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STAG group hits 400
STAG has continually grown its retail membership base
throughout 2006 and has hit its 400th member with the
amalgamation of S&L UK. This gives the group in excess of 550
retail outlets throughout the UK, and growth is set to continue
during 2007.

The benefits of joining STAG in these testing retail times is
becoming ever-more apparent and many well-established independent
businesses have joined the group in the last 12 months.

S&L UK AMALGAMATES WITH STAG
Sports & Leisure UK has been amalgamated with STAG.
The move will boost STAG membership to over 400 individual
businesses and will enable Sports & Leisure UK members to take
advantage of the additional benefits STAG membership offers.

"Ann Brady has obviously done some soul searching during
the last few months and both Ricky Chandler and I feel she has
made the right decision for the continued growth of her
members," says STAG joint managing director Ward Robertson.
"She has acted in a way that we believe to be very professional." 

STAG buying show is huge success
STAG ran its annual buying show at Heythrop Park in late
November, with the record number of retailers and suppliers
in attendance making it the biggest event of its kind in the
UK in 2006.

Many of the new STAG members that have recently joined
from Sports and Leisure UK were at the show, swelling numbers to
200 individual businesses.

Says STAG joint managing director, Ricky Chandler: “The
atmosphere during the show was excellent with many of the 84
suppliers exhibiting reporting record sales and many new accounts
being opened.

“The show provided the best platform for launching a new
brand or a new range for 2007 to the independent sports trade.” 

Once again, STAG threw a show party on the Sunday night,
which was attended by 500 retailers and suppliers, went on until
the early hours and provided excellent opportunities for suppliers
to get closer to their customers and for new contacts to be made.

mailto:siedit@partridgeltd.co.uk
http://www.jpricebath.co.uk
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"They're the second best team in the world and
there's no higher praise than that."

Kevin Keegan

Archery on 
the up
Archery is to be reintroduced into
the Commonwealth Games in
India for the first time since 1982
- a move that will help raise the
profile of the sport even further,
according to Lynne Evans,
chairman of the GNAS, archery’s
governing body.

The news of archery’s inclusion also offers another opportunity for
British archers to win medals at a major sporting event and will play a
big part in the preparations for the London 2012 Olympics, says Evans.

It’s also good news for retailers. Petron, a manufacturer and
supplier of archery equipment, saw an increase in sales to sports
retailers during the run-up to Christmas.

Says Sue Matthews, manager at Petron: “There is a definite growth
in interest in the sport at grass-roots level, as people were buying
archery bow kits and accessories for Christmas presents. I am sure that
increased coverage at international events will encourage even more
people to take up the sport.”

ISPO SUMMER TO BE REPLACED
WITH NEW SHOW
ispo summer is to be replaced with a
new show - ispo sport & style. The
announcement comes after lengthy
consultation between the ispo team
and the sports industry and is an
acknowledgement of the increasing
crossover between sport and fashion.

The new show, which takes place on 8-10 July at the New Munich
Trade Fair Centre, will feature four sections:

• ispovision
• sportstyle - incorporating beach and surf, golf, casual outdoor,

fitness and wellness, street couture, retro style and clubsport.
• performance - accommodates teamsports, running and walking,

track and triathlon as well as health and nutrition.
• trends & innovation - including ispo BrandNew, Greenhouse,

SeedBed, WarmUp and the ispo awards.
"With ispo sport & style, we are acting in the interests of current

market development," says Manfred Wutzlhofer, CEO of Messe
Munchen GmbH."This new platform offers suppliers from the sport
sector the opportunity to present their products and collections 
outside their classical target groups too and thus to open up new circles
of customers.

"On the other hand, ispo sport & style opens up a contemporary
platform and a new dealer clientele for trendy fashion suppliers who
don't yet feel at home at a strongly function-oriented ispo or classical
fashion fair.

“With the new event format, we took advantage of an inevitable
trend based on the development of the market. Demand has changed -
people no longer believe in formal dress codes, but want leisure and
lifestyle-oriented styles. 

“If retailers are prepared to work with this change, they will benefit
from an incredible potential for sales. The new platform is a never-
before-available new service by ispo to assist in this development.”

Says Tobias Gröber, Exhibition Group Director: “Thanks to the ispo's
strong roots and connection to sports, combined with fashion and style,
this will generate immense growth potential for retail. 

