord, Sales Director
at D&B. “The interdependencies that
exist between companies, their
suppliers and clients means that

commercial weaknesses anywhere in
the system can have a devastating
effect - crippling or killing companies
that don’t manage to retain control in
turbulent times.”

Dismissing risk management as
simply unnecessary for smaller
businesses is misunderstanding how
contingency planning can be an asset
and not a cost. Some systems you put in
place, to protect your customer data, for
instance, will have a cost attached to
them, but other planning is simply
taking the time to perform a thought
exercise to identify any internal systems
that are vulnerable and any external
forces that could adversely impact your
business.

You may conclude that your
insurance provisions are adequate, but
you may also identify other areas where
improvements can be made.

Defending your assets
The traditional way to protect your
business against risk is via insurance.
For many risks this is certainly the
most cost-effective means. What many
smaller businesses fail to appreciate is
the typical timeframes they will
encounter between a claim and an
insurance settlement. For many small
businesses this is simply too long,
which is why, increasingly, companies
are looking at risk management to give
them alternative ways of coping with
an unforeseen event or eliminating the
risk altogether from their businesses.

Cash of course is the lifeblood of

fires and well-documented losses of
customers’ personal financial data on
removable tape-based back-up media
that have been mislaid, stolen or lost.

“These events have certainly
helped to focus on the regulatory
demands surrounding the safe storage
and retention of data, and while these
are certainly driving the larger
companies to act, smaller companies
too are also becoming more aware of
the potential pitfalls.”

If you have yet to carry out a risk
assessment on your business, don’t delay
any longer. Using insurance to protect
against risk is only one component of a
good contingency plan, but it’s not the
only solution to protecting yourself
against certain risks. 

Small businesses in particular are
vulnerable to a wide range of risks, so
identifying the ones that relate to you
will give you the clarity that can be
used to build a contingency plan. In a
commercial environment filled with
uncertainty, ensure that your business
remains sustainable and lucrative by
planning for the future.

TOP TIPS
■ Take a holistic approach to information management. Take
a look at what could happen or has happened to competitors.
■ Consider outsourcing. Some components of your business,
like data management, could be outsourced with large cost
savings.
■ Test your systems. Test your continuity plan at least once a
year. This ensures your plan is in sync with business and
technology changes.
■ Never ignore the threats from within. A company is only as
strong as its most vulnerable element.
■ Don’t try to cover everything to the same level. Identify the
mission critical business functions and determine how soon
they need to be available following a disaster.

“Risk management has a wider business context
than just analysing your customers”
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The STAG Buying Show
18th & 19th November 2007
Heythrop Park Golf & Country Club, Oxfordshire

For people who...

want to be part of the buying show that means business!
Over 80 leading brands, in excess of 200 retailers, countless exclusive 'Show' offers plus many more 
reasons why your business should be there. The STAG Show, where the Independent Retail Trade does
business. DON'T MISS OUT, FIND OUT HOW YOU CAN BOOK YOUR PLACE, CALL 01793 715 406 NOW!

t: 01793 715 406  f: 01793 715 419 e: enquiries@stagbuyinggroup.com  w: www.stagbuyinggroup.com
The Courtyard, 221 Cheney Manor Road, Swindon, Wiltshire, SN2 2PE.
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The sports nutrition market is booming.
Sales of supplements, drinks, bars and
shakes are growing 43% year on year.
But you wouldn’t think it to look at
sports retailers – because health food
stores and multiple grocers are enjoying
this buoyant market!  James Anderson,
Business Development Manager for EAS
explains how sales from sports nutrition
are there for the taking.

Sports nutrition is a diverse market
with products for athletes of all levels and
abilities.  There are drinks, bars, gels,
powders and supplements to help people
gain strength and muscle, lose weight
and fat, tone up and slim down.

With such a concise range of
products for all types of activities – from
tennis to triathlon, rugby to rowing and
cycling to swimming – sports retailers can
satisfy the nutritional needs of the vast
majority of customers.

The versatility of sports nutrition is a
terrific sales opportunity.  If you’re
advising someone on a new running
shoe, you can explain the benefits of
isotonic drinks to maintain hydration and
key essential salts and nutrients while
running.  A football, rugby or cricket
player coming in to buy new kit, mouth
guard or shin pads could be advised
about protein drinks and recovery
products for post-match recuperation.
And if you’re selling a cycle helmet to a
racing or long distance enthusiast, it

27www.sports-insight.co.uk

should be easy to sell an energy gel or
bar to them too.

Products the Pros Use
EAS is particularly attractive as a wide
variety of professional athletes choose
to use it.  Name-dropping professionals
in the sport your customer follows is a
great sales trick.  Scotland rugby captain
Jason White is an EAS ambassador and
his teammates on the Sale Sharks squad
all take EAS, as do their archrivals
Leicester Tigers.  From that you can
work out that over half the England
squad on the Six Nations trail have EAS
in their kit bags.  Everton, Wigan and
Colchester football clubs all take EAS.
As do individual athletes that excel with
the brand include World Champions
Tim Don (triathlon) and Nicole Cooke
(cycling).

Cutting Out Confusion
“I admit sports nutrition can be
confusing initially to retailers and
customers,” says James Anderson.
“Which is why we offer a significant
‘Safe and Simple’ support package of
staff training, presentations, customer
evenings and, depending on
geographical location, appearances by
athletes who endorse EAS.”

Not ‘Just’ Food
Some perceive sports nutrition bars and
drinks as ‘just food’.  And comparisons
are wrongly drawn with glucose-based
drinks that are more at home in a gym’s
vending machine and generally sold for
instant consumption.  Sports nutrition is
part of any serious athlete’s master plan
– alongside when they train, compete
and recover.   

Fuel People’s Passion
Your customers are passionate about
their sport.  They want the best kit, gear
and gadgets to further their talents and
promote progress.  Sports nutrition is

profits for the taking

Sports
Nutrition – 

ADVERTISMENT FEATURE

integral to sporting success and is
therefore key to a complete retailer
offering.

Why Try EAS?
EAS products are manufactured to
rigorous standards of safety and are
‘doping free guaranteed’ for added
reassurance.  They work – professional
athletes wouldn’t use them if they
didn’t.  The brand is supported by
advertising campaigns in women’s,
men’s, fitness and health media and PR
also sees the brand recommended in
fitness and sports features.  

Strong Sales
Sports nutrition scores highly and
delivers excellent margin.  “Sports
nutrition becomes a good habit so
repeat sales are pretty much
guaranteed,” says Anderson.  “After all,
athletes go through sports drinks and
bars quicker than they go through
goggles, socks and such.”

Like your customers’
health and sporting success,
your sales and profit
margins could be greatly
improved by stocking
sports nutrition.

Contact EAS today
to find out more
and to receive your
free information
pack and samples.

Last thing as discussed, 
For more information contact
EAS on 0870 350 3270 or
email sales@eas-uk.info

Nicole Cooke,
World Champion
Cyclist

Jason White,
Sale Sharks
Flanker and
Scotland Captain
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Offi cial Inspiratory Muscle Trainers of

POWERbreathe PLUS – the 
essential sports training tool
POWERbreathe PLUS is the latest generation of POWERbreathe 
products – the offi cial inspiratory muscle trainer of Ironman, 
          Iron Girl, UK Athletics and BSA.

             Researched and developed by sports scientists, 
POWERbreathe PLUS uses resistance training to increase 
the strength and endurance of the breathing muscles and is 
laboratory proven to improve sports performance and reduce 
whole body effort in athletes and sports people:

• Improved rowing time trial performance by up to 2.2%, 
 equating to 60m in a 2km race
• Improved cycling time trial performance by up to 4.6%, 
 equating to 3 minutes over 40km
• Improved running performance (Yo-Yo test) by 19.5%
• Accelerated recovery during repeated sprints by up to 7%

POWERbreathe PLUS is drug-free, quick and easy to use 
(just 5 minutes per day) and is effective within 4 weeks.

Models shown:
Sports Performance PLUS (Heavy resistance)

Fitness PLUS (Medium resistance)

NEW 
FOR 

2007

POWERbreathe is backed by a strong PR campaign and is available in a range of 
models for athletes and sports people of all levels. For more information call 
01926 816177 or visit www.powerbreathe.com and www.gaiam.co.uk

2557 © Gaiam Ltd, E & OE. 02/07  Ironman, Ironman Triathlon, Iron Girl and M-Dot are registered trademarks of World Triathlon Corporation, used here by permission.
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How does a retailer go about becoming a 1000 
Mile stockist? 
Just ring up, get credit approved for an account and place
an order. We'll then send a salesman to show the retailer
our complete range. 

Do you provide any POS support or training for 
your stockists? 
Yes. We launched 'Try On Boxes' with
sample sock packs last year, which seem to
be going down well. Display stands are
also available and our sales team
regularly conduct in-store 
training sessions for customers who
require them.

How are your other brands
performing?
As well as the eponymous
socks, I’m glad to say. All our
brands are performing ahead
of budget.

Are you looking to
take on any new
brands in 2007?
We generally
seek to take
on a new
brand
every
12 to
18
months.
The last
brand we
took on was
Thuasne Sport, who
manufacture sports bras
and underwear, and we
shall be in a position to
review further new
opportunities soon.

What new product launches have
you got planned 
this year? 
Mostly new socks. Watch this space
for something exciting and innovative.

Can you tell us about the brand's heritage?
1000 Mile Sportswear was established in 1989 following
the creation of the original 1000 Mile sock. It remains a
privately owned business. 

The 1000 Mile unique double layer cotton/nylon sock
was initially developed as a medical aid for poor
circulation and foot-associated problems. As the benefits
and reputation of the sock spread, athletes became
interested in the socks as a means of preventing blistering
and controlling perspiration during their training and
competitive running programmes. We are now probably
the brand leader for technical socks within the athletics
market. 

The 1000 Mile sock was introduced into the outdoor
market with astonishing success, leading to the
development of a comprehensive outdoor offering. We
also now have socks dedicated to golf, cycling, fishing
and cricket.

What's your usp?
In addition to our 1000 Mile sock range, we distribute
Nathan running performance accessories, Maxim
nutrition products, Mueller sports supports, Thuasne
sports underwear, Noene shock dispersing insoles and
Compeed plasters so, as a company, we offer one-stop
shopping in the well-being arena. 

Our customers can bundle many different products
across various brands into one order. This saves on
delivery charges as well as keeping down the number 
of supplier accounts, thereby minimising 
administration costs. 

Who are your products aimed at? 
Discerning consumers looking for innovative,
performance-led products. 

How have sales of 1000 Mile socks been in the last 
12 months?
We’ve had a strong year, with sales up about 20 per cent
on the previous 12 months. Part of this is due to new
product launches, ie, our cycling, mtb and fishing socks,
but also partly down to larger orders with established
retailers and opening a number of new accounts.

Is there a particular sock sector that's performing well 
for you?
Both sport and fitness, as well as outdoor, have
performed really well.

Best-selling socks of the last 12 months? 
Our new trainer liner, as well as our revamped Tactel
anklet sock, have performed brilliantly in the
sport/running sector. In the outdoor and walking market,
the revamped lightweight Tactel walking, as well as our
new All Terrain sock, have out-sold expectations.

Seconds
Jack Galaun, managing director and owner of 1000 Mile Sportswear

Jack Galaun:
“We offer one-stop
shopping in the well-
being arena”

60 SECONDS INTERVIEW
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UK women now make eight out of 10
sportswear purchasing decisions,
according to recent surveys. Retailers,
manufacturers and suppliers are
waking up to the fact that there’s a
whole new market out there created by
women who are demanding
comfortable, well fitting sports clothing
that matches their lifestyles - and this
naturally also includes footwear.

Market reports have clearly shown
that women are doing a great deal more
than deciding upon their own sports
clothing and footwear. Having grabbed
control of the UK sportswear purse, the
ladies have clearly shown they are
prepared to pay premium prices for the
right product - whether it be for
themselves, their men-folk or their
children.