“Therefore, we will strive to fulfill the following goals - support of
the paradigm shift, endorsement of innovators and newcomers,
development of new sales potential and target groups, as well as
function as a trend setter.”

Global sports market worth 
$235 billion
The 2005 global sports market was worth $235 billion, according to
The NPD Group Inc, which has conducted the first survey of the
sector of its kind on behalf of The World Federation of Sporting
Goods Industry.
North America accounts for the largest portion of sales, with a 45 per cent
share of the global market. The USA accounts for the lion’s share of North
American sales, with an estimated $98.4 billion or 42 per cent of the
global market. While Asia is the largest market based on population, the
continent only registers 19 per cent of global sports sales, behind Europe
at 30 per cent.

“When looking at the market over the long term, Asia is clearly where
the opportunities exist,” says Renaud Vaschalde, industry analyst for The
NPD Group, Inc. “And with China scheduled to host the Olympic Games
in 2008 and India The Commonwealth Games in 2010, these factors,
along with a growing economy, could trigger a significant boost to
industry sales in Asia.”

What are the segments that are driving global sports sales? According
to the NPD survey, the clear standout is sports apparel, which accounted
for $102.6 billion in 2005 sales worldwide.

The athletic footwear and sports apparel markets are becoming more
fashion driven, says NPD. And examples of this trend are everywhere, with
sports-inspired leisure footwear as well as technically innovative products
being re-marketed as fashion items.

NPD has also noted that many traditional sports brands are 
turning to famous names from the world of haute couture to design
sports collections, while many fashion brands are now designing sports-
inspired lines.

http://www.sports-insight.co.uk
http://www.yoursole.co.uk
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… EAS has appointed qualified football
and cricket coach James Anderson
(pictured) as Business Development

Manager…University of
Birmingham Director of Sport
Zena Wooldridge has been
elected to the position of
chairman of England Squash,
becoming the youngest
woman to hold the post. The
45-year-old Worcestershire
county champion, who has
been a member of the England
Squash board for the past
three years, succeeds Jackie
Robinson… sports and
outdoor leisure PR agency,
Media Contact Services, has
recruited Simon Talbot to its
team… Andy Anson
Manchester United's former
Commercial Director, is to
become chief executive of ATP
Europe, the governing body
for men's tennis…

Transfer 
Market

Derek Mapp: “The power
of sport is immense”

FIRST HIGH ST RUGBY CLUB SHOP OPENS

Cotton Traders and Leicester Tigers have opened the UK's first-ever
high street rugby club store.

Cotton Traders founders Fran Cotton and Steve Smith and 90 guests
officially opened the 1,900 square foot outlet in Leicester, which represents
a £150,000 investment for Cotton Traders and will stock a range of
merchandise from both brands. The management and day-to-day operation
of the store will be the responsibility of Cotton Traders.

Says Nick Hamblin, Retail Director at Cotton Traders:"Big news in retail
and rugby worlds - this store is a first in the UK. Our shared rugby history
gives us the foundations for a perfect partnership - Tigers fans are some of
Cotton Traders’ biggest customers and vice versa."

ACTIVE PEOPLE SURVEY RESULTS
Half the population of England don’t take part in sport or active
recreation, a major nationwide survey has revealed. 

But Sport England’s Active People Survey shows that 69.5 per cent of
adults are satisfied with the sports provision in their local area. One in four
adults - that’s 10.2 million people - belong to a health or sports club,
compared with one in six in 2002, and six million people have taken part in
competitive sport over the last year.

The survey is the largest-ever held into the sport and recreational habits
of people in England and is more than 20 times larger than the 2002
General Household Survey, the last major survey conducted in sport. 

Of the 363,724 people questioned in all 354 English local authorities:
• 50.6 per cent did not take part in any moderate intensity sport or

active recreation (for 30 minutes or more) in the previous four weeks.  
• 28.4 per cent have built some moderate intensity sport or exercise

into their lives.

• 21 per cent are hitting the recommended target of 30 minutes
of moderate intensity sport or active recreation on at least three days a
week, including 6.3 per cent who do exercise every day.

Sport England, the body charged with sustaining and increasing
participation in sport, commissioned Ipsos MORI to carry out the survey,
the results of which will help the organisation, working with local
authorities and sports bodies throughout the country, to identify where
resources should be targeted to improve community sport. 