So far as sportswear is concerned,
women are the customers sports retailers
need to court because they control the
cash that funds the majority of
purchasing decisions. 

Buoyant
The sportswear buying sector is still
dominated by menswear, but total year-
on-year growth has almost flatlined
when compared to the buoyant mid-
nineties because DIY, home
entertainment and eating out are now

taking an increasingly sizeable chunk
of disposable incomes.

In contrast, women's sportswear
has developed its own momentum during
the last five years, spurred by a range of
fitness activities, including gym
membership, yoga, pilates and
kickboxing.  

It’s also true that more women than
men are interested in getting, or
remaining, fit. Visit most of the gyms
where members fight the flab all over the
UK and you’ll discover that 55 members
in every 100 are women and all are very
happy to spend around £25 a month,
sometimes a great deal more, to keep fit.  

The average female member is
married, 28, with 1.2 children and is
usually one and a half stone overweight.
By the time she decides the gym offers
her the only way to become fit and trim,
she’ll have spent more than £2,000 on
obesity cures - diets, equipment, patented
devices, special foods and the like. None
of these will have worked, so women are
eventually forced to confront a great
truth - there’s no gain without pain. 

Surprisingly, most people - men and
women - join a gym because they’ve had
relationship problems. When a marriage

FEMALE SECTOR
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Woman
power

Females choose 80 per
cent of all UK sportswear,
says Hugh Graham 
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Although most sportswear retailers
refer to them as trainers, Bryon
Newbery, his wife Linda and their
daughter Dawn, who between them lead
12 others at Alexandra Sports in
Portsmouth, insist upon a different term -
performance footwear. 

“Very few sports people are without
lower leg problems,” Newbery told me.
“If this was not the case, we’d not be in
business, nor would we be helping a
great many customers choose running
shoes at prices varying between £65 and
£85 every Saturday. Everything depends
upon the legs - and if they aren’t
working well, neither is the sportsman or
sportswoman.”

Newbery, whose original sport was
judo, followed during his thirties by a
consuming interest in squash, is no
stranger to pain. He suffers from
osteoarthritis and has had both hip joints
re-surfaced and one shoulder fixed.

Probably because of his own
experiences, Newbery and the 14 other
members of his staff take endless trouble
to suit the footwear to the sport and then
to the individual customer. “Every sports
person is different in the way they walk,
run and jump,” he says. “Each has
different biomechanics. If we are to
help, we need to know which footwear
will help and which will aggravate an
already difficult situation.

“Which is why we stock a huge
range of performance shoes made by 20
or so manufacturers, including Adidas,
Brooks and New Balance, in full and
half-sizes and different widths. More
than half our customers are women.

“Price should never be the first
consideration when we are selecting the
performance shoes our clients should
use. Most of our customers don’t
compete in the generally accepted sense
- other than to improve their personal
times, distance and stamina.  

“We match customer needs to the
best footwear for their purpose. Our
choice is motivated by performance,
never by price, which is why most of

or relationship collapses the walking
wounded often suffer severe self
esteem problems, so, although they
may not realise it, they usually join a
gym in order to reshape their lives and
feel better about themselves.

Bonuses
There are other bonuses it seems. Fat
40-year-olds live an average of three
years fewer than those who are slim
and the really obese can lose up to
seven years off their lives. Obesity is
believed to be responsible for 30,000
premature deaths in Britain every year.

Currently one in three people in
the UK are overweight and a recent
survey has revealed that Britain is
following America’s trend into obesity,
where over half the country is classed
as overweight. 

Less regulated diets are to blame,
with most people breaking away from
the traditional ‘three meals a day’
structure in favour of convenience foods
that are calorific and high in fat. Poor
diet and lack of exercise inevitably
causes people to become overweight. 

It is essential that people eat
healthily and exercise regularly to
ensure a long and happy life, so the
message is this - if you are 40, 50, 60,
70 or 80 and have never exercised
regularly before get yourself off to the
gym. You are never too old to feel the
benefits of exercise and the sooner you
get started the sooner you will feel
better about yourself.

Women not only want to feel fit
and healthy, they also want to look
good whilst they pursue their keep fit
activities. Most retail specialists believe
that the overall upsurge in women’s
sportswear sales is due to the fusion of
fashion and sport and the fact that
sportswear now crosses seamlessly into
everyday wear. People mix sporty
leisurewear with denim at the weekend,
so sportswear is now considered by
many to be part of general clothing.

There's a wider choice too. Years
ago, womenswear was very basic and
a lot of it was navy and black; there's a
lot more colour now. There’s general
agreement that there's a much bigger
buzz about women's sportswear then
men's. 

Fit and design are the keys for
these consumers, so it’s hardly
surprising that even the catwalk has
adopted trainers and trackpants as its
uniform of choice. Leading designers
have created limited editions of
trainers, including the British designer
Paul Smith, who added his signature to
Reebok shoes. Luxury labels and
upmarket brands like Chanel, Gucci,
Prada, Ralph Lauren Polo Sport,
Tommy Hilfiger Athletic and DKNY
now offer sports shoes and hi-tech
activewear as well.

our customers pay between £65 and £85
for their running shoes - the top price
being around £115.”

Sports retailers are no longer alone
in the performance footwear market.
They’ve been joined by Marks &
Spencer, which is now offering a wide
range of trainers and walking shoes,
sold under the Blue Harbour label, at
prices ranging from £25 to £45.

When M&S moved into sportswear
in 2002, its Menswear Business Unit
Director said: "Marks & Spencer's
customers currently spend £1 billion
with our competitors on sportswear
because until now we have offered them
no alternative."

Versatile
The crossover brands that retailers like
M&S are now offering are blurring the
lines between sportswear and
leisurewear - but they also highlight the
fact that women want clothes versatile
enough to wear at work and at play and
that they are willing to pay handsomely
for the right product.

Mintel data confirms: ‘The largest
growth has been in women spending
more than £100 a year on sports
clothing’. According to Mintel, more
women are spending a great deal more
money on sportswear than they did five
years ago.  

One of the first sportswear brands
to treat the womenswear category
seriously was Nike. In 2000 the firm
made a commitment to the sector on
the basis that ‘women make 80 per
cent of purchasing decisions for
athletic apparel’.

There’s no doubt that women are
now demanding comfortable, well
fitting sports clothing that matches their
lifestyles. Activity in this sector shows
no sign of flagging and informed
opinion is that the womenswear market
will continue to grow, with most
sportswear and high street retailers
dramatically extending the number of
brands stocked.
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DRESS CODE
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It’s an inescapable fact that your

customers will judge your business

by how it appears to them.

Your store décor and layout are

important factors that attract potential

customers and keep them browsing. 

But have you taken just as much

care over how you and your staff

look? With decisions made in seconds

based on appearance, it’s important

that the hard work that has gone into

your store isn’t undermined by the

appearance of your staff.

There has been much written

about how important brand is in

today’s retail environment. Large

chain stores understand that their

business’ brand starts with their staff.

They are the standard bearers for the

entire company as they have point of

contact with each and every customer. 

Dress codes and uniforms have

become commonplace, but they don’t

only enable customers to easily spot a

member of staff when they need help.

A well designed dress code or uniform

reinforces the store’s brand image,

too. If you thought this kind of brand

awareness isn’t applicable to smaller

business in specialised sectors such as

sports retailing, think again. 

Eye of the beholder

Image perception is difficult to

quantify, but every one of your

customers is an expert at defining

what they think about your store as

soon as they walk through the door.

It’s easy to believe that the ubiquitous

tracksuit and trainers is the ‘uniform’

of sports retailers, but this doesn’t

mean you can ignore developing a

dress policy that all your staff should

adhere to. 
If you feel that this kind of dress

is appropriate, then ensure that

attention to detail is high on your

agenda. Staff wearing five-year-old

trainers will do nothing to enhance

your business’ brand image!

“The key here is to remember that

staff are the company’s assets,” says

Lucinda Slater, image consultant at

Best Foot Forward Image

Consultancy. “They reflect the brand

and affect the perception of the brand

at all levels. People do business with

people. Therefore, how staff appear to

the customer is incredibly important.

“The question to be asked is

whether the staff make the right

impact to aid the brand’s success.

Well groomed, well turned out, polite

and courteous staff project a strong,

positive brand image.”

This is reinforced by John

Ibbotson, managing director of Retail

Vision, a retail management

consultancy, who says: “If the

retailer’s store is strongly branded

then the dress and appearance of the

staff is an extension of this. They

must look as if they are staff in the

store so the customer can identify

them. They must be a logical

extension of the brand with the

uniform having the same house

style/identity.

“Small retailers are less branded

in most cases than large retailers and

may offer more personal service, so

they have more opportunity to project

their image through the appearance of

their staff.”
Clearly defining what is

acceptable and what is not when it

comes to clothing for work should be

spelled out, as often staff move away

from the dress code you would like

simply because they have not been

informed in detail about what is

expected of them. This doesn’t mean

that you have a roll call each morning

before you open your store, as this can

undermine staff morale. But making it

clear what is expected and what won’t

be tolerated will ensure your dress

code is adhered to.

As a manager, it is your decision

whether you wear the uniform that

you have set out for your staff. If you

do, then lead by example. Always

looking smart and well turned out will

give guidance to everyone else in your

business. If you decide not to wear

any uniform or follow the dress code

you have developed, it’s a good idea

to wear something that clearly

How you and your staff appear to customers can have a great

impact on brand perception and sales, says Dave Howell
Dress to impress
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Defining what ‘casual’ means in

your business may be one element of

designing a dress code, but you must

also pay attention to the legislation

that may impact your decisions. 

The Workplace (Health, Safety

and Welfare) Regulations 1992 lay

down minimum standards for

workplaces, which include the control

of temperature in the workplace. After

the heat wave of 2006 and with even

hotter summers likely, any dress code

decisions you make should pay close

attention to legislation. You should

also be aware of the sex

discrimination law that states that

employers’ dress codes cannot favour

one sex over another.

It may, at first glance, seem a

complex task to develop a dress code

or uniform design for your business,

but following some simple rules can

help you master the art. Colour is a

key ingredient of any uniform. Garish

colours will make your staff instantly

recognisable in your store, but could

actually repel customers from

approaching them. Warm, light

colours on the other hand will make

your staff more approachable.

Design is also very important

when creating a brand image. But as

John Ibbotson explains, ensure that

you fit your dress code design to your

customers: “Retailers must have a

dress code, agree it with their staff

and rigidly enforce it. If all your

customers are 10-30-year-olds looking

for fashion, then it may be appropriate

to dress in the latest outfit from the

store’s range, but if you are a more

identifies you as a manager so

customers can easily find you.

One way of ensuring a consistent

brand is to invest in a specialised

uniform if you believe this would be

appropriate for your business. Cost is of

course an issue, but look closely at the

investment involved in kitting out your

staff with identical clothing ranges.

Again, think about your brand.

You may even be able to come to

some arrangement with one of your

suppliers to clothe you and your staff

as an exercise in promotion. This

doesn’t mean having bespoke

uniforms designed as per the world’s

airlines, but can mean that you simply

decide on a range of clothing that is

readily available. Specialist suppliers

can guide you to buy the right

combinations to project the image you

want to create.

Wearing the brand

A recent UK-wide survey of

owner/managers by the Bank of

Scotland, which looked closely at the

popularity of ‘dressing-down’ on

Fridays, revealed that businesses

thought that this had bought increased

productivity. Some 19 per cent of small

businesses now have a dress-down

policy. As an owner/manager you have

to make a decision about how you

define ‘dressing down’ and when - or if

- you allow this. A less rigid approach

to dress may yield higher productivity,

but don’t forget to factor in how you

are projecting your business’ brand.

specialist retailer then perhaps not.

The serious/active sports player is not

fooled by a chav in a tracksuit who

has never played sport.” 

One other area to consider with

care is how you will allow accessories

to be worn by your staff. Jewellery

will have to be considered, but so too

will other adornments like piercings.

Again, the image that you are trying

to create and then project to your

customers will guide you on how to

deal with these issues. 

How you handle the dress code

within your store requires that you

juggle a number of factors, which

includes current legislation. At the

same time, you must try and give

your staff enough freedom to do their

jobs effectively. 

Says Lucinda Slater: “For men,

impeccable grooming - clean hair

without too many hair products and

clean fingernails. Women - no

chipped nail varnish, clean hair and

keep make-up simple. Wear the

uniform well - clean, ironed, neat and

smart. Don’t let staff stand around

chatting when customers are around.

Staff should give priority to the

customers in the shop, as opposed to

those telephoning from elsewhere.

And, of course, always be polite,

helpful and courteous.”

How you and your staff look may

not be high on your list of priorities,

but in a retail market that is driven by

brand and appearance, spending some

time and a little money on developing

a uniform or dress code for your

business could pay dividends in the

long term.
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What makes the AW07 collection
unique and so different from before?
“The market is getting more
competitive and we knew that AW07
would be a critical year which is why
this project started over 18 months ago.
It has been a thorough process, but also
a logical one and to my mind
evolutionary. The results speak for
themselves.

At each stage we have spoken to
players and accounts about their
thoughts on the market, the shoes
available and what they thought of our
collections.

It has allowed us to develop a
focussed range of product that gives
the consumer not only what they want,
but also what they need in a Squash or
Badminton shoe. 

Great shoes, great value but
critically with unbeatable performance –
words that are often used but maybe
not always qualified.”

You say better performance but where
did it start?
We knew we had to deliver shoes
better than what was already available
and to be credible it had to be proven.
In essence we had to create the world’s
best performance Squash and
Badminton shoes and show it. 

Equally we knew speaking to
accounts and players would give us
direction but not provide us with an
insight enough to achieve this objective.
For this we enlisted the help of Quintic
Consultancy. 

Quintic are biomechanical
specialists they have an impressive CV
that includes associations, athletes and
sportsmen including England Squash
(and Peter Nicol), Manchester Utd FC,
the ICC, UK Athletics, and golfers such
as Padraig Harrington.

At this stage we already knew that
to put a marker down we had to treat
both sports individually. 

Who were the guinea pigs?
For the initial study we called various
squash players including Lee Beachill,
James Willstrop and World Champion
David Palmer as well as World No 2
Badminton singles player Kenneth
Jonassen, World Champions Gail Emms
and Nathan Robertson.

The testing was great we
hammered them! We made them
perform various routines, movements
they would during a game. Each set
was repeated using different footwear,
our own and leading competitors. 
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Over 18 months ago leading
British sports footwear company, HI-
TEC, set out on an extraordinary
journey to research and develop the
world’s best indoor performance shoes.
By working closely with biomechanical
experts Quintic Consultancy and a their
team of sponsored World-class
badminton and squash professionals,
HI-TEC are excited to announce that
your shoes CAN really change your
game and have the facts to prove it! 

Sports Insight met with
Court Category

Manager, Jason Larke
to find out more…

FEEL THE 4:SYS
For those at the top of their game,

badminton and squash are amongst the
most physically demanding sports.
Wearing the right footwear that
improves your ability to decelerate and
stop, change direction and move again
in a split second is critical.

Gail Emms &
Nathan Robertson.
Doubles Badminton
Champions
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Everything was recorded using the
latest pressure mapping and video
analysis equipment. The amount of data
gathered was immense but it gave us
some keystones on which to begin the
design process.

So what did you learn?
From that initial study we now really
understand the importance of shock
absorption, of grip and how the body is
subjected to different forces during a
game.

It is these results that gave us the
blueprint to develop three totally unique
but absolutely logical technologies. The
process may have been complex but as
with all good technologies the solutions
are relatively simple. 

You say the technologies are unique, what
makes them special?
As I say there are three technologies, but
the crucial thing is that they are not
independent, they work together forming
a holistic system. Combined, they really
do give you the best performance
badminton and squash shoes available!

1) IMPACT ZONE
The IMPACT ZONE essentially provides
shock absorption in the heel where you
really need it. The location is key but it is
also the compound and how we
engineered the materials that allows it to
perform.

2) 4:SYS MIDSOLE
The 4:SYS midsole is the heartbeat of the
shoe and it provides dynamic motion
control for feet!

The principles are founded on
movement, which during a rally is
constantly changing, and your footwear
needs to adapt to this. 

Each 4:SYS midsole has 5 densities, 3
different compounds in 7 locations. All
configured to reflect the requirements for
each sport, there is a design for
Badminton and another for Squash. 

The name comes from the 4 zones
within the shoe. Most brands deal in heel
and forefoot but from our research with
Quintic we break the areas down to the
Impact Zone at the rear heel, the centre
heel, midfoot and forefoot. 

3) PEAK FORCE OUTSOLE
The final element is PEAK FORCE
OUTSOLE, which provides maximum grip
at the moment you play your shot.

There are two principles at work
here, firstly that grip is directly related to
surface area in contact with the floor and

In short the data proves
that HI-TEC 4:SYS shoes:
IMPACT ZONE

Are up to 38% better impact
absorption than any other shoe
tested.

4:SYS MIDSOLE
Increase the time from heel strike

to shot by 0.008sec or 33% 
Provide controlled deceleration

which leads to an average reduction
of force when you play the shot of
35%

PEAK FORCE OUTSOLE
Have 6 times better grip as a result of
Increased in surface contact.

Have improved pressure and force
distribution meaning better
control/stability.

These are results from tests
comparing the HI-TEC 4:SYS shoes
against other leading brands top
shoes. So judge for yourself if you
think they are the best.
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secondly the concept of Peak Force –
the moment during a rally when the
maximum force occurs – which critically
is also the moment when you play the
shot.

The research showed us that the
point of Peak Force occurs straight
through middle of the shoe. So for
maximum grip, stability and control
when you play the shot the shoe needs
to be flat through the waist.

There’s a lot of science here does it work
and are they the best?
I talked before about the process and
how we approached this development.
Well the great thing was that we knew
the stories quite early we simply needed
the shoes to test the theory!

Our goal was to have the best
performance shoe and be able to prove
it but in truth I don’t think even Quintic
could believe the results we have got.
The statistics are ‘phenomenal’ and I
don’t use that word lightly!

What’s been the reaction?
We are getting comments from club

players who have tested for us, words
like ‘awesome cushioning and grip’.
Nathan Robertson and Gail Emms,
World Badminton Doubles Champions
are convinced they have never worn
anything as good. David Palmer, World
Squash Champion, says, “These are
without doubt the best shoes I have
ever worn. NO QUESTION.”

I have presented the concept and
results numerous times now and
everyone has been absolutely convinced
– it’s that compelling.

See for yourself, we have a DVD
and information pack available so if
your readers are interested then let us
know and we will send them out free of
charge.

For further information please
contact Hi-Tec on 01702 541771 or
visit www.hi-tec.com

ADVERTISMENT FEATURE

David Palmer, World
No1 Squash
Champion

■

■

■

■
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Swimming has yet again been shown
to be the second most popular
participation activity in the UK. 

Our notoriously changeable
weather has no effect on the sport,
which is enjoyed all year round by all
age groups and abilities. 

Sport England's recent Active
People survey, which interviewed
nearly 400,000 over 16 year olds, did
show a disappointingly high
percentage of people who are still
shunning exercise, but also revealed
that one in four adults - around 10.2
million people - are members of a
health or sports club.  

Investment
Sports minister Richard Caborn
declared last year that the government
had invested more public money into
swimming than any other sport in the
last 10 years, and there have been huge
improvements in wet leisure facilities
across the UK. Public pools are better
than ever, with many councils across
the country being granted funds to
update their public baths and attract a
wider cross-section of the population.

Swimming has always had a good
press in the UK and the benefits of
swimming as a safe, high calorie-
burning pastime are widely accepted.

But the sport has only fairly recently
achieved its current status.

“Swimming hasn’t always been
such a strong performer in the sports
sector as a whole, but has gone from
strength to strength since the health club
boom of the nineties,” says Aqua
Sphere Sales and Marketing Manager,
Martin Newton. 

“Before then, the majority of
swimmers used public facilities and
many of them were 1970’s designs,
now in need of serious renovation or
demolition. In addition, sports retailers

lesson provision, has boosted the
sector immeasurably. 

“Swimming was one of the more
successful sports at the last
Commonwealth Games and reports
indicate that 12 million people now
swim regularly,” he says. “The
government has a vision that by 2020
at least 70 per cent of the population
will participate in 30 minutes of
physical activity five times a week, and
it has pledged to put millions into
swimming pools as we approach the
2012 Olympics.”

Newton believes that today’s
consumer is much more informed
regarding the benefits of different
products and demands much higher
levels of comfort and value for
money, driving companies to
constantly improve their ranges. 

“Materials and designs have
become extremely innovative and the
depth of innovation now available in
products such as goggles and
performance swimwear is outstanding,”
he says. “Aqua Sphere has become
recognised for its pioneering aquatic
eyewear, so it’s a natural step to take
this same focus on innovation into
swimwear. Using the latest generation
of fabrics, we can deliver hi-tech, high-
performance options which deliver
outstanding benefits.”

Performance
Maru founder Roger Allen agrees that
swimwear continues to be a strong
performer overall.

“The swimming sector is as
strong as ever,” he says. “Trade over
the last 12 months is on the increase
and sales at Maru are currently
running at eight per cent above last
year. Good weather, the ability to offer
a by-return stock service through the
year, plus increases from internet
customers have all helped growth.

“Sports swimming is an
innovative sector, which is why Maru

IN SEASON SWIMMING
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Stroke of luck
The enduring popularity of swimming, plus the constant
innovations in swim equipment, mean this sector is
extremely buoyant, says Catherine Eade

stocked mainly basic, non-chlorine
resistant costumes accompanied by
poor quality conventional latex, foam-
lined goggles. 

“However, UK athletes of that era
included Duncan Goodhew, who helped
the profile of swimming immensely at
grass roots level and competition level.
He was also one of the co-founders of
www.swimathon.org, which is still
generating millions today for various
charities whilst increasing swim
participation nationwide.”

Newton says the boom in the
nineties, plus the increase in swimming

continues to launch innovative
products such as M force, a range of
technical garments made from a very
lightweight paper Lycra fabric with a
Teflon coating. The fabric is water
repellent, much thinner and lighter
than conventional materials used in
swimsuit design and engineered to
give minimum drag.” 

Allen says the company’s strategy
for 2007 is to continue to support the
UK independent retailer and grow the
brand worldwide.

The Konfidence range of
swimwear for kids continues to sell

“Swimming was one of the more successful
sports at the last Commonwealth Games”
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offers styles
to flatter
every shape
and body
type, a
collection that
is fashion led,
but also
performance
related for every
swimwear need. 

The constant
innovations in
swimming equipment
and swimwear, and the
wider availability of a host
of swimwear ranges through
sports retailers, mean it’s not
surprising the swimming sector
is currently so strong. The rise in
demand for swimming accessories
such as pool buoys, kickboards,
paddles and aqua gloves also offer great
add-on opportunities for retailers when
selling swimwear and goggle lines.

The Beijing Olympics next year are
being touted as a key point for UK
swimming by many in the industry, and
the level of participation can only increase
as we head towards the 2012 London
Olympics, which should mean the
sector will continue to perform
swimmingly for sports retailers in
the near future and beyond. 

well and the company recently
launched a ‘Micro-Neo Wetsuit T-
Shirt’ to help swimmers of all ages stay
warmer in the water. Made from 1mm
neoprene, it’s flexible enough to swim
in yet thick enough to keep the chill off
both in and out of the water. 

Konfidence director Kerry Regan
says the product has proved
particularly popular among swimming
teachers, helpers, lifeguards and
parents. “These t-shirts are the perfect
solution for children who are
susceptible to the cold but don’t want
to wear a wetsuit, and for the people in
the water with them,” says Regan.
“They are also a great product to take
to the beach as they can be worn on
their own as a wetsuit replacement and
give 100 per cent UV protection.” 

New for 2007, Konfidence has
launched quick-drying UV t-shirts
designed in ‘surfy’ colours for older
children and teenagers constructed from
comfortable and quick-drying Lycra. 

Fitness and active lifestyle brand
USA Pro has introduced swimwear into
its product range for 2007 - the first time
the company has catered for this sector.
The brand says this is in response to
consumer demand for a fashionable
option in the high performance
swimwear sector. 

USA Pro's SS07 swimwear range

STA OPERATIONS DIRECTOR STEVE FRANKS TALKS TO
SPORTS INSIGHT ABOUT THE POTENTIAL FOR GROWTH 
IN THE SWIM SECTOR
The Swimming Teachers' Association (STA) is a registered charity founded in 1932
with the charitable objective of ‘the preservation of human life by the teaching of
swimming, lifesaving and survival techniques’.

STA receives no government funding or support, but has experienced growth and
success over the last few years, plus significant growth in demand for membership
with more than 5,000 members. It runs courses and awards around 1,000,000 STA
badges and certificates every year for swimming through its Learn to Swim schemes.

In the last two years, STA has facilitated the founding of the National Federation of
Swim Schools (NFS), an independent organisation dedicated to providing higher
standards in a poorly regulated area of the market, as well as investing in higher safety
standards and practices elsewhere.

The STA recently signed a three-year partnership with Aqua Sphere to promote the
benefits of swimming for health and fitness.

“Swimming is the most popular recreational activity of all because it is so accessible,” says
Franks. It is mandatory that all Key Stage 2 children are able to swim 25 metres and, unlike
most recreational activities, swimming is an ongoing life skill which draws people of all ages.

“The findings of the Sport England Active People survey weren’t a surprise, as the
STA regularly gauges feedback from members and the industry as a whole. Swimming
has the potential to grow further if we can improve the quality of the teaching
experience, and programmes must be of a higher standard, with more teachers.

“But we need to build more swimming pools. Many of the existing pools were
built in the 1970s and a significant number of pools have now closed. The recent
National Water Safety Congress heard how 2.000 school pools have closed since
1972, for example.

“Virtually all open-air pools have now closed and many of the new facilities being
built are out of towns where problems are compounded by a lack of transportation
and safety issues. If we can improve the quality of the existing swimming pool
provision, allied to a national pool-build programme, this will then impact and improve
the access and availability of swimming for all ages.”
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Zoggs performance swimwear
collection
Zoggs’ AW 2007 performance swimwear collection
takes inspiration from the sporty sixties. Black and
white plays a major role and is given a modern
twist with flashes of red and soft grey. Graphics are
bold and prints are dramatic, projecting a pop art
‘dot’ effect - designed for performance swimmers
who want to be noticed.

Zoggs’ own performance CR25 fabric is
featured within the range, offering superior
chlorine resistance, all way stretch for optimum
comfort and fit, UVF50+ sun protection and quick-
dry properties. The fabric also offers up to 25 times
longer life than conventional swimwear in
chlorinated water.

Women’s styling
includes cross backs,
race backs, action
backs, power backs,
fly backs and tankinis,
while men’s styling is
kept simple with a
range of racers and
hip racers.

Zoggs AW07
performance
swimwear is designed
for swimmers who
want to get the most
out of their workout. 
For more information
on Zoggs products
call 01276 489089 or
visit www.zoggs.com

Celebrity Big Brother chooses Aqua Sphere
You have to admire the product placement skills of the UK team at swim brand Aqua Sphere. 

The brand’s Kaiman goggles, well known for delivering high quality, 180-degree wide-angled vision, were used by contestants on the recent
series of Channel 4’s much talked about Celebrity Big Brother to protect celebrities’ eyes during a trial. 

This unusual use for the goggles follows last year’s product placement on ITV’s popular show I’m a Celebrity, Get Me Out of Here! where Seal
masks and Kaiman goggles were worn by celebrities during Bush Tucker Trials. Offering visibly different aquatic eye protection and an
exciting new range of performance swimwear, check out this fast-moving swim brand at
www.aquasphereswim.com or call 01254 278873. 
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Maru spring/summer 2007 range
Maru is launching new styles and
colourways across its ranges for
spring/summer 2007. 

The ‘pop’ colours of mango,
blue, lilac and green feature heavily
in the collection, which is
guaranteed to prove popular as ever
with consumers. Garments such as the Lola Tankini from the Aqua
Leisure range combine sparkling crystal gems and flower embroidery to
offer swimwear that is perfect for both the pool and beach.

Also new for 2007 are the Mforce goggles, an air seal racing goggle
that has been hydro-dynamically designed and offers wide-angle vision.
These goggles are a must for any serious swimmer.
Maru: 0115 985 1212. sales@maruswimwear.co.uk
www.maruswimwear.co.uk

Swimsafe Floatsuit
Swimsafe Floatsuit (RRP £29.95) is a flotation aid that gives
confidence to children learning to swim. It has a unique
worldwide-patented neck float that enables the child’s head to
stay upright and is guaranteed not to tip face forward. 

It has built-in buoyancy panels, moulded from pieces of
foam with unique flexible ridging, leaving the arms and legs
free to move and thus swim in a natural way. The sun protection
factor 50+ suit keeps the floats from rising in the water and a
back zipper prevents the child from removing the suit. 

It has undergone the most stringent testing in Australia,
United States and Japan, where it is fully endorsed by their
governing bodies and has so far received a CE (Certificate of
Europe) certification for the UK and is endorsed by the Royal
Life Saving Society. Jakabel also has a great range of UV wear,
accessories and pool toys.
For more information contact Josu Shephard on 020 8715 2385
or via www.jakabel.com

www.sportindustry.biz

2007 Konfidence
swimwear
Having worked closely

with the
Swimming
Teachers
Association
(STA), teachers,
parents and
children
throughout
2006,

Konfidence has
organically grown
its range of baby
swimwear and has

introduced a new
range of ‘Warm in the

Water’ gear for both parents and children.
Konfidence is excited to introduce its latest

products - ‘My Baby’s First Swim Set’ and a new
collection of Micro Neoprene T-Shirts for swim
teachers, parents, children and water sport enthusiasts
to wear in the water as a great alternative to a full
wetsuit. They have both already been a huge success
with the STA and its members. 

And it doesn’t stop there. Konfidence also has a
new collection of UV swimwear, as well as many new
enhancements to existing lines, to further develop the
quality and value for money the range offers. 

Sports Insight readers’ special offer: quote
SWIM0207 for a 10 per cent discount on orders
received between February 19-March 19. 
Please call or email for a catalogue and trade
price list. 01566 777720/sales@konfidence.com
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should be reaching tipping point
around about...now.

Potential
Current participation in the UK stands
at just 20,000, but when you take a
closer look at the fitness benefits of
Nordic walking and the migration
away from gym workouts to
exercising in the great outdoors, you
can see its potential.

Nordic walking utilises more
muscles than running and swimming -
and more muscular activity means
more calories burned. With up to 90
per cent of skeletal muscles involved,
only cross-country skiing comes as
close as Nordic walking to being the
most complete total body workout
available. And you don't need the
snow - a bonus in these times of
global warming.

With a technique reminiscent of
the upper body workout of cross-
country skiing and the use of
specifically designed Exel Nordic
Walking poles - the originator of
Nordic walking poles and equipment -
participants burn up to 46 per cent
more calories than normal walking
and strengthen their back, chest,
shoulders and arms into the bargain.

While poles are the only
essential piece of kit required, Asics

IN SEASON NORDIC WALKING

I first came across Nordic walking
'in the flesh' at ispo a few years ago,
when I watched in bemused
fascination as, poles in hand, a
group of walkers strode purposefully

around an outdoor
area of the New

Munich Trade Fair
Centre.

I immediately made a
mental note to keep a close

eye on its development and
wondered whether the pursuit

would ever reach our shores.
Since its conception as off-

season training for competitive
cross-country skiers in Finland in

the 1930s, an estimated seven
million regular participants have

taken up Nordic walking worldwide.
According to Nordic Walking UK, an
organisation that trains instructors
around the country to the standards of
the International Nordic Walking
Association, Nordic walking is rapidly
taking off in the USA, Canada,
Australia, New Zealand and, more
recently, China.

Nordic Walking UK says that it
takes two-three years from national
launch to widespread take-up across
the population. So as it launched
Nordic walking on an unsuspecting
UK population in February 2004, it

and New Balance have already
entered the market with their own
specific shoe ranges.

The official partners of Nordic
Walking UK, Asics has just launched
its first Nordic walking newsletter that
charts the history of the pursuit and
provides tips on correct technique. It's
also got together with Nordic Walking
UK and Exel poles to offer free
Nordic walking lessons with
professional instructors and equipment
this year (you can register your
interest for future events at
http://nordicwalking.asics.co.uk/).
Asics' Nordic walking shoe range
currently comprises four models.

"As a brand, walking is a key
opportunity and New Balance is very
committed to developing category
leading Nordic walking footwear,"
says Stuart Howarth, New Balance's
UK & Ireland Marketing Manager.
"Nordic walking is currently at a very
embryonic stage and as such can only
grow in the future. Walking/rambling
is the single largest pastime in the UK,
but Nordic is a very small section of
this participation.

"UK Nordic walking is small
compared to some of our other
European markets, like Germany. As a
result, UK sales of NB Nordic
walking product is still small
compared to fitness or elite running."

Nevertheless, New Balance has
produced four key Nordic walking
shoes, all developed at its European
design studio in Warrington.

Appeal
And in January Nordic walking took a
significant step in developing its
position in the market by securing a
deal with 21-store Up and Running to
carry Exel poles. "This agreement
with Up and Running goes a long way
in underpinning Nordic walking's fast-
growing appeal as a recreational
physical activity," says Francis
Mitchell of Nordic Walking UK.

Jonathan Midwood, Up and
Running's General Manager, told
Sports Insight: "We are delighted to be
distributing Exel poles on behalf of
Nordic Walking UK. We have seen
the rise and rise of Nordic walking
and believe it is here to stay as an
extremely popular exercise regime.

"Physical exercise is playing an
ever-important role in peoples' lives.
Here's an opportunity for everyone to
have fun and a full body workout at
the same time. This spells good
business for us."

And if Nordic Walking UK is to
be believed when it says up to
100,000 people will take part in
Nordic walking in this country in
2007, it could represent a profitable
opportunity for many other
independent sports retailers.

Although only 20,000 people in 
the UK participate in Nordic walking in the UK, could the
pursuit with its roots in 1930's Finland be the 'next big thing'? 

Walk 
it up
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Nanotechnology deals
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The Nano treatment 
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New Balance
Over 10 million people across Europe alone now participate in

Nordic walking. Often described as cross country skiing without

the skis, its appeal may lie in the fact that it is more sporty and

intense than walking, but not as tough on the body as running. 

It can also be practised on a variety of terrains, for which New

Balance has introduced a new feature, Gore-Tex®Xcr, vital in

providing waterproof protection, high breathability, optimal heat

conductivity and excellent moisture management. 

The 1091, the most technically advanced show in the Nordic

range, also incorporates a host of features usually found in the

running category, including TS2 (the ultimate support for heel to

toe transition), Toe Protect (a moulded TPU guard protecting toes

from the impact of rocks), Abzorb enhanced shock absorption in

the heel and forefoot, Stability Web (providing torsional midsole

stability), N-Lock (New Balance’s lacing system for enhancing

midfoot stability and support) and a specific Nordic walking Strike

path outsole with a bevelled heel.

The 1091 is available in two widths at an SRP of £90.

New Balance: 0800 389 1055.

ASICS Nordic walking range
Originating from summer training for cross-country skiers,
Nordic walking is one of the fastest growing participation
sports across Europe. 

Utilising more muscles than running or swimming
means it’s a great calorie burner (20 per cent higher than
normal walking). With up to 90 per cent of skeletal muscles
involved, only cross-country skiing comes as close to Nordic
walking, the most complete total body workout available. 

The unique gait cycle achieved when Nordic walking
means you work your upper and lower body at the same
time, strengthening your back, legs and arms and reducing
neck and shoulder tension - all this while improving the
health of your heart and lungs. 

ASICS has developed a range of Nordic
walking shoes that complement this unique
gait cycle while providing all the protection
and comfort of a trail walking shoe. 
To learn more about Nordic walking visit
nordicwalking.asics.co.uk  
ASICS UK Ltd sales: 01925 243360. 
Email: sales@asics.co.uk
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Function, comfort and performance
HILLY Clothing Ltd’s range of Twin Skin Moisture

Management anti-blister technical socks

are not only ideal for running, but also for

any sport/leisure activity that involves the

user spending time on his/her feet. 

A good shoe needs to be complemented

by a good sock, which will help to wick

moisture away from the feet and prevent

blisters. HILLY’s Twin Skin double layer

socks have a permanent and anti-

microbial and wicking inner sock, an

arch grip section, a seamless toe

construction and do not bunch up

after washing/drying. 

For further details or

information about the

complete HILLY

range call 

0161 366 8207.

Nordic walking
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hockey players are now choosing
composite over wooden sticks." 

Mercian's composite sticks were
the company's best-sellers in 2006.
"We got the graphics and colours
right," says Simon Mason. "Pink has
been a very dominant colour in this
selling year and we've sold more in that
bracket then we've ever sold before."

Faster turnover
Which leads us onto another common
thread among the companies we spoke
to in this sector - the 'fashion' influence. 

Explains Simon Mason: "The
market is becoming far more fashion-
oriented and those companies that
have made significant graphical
changes to their ranges, coupled with
good product strength, are benefiting. I
think there will be a far faster turnover
of graphics and appearance within
ranges now, whereas in the past you
might have seen companies running
products for two and three seasons.

"A lot of this is down to the
mobile phone and IT generation. With
the young adult players, the turnover
in anything they have, not just sports
equipment, is far faster than it used to
be. You're also seeing far more
shifting between brands.

“Whereas some people would buy
a product and use it for a long time
and the next product they would buy
would be exactly the same, there is
now a far great fluidity of consumer
within the market. Therefore, we're all
having to stay at the cutting-edge in
order to produce ranges that are
attractive, appealing and good value."

While Grays has seen good growth
in sticks, it has also experienced an
increasing demand for the company's

IN SEASON HOCKEY

Hockey had a good 2006 by all
accounts. England came fifth in last
September's Men's Hockey World
Cup and, according to Chris
Sutherland, managing director of
Dita, recent TV coverage of the
Indoor Finals day at Birmingham was
a great success and will be a big boost
to the image of the sport. 

At retail, Mercian Sports' Sales
Manager Simon Mason said the
company enjoyed one of the best years
in its history, while Grays, another
major player, experienced good growth
in all product sectors.

Looking good
Says Sutherland: "Hockey as a sport is
looking good. More than 10,000 new
junior players have joined the sport in
England alone over the last three years.
Irish hockey numbers have risen so that
the Republic of Ireland and Northern
Ireland combined is the fourth biggest
hockey playing country in Europe.

"The standard of hockey skills has
risen dramatically at school’s level due to
the structure of coaches throughout the
UK and Republic of Ireland. This increase
in growth has led to an increase in sales of
junior sticks, shoes and accessories. Even
at junior level there is a rising demand for
composite sticks, which is of great benefit
to the retailer as he is, in most cases,
selling a stick at twice the price of the
traditional wooden stick." 

Both Grays and Mercian reported
good sales in their composite stick
ranges last year. Says Grays' Hockey
Manager Neil Mallett: "Our composite
sticks are seen as leading the field in
composite technology and we've seen
particularly good growth as an
increasing number of better quality

fashionable range of teamwear
products. "The wide choice of colours
available in Grays' G600 men's and
ladies' playing shirts, as well as shorts,
skorts and socks, have been popular
and sales of all of these products have
grown year on year," says Neil Mallett. 

"We find the younger element
prefer sticks with more fashionable
designs, whilst the more serious
players follow the classical Grays-
look designs they see used on the
international scene."

Grays, Dita and Mercian will all
be launching new ranges this year - a
reflection of the now fast-moving
nature of the hockey market. Grays is
introducing new products across all
categories, including a new range of
hockey-specific shoes, updated gloves
and shinguards, as well as holdalls. 

Mercian has promised new
graphics across its entire composite
stick range, three new bags and further
developments in the company's
goalkeeping ranges, while Dita has just
launched some of the most high-tech
performance undergarments available
in the world. Its Pro Thero-Rite range
of Omni Climate Quad weave
compression garments feature Clariont
moisture management and will be used
by cricketers, rugby players and
footballers as well as hockey players.

"Gone are the days of dull hockey
sticks and shoes," says Chris
Sutherland. "All major brands have
had to cater for the fast-moving trends
in colours and graphics demanded by
today's hockey players. It is now
common practice for hockey players
to match their stick colour with that of
their shoes and playing shirt."

The sport of hockey in the UK is
truly 'in the pink'.
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An increasing fashion influence has resulted in
hockey becoming a fast-moving market

The F word

si
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IN SEASON HOCKEY

ASICS hockey range

July 2007 sees ASICS introduce

two new shoes to its successful hockey

range. Replacing the GEL-Lethal Hockey Gold is

the Gel-Hockey Pro, the first ASICS Hockey shoe to

feature a SoLyte midsole, dramatically reducing

weight and improving durability and shock

attenuation.

The multi-studded, multifunctional cleat

outsole will provide the player with

unrivalled grip, whilst the CmEVA sockliner

with x-grip finish will improve both

comfort and grip. Add rearfoot Gel, a

trusstic for support and reinforced upper

to reduce wear from toe drag and the ASICS Gel-

Hockey Pro has no rivals. 

In addition, the Gel-Lethal MP II, with its

rearfoot Gel and SpEVA midsole, provides

superb shock attenuation. The new multi-

studded rubber outsole, as seen on ASICS’

hugely successful Gel-Blackheath, will

provide excellent grip on both sand and

water-based pitches. Both shoes will be

available in male and female colours.

ASICS UK Ltd sales: 01925 243360. 

Email: sales@asics.co.uk

Hockey

Mercian Hockey
Mercian Hockey is looking forward to another exciting season in 2007.
Product developments in all areas offer advanced collections suitable for
any level of hockey player. 

High colour new graphics on the entry-level Swordfish composites
and Element bags complement the powerful visual appearance of the
Black Widow and M-Tek ranges. Advancements in performance
clothing and teamwear offer even better opportunities for players to
experience Mercian garments. 

As a field hockey specialist, all Mercian products are
developed by hockey players for hockey players.
Mercian Sports Co Ltd: 01483 75 76 77.
www.mercianhockey.com 
sales@mercianhockey.com
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Nomis 3/4 finger padded hockey glove
A soft, strong, breathable leather palm with Nomis grip technology keeps hands dry, whilst grip performs eight times
better in wet conditions than any other glove.

The glove is high density, lightweight and the back of the hand features three segments for added protection and
mobility. There’s also a towelling thumb feature that acts as a sweatband and velcro fastening on the wrist.

The Nomis hockey glove is worn tightly on the hand and feels like a ‘second skin’. 
The non-obtrusive protection padding does not impair grip and feel on the stick, while the grip technology and

protection means this glove is multi-purpose for all playing conditions.
For further information contact Steve Lee at Nomis on 01244  670187 or email steve@nomissports.co.uk
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GRAYS NEW
“ANTI TORQUE TECHNOLOGY”
This is the latest cutting edge stick 
technology break through from Grays. 

Our hockey stick research programme has
revealed that all sticks experience some
rotational flex forces when hitting the 
hockey ball. These rotational forces are
referred to as “Torque“. Very simply torque
flex is responsible for the loss of energy
being transmitted through the impact zone.

Grays new “Anti Torque“ Powerbeam 
technology combines three important 
component features set out to give the
model greater “core stability“.

1. The Powerbeam spine down the rear of
blade profile gives central “core stability” to
the rear of the stick. 

2. The new two - directional powervein 
structure creates improved stability along the
back of the blade of the stick and works
against these rotational flex forces.

3.The special composite fibre matrix 
construction on these models have been
realigned to take these forces into 
consideration.2. New two directional 

powerveins - resisting 
torsional flex

3. New fibre 
matrix construction

“ANTI TORQUE TECHNOLOGY”

SCOOP CONTOUR HEAD

Cradles the ball 

1. Powerbeam Technology increases core stability

Turbogx
range

gx

Scoopgx
range

gx
CONTROL AT YOUR FINGERTIPS...

A new look for 2007 that enhances the Scoop profile

The Grays Scoop range is designed for players who want extra 
control when dribbling as well as the ability to lift the ball

more easily when drag flicking. As the name suggest the
"scooped out" curve shape across the head allows

players to feel extra ball control, particularly
when moving at full stretch. Players at all

levels will find that the Scoop "cradles"
the ball more easily when dribbling,

without any loss of control when
hitting or flicking.

New For 2007
GX 7000 Jumbow Extra

The new Grays Jumbow
Extra is at the cutting edge
of stick technology.  The
new improved blade setting
combines with the lower
curve of the original
Jumbow. It has been shaped
to make sure that it com-
plies within the 25mm bow
limit specified by the FIH. 

Designed at the special
request of top players who
have to comply within the
rules, the enhanced lower
curve improves penalty 
corner flicking capability
without any loss of control
when hitting, dribbling or
stopping. 

Jumbogx
range

gx

the internation

GRAYS NEW
“ANTI TORQUE 

TECHNOLOGY”
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A new trendy look for 2007

The GX composites are developed, based on three main criteria - Playability, Performance
combined with Durability. Our specialist range of headshapes, blade curves, lengths, weights
and constructions now offer an ever increasing variety. We have developed our composite
range of sticks for every level of the game.

A new trendy look for 2007

Brett Garrard

Kerry Williams

”

e

TRIPLICATE HANDLE SYSTEM

For further information: visit our website at www.grays-int.com or Tel: 01580 880357  E-mail: sales@grays-int.co.uk

LIGHTER AND FASTER ...
The Superlite range has been redesigned for 2007. It is for players who require a special lite model so they can
swing the stick faster and generate maximum power. Ideally suited for younger players it creates maximum 
maneuverability. 

Compositegx
range

gx

e

Superlitegx
range

gx

NEW FOR 2007onals choice

Hi-Tech handle 
construction on GX8000 
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IN SEASON RUGBY

Optimum is on fire with its
new rugby boots
Optimum has always been a brand that
players trust to provide them with top quality
products and high specification materials. The
company has recently launched its new rugby
boot range, combining lightweight uppers
with stability controlled sole configuration.

The BLAZE (juniors - sizes 13-6, low cut,
six stud) and INFERNO (seniors - sizes 7-15,
low cut, eight stud) are available in white/red
and black/red for delivery in July 2007.
Contact your agent for more details or
Optimum direct on 01942 497707.

ASICS GEL Lethal Ultimate IGS III
The GEL Lethal Ultimate IGS III is the next step in
ASICS’ footwear for hard ground. 

The latest update introduces a new injection PU
outsole inspired by ASICS track and field shoes.
When this is combined with the new Teijin Upper
and low-profile SoLyte midsole, the GEL Lethal
Ultimate IGS III is the lightest Lethal ever. 

That’s not all. The new shoe is the first Lethal
to obtain the IGS (Impact Guidance System)
badge, allowing the foot to perform in a
natural manner for the intended sport. The
GEL Lethal Ultimate IGS III will be available
from April 2007.
ASICS UK Ltd sales: 01925 243360. Email:
sales@asics.co.uk
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Rugby
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Samurai Sportswear
As Samurai Sportswear moves into 2007 with
a multi-sport range, the brand is stronger
than it’s ever been and the new winter
selection (forward sell during February and
March) mirrors this fact.

A few favourites return this year, but mostly
you will see exciting new lines that spread across
a diverse range of product sectors.

Samurai Sportswear has concentrated on two things for
2007 - improving the technical quality of the fabrics and
upscaling all the decorative features of the garments. The
company is determined to stand out from the crowd and
add value to your business. When you see the full range,
Samurai Sportswear is confident you will agree it has
achieved exactly that.
For more information on one of the fastest growing
sports brands in the UK call 01508 531010 or visit
www.samurai-sports.com

New Nomis rugby boot
For 2007 Nomis is launching a new rugby boot. This boot will
incorporate the ‘Nomud sole plate’ for better traction, reduced
weight and better kicking stability. With a reinforced toe box and
upper for all-round protection to the foot, The Force boot also
incorporates the comfort and stability technology that helps
prevent those repetitive strain foot injuries and offers added
protection to the first and fifth metatarsal.

Nomis’ rugby mitt continues to go from strength to strength
and is now the most widely used mitt in the Guinness Premiership.
For more information email Steve Lee: steve@nomissports.co.uk
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product available for adults.
The Xact Headguard is joined by

the new VX Cell (available in either
black or silver). An entry level, 3-
dimensional fit headguard with stylish
cutout sections for ventilation, the VX
Cell is a two-piece construction with
pre-moulded foam, which has been
designed to contour to the shape of
the wearer’s head. The Xact
Headguard offers a 3 dimensional fit
and with its fully flexible design
ensures a superior fit which works in
conjunction with the adjustable rear
lacing system. Both headguards have
improved adjustable chin-straps to
ensure the ultimate in comfort and fit.

GILBERT protection continues to
be chosen by a multitude of players in
the professional game and will once
again be highly visible in this year’s
RBS 6 Nations Tournament:
England’s Lewis Moody and Martin
Corry, Ireland’s Donncha
O’Callaghan, Mick O’Driscoll and
Frankie Sheehan, Scotland’s Dan
Parks, Wales’ Michael Owen and
Imanol Harinordoquy of France will
all be wearing products from the 2007
Range.

The new protection range will be
available for delivery from June 2007.

Please call your local GILBERT
agent to arrange a visit. Alternatively,
please call 08450 66 1823 to place an
order.

Key focus areas in the 2007 range are
the enhancements of the tri-flex
technology, additional protection for
key body areas and superior
performance base fabrics, which
work in conjunction with modern
moisture management playing shirts. 

The introduction of synergie 12
into GILBERT’s 2007 range sees the
ultimate in protection combined with
advancements in body fabrics. This
base fabric is breathable and will work
effectively with moisture management
kits to ensure the wearer remains cool
and protected. synergie 12 is the most
enhanced padding system to date, with
revamped tri-flex shoulder padding

offering maximum protection whilst
ensuring that the wearer is not
restricted in any way. Twelve
ergonomically designed pads ensure
that all key areas of the body are
protected. The successful Xact
Shoulder protection continues in 2007
with its all over duo mesh technology
ensuring the wearer is both
comfortable and protected at all times.
The Xact 10 offers total protection for
the wearer (shoulders, sternum,
kidneys, ribs and back) at a
competitive price whilst following on
from the success of the Xact Quest Jr
last year, the size-set has been
extended in order to also make the

ADVERTISMENT FEATURE
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GILBERT
protection
has been
developed with
performance in
mind.

Gilbert Advertorial  5/2/07  10:30  Page 2

http://www.sports-insight.co.uk


52 SPORTS INSIGHT

IN SEASON RUGBY

OPRO launches mouthguard range
OPRO, the world’s largest supplier of custom-fitting mouthguards, has launched OPROshield, a range
of low to medium-cost ‘boil and bite’-type mouthguards. 

“This end of the market is awash with low-quality products that offer little or no real
protection,” says managing director, Dr Anthony Lovat. “By developing new materials and
incorporating the unique ‘OPRO fin’ technology, we have created a range of mouthguards,
starting at just £1.99 including carry case, that will revolutionise the market worldwide.”

OPROshield will be available online and at leading retailers during Q1 2007.
For more information call 01707 261261 or visit www.opro.com 

Skins
Zurich Premiership clubs Bath and Saracens have discovered what their counterparts in

Australia have long known - Skins can help them raise their game. Consequently, both clubs
have appointed Skins as their official supplier of compression therapeutic garments. 

They have found that Skins’ innovative body-moulded gradient
compression garments, with built in BioAcceleration Technology, enhance their performance in

training and competition.
This is supported by independent scientific and medical research that has proved Skins

improve circulation, increase oxygen delivery to the muscles and help eliminate lactic acids and
other metabolic waste. 

Another proven benefit of Skins is that they expedite recovery following exercise,
prompting many athletes to wear them after they’ve played, especially when they are

travelling. All of which means the overall effect of Skins allows athletes to train harder for
longer and recover more quickly.

Visit www.skins.net or call 01827 383 711 for more information.
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TESTIMONIAL ST LETHAL TIGREOR IT

LETHAL DS IT LETHAL DS ST

GEL-LETHAL CLUB

TESTIMONIAL NR

LETHAL TIGREOR ST

GEL-LETHAL
ULTIMATE IGS III

WARNO SCREW

WARNO MOULD GEL-LETHAL GRIP 2

LETHAL DS IT LETHAL DS ST

ASICS

FOOTBALL/RUGBY
ASICS have combined over 50 years of experience of producing the finest,

most technically superior running footwear available, to develop their most advanced pitch footwear to date. 
These boots are designed to meet the specifications of today’s top-level competitive players as well as the real enthusiast
seeking the ultimate in technology.  Outstanding design combines with an excellent fit that caters for all playing surfaces.

For more information on the ASICS boot collection,
please contact your local ASICS representative or the ASICS sales office on 01925 243360.
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IN SEASON FOOTBALL

New England kit and matchball
Umbro has unveiled a complete package of England performance

product - the first time the brand has simultaneously launched a

new England kit and matchball since entering into its new

agreement with The FA.

The new England home kit is, according to Umbro, 

the most high performance England kit ever, using a

special fabric developed by Umbro to ensure a high

level of comfort.

The ball is the second generation X Ball, which

has a striking symmetrical design and features

Umbro’s ‘Touch Control’ ball construction

technology. The high elasticity super latex, new

internal construction method and microfibre outer

construction means the X Ball II is one

of the most durable balls around.

Umbro: www.umbro.com

ASICS football boots
The AW07 season sees ASICS launch a new range of football boots. These are,
however, no ordinary football boots. 

After conducting thorough research on over 2000 elite footballers, ASICS
launches the Lethal Tigreor and Lethal DS. At the heart of the Lethal Tigreor is the
HG10mm heel raise, comprised of SoLyte for improved durability and cushioning.
This heel raise improves running efficiency by reducing pressure and impact forces 
on the heel and hamstring, allowing the footballer to perform from a more
biomechanically efficient position. 

To complement the heel raise, the Lethal Tigreor has a two density insole that is
denser at the heel for added stability and softer under the forefoot for
improved flexibility and cushioning. Finally, the
upper is made from synthetic leather
and includes an external heel
counter. The new ASICS Lethal
Tigreor is the most sophisticated
boot ever built and will provide
the player with a new level of
protection on the pitch. 

The Lethal Tigreor will
be available in blue whilst
the Lethal DS will be
available in both white and
black. Both studded and
cleat models will be available
from June 2007.
ASICS UK Ltd sales: 01925
243360. Email: sales@asics.co.uk

Football
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Uhlsport introduces new 2007 range
Uhlsport continues to introduce new innovative products to add further emphasis
to the fact that it is not only a goalkeeping brand, but a total football brand with
strong product concepts in all categories. 

The new Kikksokke football boot and Vyper shinpad range are no exception
- both offer the very latest in advanced technology and design.

Kikksokke is a revolutionary football boot that breaks with convention to
provide a more comfortable, lightweight and high performance shoe. The unique
one-piece construction with integrated sole plate and directly injected moulded stud
formation has no seams and fits perfectly to the foot to provide maximum stability and
flexibility. The striking white boot and distinctive side logo give a very sleek appearance
befitting the top boot in a strong line up of other models at varying price points.

Direct Injection Technology (DIC) is also the secret to the new Vyper shinguard
range that combines real comfort and flexibility with excellent shock absorption and
protection. The anatomic and asymmetric shape moulds to the leg to be unobtrusive
but protective. Three versions are available, including models with neoprene ankle
protectors. The Vyper concept complements the other choices of Uhlsport performance
shinguards, which are now available in high visibility reusable packaging.
Uhlsport: 0161 955 4386/4398. sales@uhlsport-uk.co.uk

Reusch
As a specialist goalkeeping brand, Reusch offers a range of products suitable for all types of weather
conditions, as well as all types of goalkeepers. 

The Aqua Keeper glove is specifically designed to offer a real benefit in wet conditions. It features
Shockshield Technology to offer protection to the knuckles, Aqua Tech Latex that is ‘hydrophilated’ to
offer superior grip in the wet and a drycell MMS coolmax lining to the palm that helps keep the inside
of the glove dry.

Reusch prides itself on keeping in touch with the needs of players who use the company’s products,
which is why these small technical benefits define Reusch as a specialist and helps it produce product
that enhances performance.
For more information call Bob Fidler at BF Sports on 0161 439 4383 or email b.fidler@reusch.com
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Solyte, a cushioning 

material, providing an 

exceptionally light midsole.

Enhances 'bounce-back' 

and durability, enabling 

easier and faster
movement.
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IN SEASON RUNNING & ATHLETICS

Saucony ProGrid Omni 6
Saucony is continuing its policy of being the running shoe manufacturer
remaining loyal to specialist, independent sports stores with the launch of
the latest version of its top-selling running shoe, the ProGrid Omni 6. 

The new Omni will be premiered on March 2 in five specialist stores
around the country: Easy Runner, Bristol; Runners Need, Docklands;

Lincolnshire Runner;
Sportsshoes Unlimited,
Bradford; and Run 4 It,
Bothwell Street, Glasgow. 

Saucony’s success story
of sustainable, stable growth
has been built on servicing
the independent sports
trade. Even now, with
greater investment coming
on stream from new
owners, the massive
Stride Rite Corporation,
Saucony remains true to
its roots and the
originators of that
success.
For further details
contact Saucony on 
023 9282 3664 or
visit www.
saucony.co.uk
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Running

Inner Muscle technology
Inner Muscle technology is the result of
extensive research by the ASICS institute of
Sports Science. This unique technology
allows the inner muscles of the body to
work at optimum capacity, supporting
your efforts to achieve the ideal body
through the wearing of technologically
advanced clothing. The garment
construction helps to train specific
muscle groups not significantly worked
during normal exercise, thereby
allowing athletic movement and
posture to be improved.

The Inner Muscle training top with
its diamond back technology stabilises
the scapula, thus providing greater
upper arm propulsion and more efficient
energy distribution, improves shoulder
blade alignment and reduces shoulder
joint rigidity, allowing for increased
movement and flexibility. By drawing the shoulders back, it
will also allow the lungs to perform at their most efficient.

The tights’ unique H panel aids stride length and helps
improve and retain spine posture while stimulating and training
the psoas magnus (the key muscle that links the torso to the
legs), thereby increasing core stability. 
ASICS UK Ltd sales: 01925 243360. Email: sales@asics.co.uk

Brooks Adrenaline GTS 7 
Brooks Adrenaline GTS 7 is a firm favourite in the Brooks range,
featuring a smooth, fast-feeling ride, bags of stability and a plush,
cushioned feel.

The Brooks Adrenaline GTS is a top-seller worldwide. The latest
version (GTS 7) now benefits from the long-lasting resilience and
cushioning of the new and outstanding Brooks MoGo midsole
technology.

Brooks has developed the MoGo midsole to give an ‘out-of-the-box’
cushioned first feel, a 22 per cent increase in energy return (compared to
the famed Brooks predecessor substance 257) and a 50 per cent saving
in waste during the manufacturing process. Brooks recently picked up
awards globally for its environmental improvements in shoe technology.
Call 01903 817009 for more information on Brooks.
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Rucanor running
Rucanor may not be the first brand name
to spring to mind when thinking about
running products, but in the new
‘Never out of Stock Collection 2007/8’
catalogue there are products designed
specifically for runners, as well as
numerous other products that neatly
fit into this category.

New for 2007 are a runner’s belt with
4x100ml bottles and a high-visibility mesh vest with
reflective bands. There are also reflective armbands, safety
lights and blinkers, as well as the traditional fist bottles.

For training there are weights, benches, gym balls,
skip ropes and ankle and wrist weights to improve
stamina, plus a new range of heart rate monitors

and stopwatches to measure
your performance. If you’ve
been unfortunate enough
to sustain an injury,

Rucanor can also
provide relief
with a
comprehensive
range of neoprene
and elasticated supports.
For further information on these,
or any other products from the

Rucanor range, call the Sales
Hotline Number: 0845 2300147.

Thuasne promotes speedy recovery
1000 Mile is launching the
Thuasne Recovery Sock into
the UK. Thuasne (pronounced
Too-Arn) specialises in the
production of elastic textiles
and has 150 years of
experience in manufacturing
sports and medical
applications.

The Recovery Sock is
designed to be worn after
exercise to aid recovery. It
works by exerting pressure on
the muscles, which in turn
accelerates blood circulation,
ensuring any toxins present are
quickly eliminated.

This is undoubtedly a
growth area, with many
athletes realising the benefits
of a faster return to their
exercise programme.
Available in sizes small-
large. SRP: £17.99.
For sales enquires contact
1000 Mile on 01923
242233 or email
sales@1000mile.co.uk

HILLY distributes DRYZONE shoe dryer
HILLY Clothing is the official distributor of Dampire’s highly popular DRYZONE shoe dryer to specialist running and general sports stores.

Most runners and sports people have wet/damp trainers from time to time - the problem is how to dry them without damaging 
the key components. DRYZONE dries without heat, power or effort and is simple, hygienic, very effective and lasts for years.

The product comes in eye-catching packaging and highly effective POS. It is available in one size, so is a very easy product to merchandise.
For further details call HILLY on 0161 366 8207.
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Business is slow, a competitor has
opened up across the street, a
nationwide sports retailer is
splashing the bargains of the century
across the local media.

It looks as though there's only one
sure-fire way to bring the punters back
into your shop - and that's to have a
cut-price sale. After all, no one can
resist a bargain - or can they?

"Sadly, it's often a myth that lower
prices result in higher volumes," says

Nick Wreden, author of a forthcoming
book on strategic branding. "Because
price cuts seem to be the easiest way to
attract customers, retailers find the
temptation hard to resist.

"But they should think long and
hard before they take that step. Studies
have shown that proactive price cuts
don't make you different, nor do they
necessarily make you better off. They
are likely to make you poorer - unless
you have the evidence and the data to
prove otherwise.

"Initially, drastic price cuts may
seem to have worked. Admittedly they
can boost sales quickly, particularly
when there is no money available for
advertising or other promotions. But
experience has proved that a knee-jerk
reaction rarely pays off in the long run.
Price cuts can affect profitability when a
business upturn eventually arrives. 

"They can also signal to customers
that you're easy prey for additional
discounting and it may even damage
your shop's hard-won image for quality."

Alternatives
The sensible alternative is to make
pricing decisions part of your long-term
blueprint for success, according to Reed
Holden, CEO of the Strategic Pricing
Group. "Rather than slashing prices as
part of a quick fix, look at alternatives
like postponing non-essential expansions
and improvements and cutting non-
essential costs,” says Holden.

"This will enable you to pursue low-
value business opportunities that help
maintain cash flow without drastically
reducing your sales potential." 

Certainly, it's very tempting to think
about price cutting the minute your sales
graph starts to fall. After all, studies at
the Manchester Business School have
shown that more publicity is generated
by free offers and bargain deals than any
other retail promotional campaigns.

But as Reed Holden points out,
customer loyalty invariably fades when a
cut-price range runs out and prices go
back to normal. "In fact, customers can
actively resent the fact that bargains are
no longer available and may punish the
supplier by taking their custom
elsewhere," says Holden.

Studies have shown that this would
appear to hold true however you cut
prices. It could be outright price

ABOVE:
Discounting may
damage your 
shop's hard-won
image for quality

CUT-PRICE SALES

60 SPORTS INSIGHT

PRICE CUTS ONLY MAKE SENSE WHEN:
■  They earn you higher profits - most don't
■   They're part of a customer loyalty programme that can't 

easily be copied by competitors
■  Customers buy more than just a cut-price item
■  Customers initially enticed in by low prices regularly return

to the store
■  Cut-price bargains are just part of a sales strategy linked to 

a well-planned advertising and promotional campaign   
■  Reduced prices still cover costs involving services, delivery 

and other expenses

Competing on price
No one can resist a bargain - or can they? Tony James investigates
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probably won't survive. The signs are
that the long-term future of small
independent retailing lies in high value-
added activities that require brain power."

Pundits warn of the danger of
cutting the cost of high value products
just to make sales figures look healthier.
And before you consider massive price
cutting, have a long hard look at your
pricing system. Most experts now

believe that pricing based on economic
or psychological value is much more
effective than ‘competitor-cost’ or
‘customer-driven’ pricing strategies.

Remember too, that the basis for
customer value can shift every time the
economic climate changes. When times
are good customers want to be sure they
can get what they want when they want
it, but in a recession customer care is
reckoned to be more valuable.

A common mistake, says Reed
Holden, is to use price as a competitive
advantage for high-value products by
giving away services or discounting your
best customers. "This way you erode the
profitable customer base and reduce the
profit potential when the downturn
ends," says Holden.

Pressure
London School of Economics studies
have shown that when times are hard
sales staff often become less resistant to
customer pressure and tend to knock
down prices until they've got a sale,
regardless of the profit margin.

Paul Rigby says that prices should
always be negotiated according to the
business rules of volume, delivery,
financing and value to the customer.

"But sales staff often oppose value
pricing because it means higher prices
and a greater risk that the customer will
walk away from the deal,” says Rigby.

reductions, including services in the
price, or offering coupons or cash-back
incentives.

So how come the big boys can pare
prices to the bone and still stay in
business? You read that Sam Walton of
Wal-Mart and computer tycoon
Michael Dell became billionaires by
selling at bargain basement prices, so
why can't you do the same?

Reed Holden explains: "From day
one they built in a cost advantage into
their business model which was so large
than no company could easily rival
them. But most retail businesses operate
in a world in which competitors offer
similar products based on similar
technology and which makes it difficult
for anyone to achieve more than a slight
cost advantage without losing money.

"And even if you could cut prices,
would it be wise? Offering bargains
invariably amounts to a massive transfer
of capital from retailer to customer with
no certainty of getting it back."

Danger
The dangers of a cut-price strategy
were dramatically illustrated when
retail music giant Universal Music
Group slashed CD and DVD prices by
up to 30 per cent, hoping to lure
punters who were downloading music
online back into stores.

It was taking a risk - the price cuts
meant UMG needed to sell at least 40
per cent more CDs and DVDs to
maintain the previous level of revenue.

The gamble failed. After a few
months the price cut not only had no
effect on boosting sales and bringing
customers back into the stores, but also
actually resulted in a slight drop in
UMG's market share.

After less than a year the strategy
was abandoned, UMG claiming that
retailers had not cooperated by passing
on the price cuts. In the meantime, one
of UMG's rivals had kept CD and
DVD prices steady but had engineered
an effective price increase by reducing
the number of tracks on some discs - a
move that apparently had no adverse
effect on sales. 

It's a trend that has been confirmed
by recent London Business School
studies, which show that, contrary to
popular belief, it's the quality products
not the cut-price bargains that sell when
times are hard. 

"People are intensely value and
money-conscious in a recession," says
business adviser Paul Rigby. "You will
only compete by selling top-range stuff.
Stick to bog-standard cheapos and you

“A major new factor in price cutting strategy is what's known as dynamic pricing -
cost to the customer shifts in response to changes in supply and demand”

“To prevent sales people selling cheap
just to boost their sales quotas, retailers
are paying bonuses for contributions to
profitability and customer care."

And a major new factor in price
cutting strategy is what's known as
dynamic pricing - cost to the customer
shifts in response to changes in supply
and demand. Retailers trying the system
have been pleasantly surprised by how
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much more they can charge customers
without affecting sales volume.

In one study involving a sports
retail chain it was found that a price
increase of just one per cent improved
operating profits by 11 per cent if sales
volume remained constant.

Consultants have long known that,
regardless of whether or not they make
a profit, the real value of a cut-price
offer is to narrow the distance between
buyer and seller and so pave the way to
more lucrative sales.

For instance, a 'free trial offer' can be
just a way of getting a customer's name,
address, phone and credit card number so
that they can be set up for the real pitch,
which comes later. Some people say this
system is unethical, but it's worth
millions in subsequent business.

Business psychologist Dr Paul
Rodgers says that cut-price buys are
virtually never returned to the store,
even if they are found to be the wrong
size or unsuitable. "The buzz of getting
a bargain rarely lasts for more than a
few days, particularly if it has been an
impulse buy," he says. 

"But sadly for the retailer, the cut-
price buyers we traced rarely became
regular buyers interested in full-price
merchandise. If they did return to that
particular store it was probably just to
see if they had anything else that was
going for a song." si

LEFT:
It's often a myth that
lower prices result in
higher volumes
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training
J U S T  A D D  B L O O D ,  S W E A T  &  T E A R S

As endorsed by Graham Taylor
England Manager 1995-1997

a collection of training aids, clothing and
equipment for the serious athlete
in athletics, basketball, boxing, cricket, football, hockey, netball, rugby, tennis, volley ball

Reydon Sports, Unit 17, Easter Park,
Lenton Lane, Nottingham, NG7 2PX

Call us now on 0115 900 2340 
Fax: 0115 900 2341  www.reydonsports.com
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Since its inception in 1995, eBay has
become a phenomenon. As the
ultimate auction site where anything
and everything is traded, it soon
became a favourite amongst shoppers
looking for a bargain.

With over 200 million registered
users, eBay has created a new sales
channel that individuals and business
alike can participate in.

Bidding for an item is certainly
part of the attraction of the eBay
experience. But looking closer at how
users were buying goods listed across
all categories revealed that over a third
were being bought using the fixed
price ‘buy it now’ option that many
auction listings now use. 

For many eBay users, the thrill of
bidding was of no interest to them. They
wanted to find an item at a price they
wanted to pay - and instantly buy it.

Banishing bidding
Enter eBay Express, with the sole
purpose of offering professional traders
a specialised outlet to sell new items at
fixed prices. Only sellers who have a
history of selling successfully on eBay,
with a positive feedback score of 98 per
cent or greater and total accumulated
feedback of 100 points or more, are
eligible to sell on eBay Express.

Says Bill Cobb, President of eBay
North America: "eBay Express is for
buyers who prefer a more conventional
online shopping experience. We think
eBay Express will attract new buyers to
eBay and inspire existing buyers to use
eBay even more. We're excited to team
up with our most experienced eBay
sellers to deliver a simple, easy and
convenient shopping experience through
eBay Express."

eBay Express makes it easy to pay
for items from multiple merchants with
a single click using a credit card or
PayPal. What’s more, eBay Express
completes the payment process before

the order is confirmed. This lowers the
risk to sellers of a product not being
paid for.

The look and feel of eBay Express
has been significantly altered from the
main eBay site. Images are larger and
of a higher quality to reflect the fact
that every item is new. A new search
engine is also included within eBay
Express, which returns search results
based on relevance and learns based
on user selections. In addition, users
can browse within the easily navigated
channels such as ‘Apparel &
Accessories’, ‘Computers’ and
‘Musical Instruments’.

Fixed price
If you already have an eBay store that
currently sells new items at fixed
prices, moving to eBay Express will
give you more control over how your
stock is presented and sold. 

Moving your eBay presence to
eBay Express, which only contains
professional sellers, enhances your
brand exposure. Your existing
customers will be able to shop in your
new store, but see a wider range of
items. But the real advantage is the
potential for attracting new customers. 

Consumers who like to shop
online but don’t want to participate in
the bidding experience will appreciate
the ability to instantly buy an item they
want. And, of course, as a trolley
system is in operation, they can buy
from multiple stores and pay at the
checkout via their PayPal account or
debit and credit cards.

According to eBay UK Small
Business Director Aita Qadri, this new
service will allow small and medium-
sized businesses to compete with
bigger retailers: "A small player will
be able to take on a large player and
compete on an equal footing. A small
retailer in Essex will be able to look
like John Lewis online."

The level of your businesss
exposure on eBay is completely under
your control. Items can be listed on
your usual eBay account and on eBay
Express simultaneously, or you can
choose to just list items on eBay
Express to emphasise their exclusivity.
But what’s this all going to cost? The
answer is nothing extra, as you can list
items in your eBay Express store for
the same fee structure as you now pay
for your ordinary eBay listings.

Large-scale retailers that already
use eBay are now being supported by
third-party businesses.
ChannelAdvisor, the leading provider
of online channel management
solutions, has announced its support
of eBay Express. By using
ChannelAdvisor’s technology,
professional sellers are now able to
automate large numbers of
transactions on the site.

“ChannelAdvisor’s technology has
enabled us to grow our online retail
business significantly over the past six
months,” says Matthew Goult,
managing director of
YouWantOne.com. “Thanks to
ChannelAdvisor, we are now set to go
live on eBay Express before many of
our competitors.”

Matthew Hardcastle, director of
eBayexpress.co.uk, adds: “The launch
of eBayexpress.co.uk is a significant
development, not only for eBay, but
also for thousands of retailers,
wholesalers and manufacturers around
the UK. 

“With many businesses wanting to
expand their customer base in the face
of increased competition from
supermarkets, online sites, and out-of-
town shopping developments, eBay
Express provides them with a hassle-
free, credible route to market and aims
to help them increase their sales. 

“ChannelAdvisor’s support for
eBay Express makes it even easier for
businesses to implement and automate
their buying/selling strategies. As a
trusted partner, we work closely with
ChannelAdvisor to ensure it can
continue to offer its customers full
support for our latest platforms.”

Whether eBay Express could be
an asset to your business will depend
on how you use eBay at the moment.
If you’re already selling new fixed-
priced items, moving these to a new
eBay Express account could expand
your market and result in a healthy
increase in sales. 

If you don’t yet sell new fixed-
priced items, eBay Express could offer
your business an additional sales
channel to exploit. For more
information visit eBay at
http://tinyurl.com/27887g.
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Express retailing
eBay Express offers an online store specifically for 
new fixed-priced items. Dave Howell goes shopping
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ATHLETIC / SCHOOL CLOTHING MARTIAL ARTS 

TABLE TENNIS

SPORTS WEAR

YOGA AND PILATES LOOKING FOR UK DISTRIBUTORS? 

VIGA
Athletic Clothing Co. Ltd

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

• WATERPROOF JACKETS • 
• GILET TOP •

• LONG-SLEEVE TOPS • 
• LEGGINGS & PANTS •
• CLUB TRACKSUITS • 

• VESTS • 
• SHORTS •

TOP TEN HAYASHI SPORTS LTD
61 Warwick Road, Rainham, 

Essex, RM13 9XU 
Tel: 01708-522288 
Fax: 01708-523322

Email: info@hayashiuk.com

For All Your Martial Arts And Boxing Equipment

EQUIPMENT

CRICKET SWEATERS

UK Table
Tennis Ltd
The Table Tennis
Specialists

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

TEAMWEAR

WHOLESALER

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

Suppliers of Tennis Equipment
and Sports Floodlighting

Archery suppliers since 1963

Bows, arrows, crossbows, 

targets, accessories.

Tel:   01296 632573

Email: admin@petron.info

Web: www.petron.info

Custom-made cricket sweaters
in club colours. 

Plus Bowls/Schools/Golf.
Contact: Balmoral Knitwear

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

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

NEW

ARCHERY

We have 22 years experience of selling,
marketing, storing & distributing sports
products and are looking to expand our
business by taking on another agency. 

We have a large warehouse, offices, resources and the
infrastructure needed to make a success of your brand in
the UK. 

Please contact us on the details below. 
Paul Smith, Goode Sport, Newton House,
23 Broadwater Road, Welwyn Garden City, AL7 3AU 
E-mail: paul@ashaway.co.uk  Tel: 01707 321397 

Are you looking for a distributor
or looking to change your

distributor in the UK?

• Huge range of Licensed Premiership Football souvenirs available from stock.
• Best Wholesale Prices – Immediate Delivery    • Latest Products and Designs

To place an order or request a catalogue: Call 08702 646 255  Fax 08702 646 257
Email sales@bbsports.co.uk

Warehouse: BB SPORTS DISTRIBUTORS, 29A Apple Lane, Trade City, Exeter, EX2 7HA 

To advertise your business in Sports Insight

contact Tim Wilby on: 01206 500240 

or email: tim@sports-insight.co.uk

www.sports-insight.co.ukInsight
Sports

Insight
Sports
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SPORTS BOTTLES

SWIM EQUIPMENT

TEAMWEAR

DOMAIN FOR SALE

WEB TRADE DIRECTORY

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

www.thewholesaler.co.uk
MERCHANDISING

AGENTS REQUIRED

Require an Agent for your premium Brand?

Email: dave@djbsales.com Website: www.djbsales.com Tel: 07875 494 578 Fax: 01494 522 221 

Do you require a 'premium brand' specialist Agent for your National
Accounts or London / Home Counties / East Anglia area? I
have over 15 years sports sales (and marketing) experience at National,
Buying Group & Independent level in apparel, equipment & footwear. Contact
Dave Bates on the below email address or telephone number.

OFFICIAL PREMIERSHIP FOOTBALL SOUVENIRS
Global Football Company offers by far the most comprehensive range of licensed football products available,

which this year includes a number of lines that are totally exclusive to us. From branded footballs &
playing accessories such as sweatbands, water bottles and captain’s armbands to fan products like

hats, scarves, flags, gloves, mugs, keyrings, badges, and executive gifts
such as leather wallets, pewter tankards, hip flasks and zippo lighters.

See the web site at www.globalfootballcompany.com
and contact us for full details: T: 0161 282 0770

F: 0161 282 0733  E: info@globalfootballcompany.com

Unit 7 Prospect Business Park, Langton Road, Loughton, Essex, IG10 3TR
Tel: 0208 502 0030 Fax: 0208 502 5577

Email: sales@vandanel.co.uk Web: www.vandaneltrade.co.uk 

• For a free colour
brochure please

call 020 8502 0030
or e-mail

sales@vandanel.co.uk

ALWAYS IN STOCK!
2000 FOOTBALL KITS

1000 TRACKSUITS
Excellent margins for trade customers
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jammed the signals of my
mobile phone. 

On the credit side,
his wife baked
extremely good
cake and when
things were quiet
we had some nice
chats about the
history of the
pendulum clock
and the
oscillations of
quartz crystals.

During the week
he was there business was
pretty quiet, but it was a revelation
to Cyril. "I haven't talked so much
for years," he said, prompting the
question how much did he
normally talk during the average
business day? 

We worked out that it was usually
less than 200 words - that's a minute's
worth of a radio news bulletin.

"I rang a customer to say his
watch was ready. My wife was at
her sisters so I bought some bread,
cheese and salad for lunch. In the
afternoon I left a message on my
daughter's answerphone and signed

for a parcel,” said Cyril. “That was
about it. I sang to myself, but I
suppose you can't count that."

Speechless
Cyril said he had enjoyed his week in
the shop, but was looking forward to
going back to the quiet life. And when
I later found that he had given away a
Frank Lampard shirt to a next-door
neighbour's son, I suddenly found I
was speechless, too.   

Since I've been researching the
phenomenon, I found that Cyril is one
of a growing body of folk who, it
would appear, choose to work at home
specifically to avoid contact with the
human race - as in the case of a man
who ran a secretarial agency from a

large cupboard in his living room.
At 9am he opened the door, fired

up the PC and shut himself in until
lunchtime. His wife was instructed to
tell callers that he was in conference
or with a client and was not allowed
to open the door without first tapping
out a prearranged signal.

Convinced that something
unspeakable was going on behind the
thick pine door, she finally burst in to
find her worst fears confirmed. Bored
with typing other peoples’ invoices,
her husband was spending his days
making a fleet of World War II
destroyers out of matchboxes. 

Now he's back in the real world
with a vengeance. His wife got him a
job at the local petrol station.

As you have probably gathered, I am
a gregarious sort of chap, but it's certainly
true that there are times in a busy and
successful life when it's important to be
alone. For instance, my most successful
forward planning and commercial
strategy takes place in a reclining
position in the back office with the door
firmly shut and the phone unplugged.

I also find that closing the eyes and
making a noise similar to a gentle snoring
can be surprisingly beneficial when it
comes to clearing the mind for important
decisions about stock levels and mark-ups.

Perhaps now she has seen 
the theory explained categorically 
in print, my wife will finally believe me. 

When my pal Charlie recently returned
to a proper job in an office after years of
working from home, he was appalled by
the difference in working conditions.

"It's the noise," he said. "All that
talking. How can anyone concentrate with
that racket going on?"

Of all the potential problems of
returning to serious work from the
footloose and fancy-free world of
freelancing, noise was the one I hadn't
thought of. Particularly as Charlie was
sharing an office with a man known behind
his back as Silent Steve - and the job was
in the accounts office of the local library.

But a few inquiries among the self-
employed soon revealed that he had a
point. It's pretty obvious that working by
yourself for yourself is hardly for the
gregarious, but it seems that a Trappist
monk on a mountain top is a positive
chatterbox compared with the average
homeworker.

Bunions
I've had some personal experience of this
phenomenon since Norman, my devoted
assistant, has been in hospital for an
operation on his bunions, a legacy of his
rare appearances in Accrington Stanley
reserves in the early 1970s when,
according to him, he was up against

defenders who made Nobby Stiles look
like Larry Grayson.

Norman had arranged for his friend
Cyril to replace him in the shop during his
enforced absence. "He doesn't get out
much," Norman explained. "Meeting
people in the shop will do him good." 

Cyril was a self-employed watch and
clock repairer working in a glorified
garden shed and his interest in sport didn't
appear to extend beyond the occasional
hand of whist, but he seemed a nice chap
and was anxious to help out his pal.     

But it soon became obvious why he
worked alone. Not only was he deaf, but
the tinnitus from which he suffered meant
he couldn't hear either the shop doorbell or
the phone. Further, his powerful hearing
aid sent the electronic till berserk and

Under the counter
A sideways look at the world of independent retailing

“As you have probably gathered, I am a gregarious sort of chap, but
it's certainly true that there are times in a busy and successful life

when it's important to be alone”
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COLLECTION OUTDOOR | STYLE AUCKLAND WP | COLOUR GREY/BLACK/RED

www.hi-tec.com

ENJOY OUR SHOES

Introducing the Auckland WP - a fully waterproof, lightweight and instantly

comfortable mutli-purpose adventure shoe with a suggested retail price 

of £30. Don't miss this opportunity!

For more information please call:

HI-TEC SPORTS UK LTD.
TEL: 01702 547 771 FAX: 01702 547 947 EMAIL: SALES@HI-TECSPORTS.COM

“A GREAT LOOKING WATERPROOF PRODUCT, 
RELIABLE QUALITY, 

GREAT VALUE FOR MONEY” 
Hi-Tec Founder and Chairman Frank van Wezel
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