Says Derek Mapp, Chair of Sport England: "The survey highlights
for the first time a true picture of activity and inactivity in England.
Knowing the scale of the challenge is the first step to putting it right
and it is a wake-up call to people everywhere. 

"We will work with every local authority and our other partners to
make sure these detailed findings help us all target our resources better
so that we have the right places to play sport and people on the
ground to make sport happen - coaches, paid and unpaid, and other
crucial volunteers. 

"The survey results complement existing tools, including our Active
Places website, which allows us to analyse facilities around the country.
We aim to get two million more people doing sport by 2012. It’s a 
huge challenge and we’re ready for it."

The south east is the most active region, while the West Midlands
has the lowest percentage hitting the 3 x 30-minute-a-week target,
according to the survey. Richmond upon Thames is the most active local
authority, closely followed by Macclesfield. Boston and Newham are
currently the least active. 

Some of the lowest participation rates are in the Thames Gateway
and three of the Olympic boroughs - Greenwich, Waltham Forest as
well as Newham. A striking feature is the low rates of participation
along large tracts of the eastern coast line, running from
Northumberland all the way to Kent. 

As expected, the most active age group are those aged 16–24 
and the survey shows that people do less and less exercise as 
they get older.  

The survey also gives a picture of the most popular sports across
England. The top 10 are: recreational walking; swimming; going to the
gym; cycling; football; running and jogging; golf; badminton; tennis;
and aerobics.

mailto:siedit@partridgeltd.co.uk
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Virgin Radio Presenter: “Let me rephrase that. Against which country did
England draw 0-0 in yesterday’s England v Macedonia game?”

Caller:“No, sorry, I still don’t know.”

…John McEnroe (pictured) has renewed his racket and ball sponsorship with
Dunlop until September 2009 …Zoggs has announced a three-year sponsorship
deal with Human Race Events, making the brand the Official Swim Partner of all
Human Race triathlon events until 2009… Under Armour has become the

official base layer apparel partner of Reading FC, the first deal of its
kind involving the performance apparel brand and a Premiership club.
As well as supplying the team, supporters will also have access to a full
range of Under Armour products at the club's retail store at the
Madejski Stadium… Mitre has signed a five-year kit sponsorship deal
with Ipswich Town FC…Puma and the Cameroon Football
Association have announced a long-term extension to their
partnership initiated back in 1997. Puma will continue to be the Official
Supplier of The Indomitable Lions and to all its associated teams,
including the Men’s ‘A’, ‘B’, ‘U21’, ‘U19’, ‘Youth’ and ‘Futsal’ National
Teams, as well as Women’s ‘A’, ‘U21’ and ‘Youth’ National Teams
beyond the 2010 World Cup in South Africa… Slazenger has secured
a new three-year agreement with the Pakistan Cricket Board as

official kit supplier and technical partner to the Pakistan international cricket teams at all levels…England pace
bowler Matthew Hoggard, current Wisden Cricketer of the Year, has signed a sponsorship deal with
Sorbothane…Puma has extended its kit sponsorship of St Helens rugby league club in a further two-year
deal…Yorkshire-based thermal underwear specialist Damart has signed a five-figure sponsorship deal with
Super League rugby team Bradford Bulls for the 2007 season. Bradford Bulls has also struck a sponsorship
with KooGa to be the club's kit supplier for the next four years… The ECB and BrandCo Management
have signed a licence for a range of England cricket official supporter apparel and headwear… Orange has
agreed a deal with the IRB to sponsor the 2007 Rugby World Cup. Orange will provide a dedicated Rugby
World Cup 2007 mobile WAP portal for European customers, video clips from the 48 tournament matches, 
as well as a news and results service…

Sponsorship
News

LOTTO ACQUIRES ETONIC
Lotto Sport Italia has bought US shoe
manufacturer Etonic, strengthening the Italian
company's market position in the States.

Etonic's products, which include running,
golf, bowling and walking footwear, are all in
the mid to high price range and are
distributed country-wide in America. This year
the company experienced 45 per cent growth
year on year and is set to reach sales of just
under $30 million.

"The range of Etonic products is wholly

complementary to that of Lotto's without any

overlap, says Andrea Tomat, President of

Lotto Sport Italia SpA. "I'm certain we will

generate important synergies between the

innovative solutions introduced by Lotto in its

chosen markets and those developed by

Etonic, which has always enjoyed the

reputation of being an R&D leader.

"I am particularly satisfied with this

acquisition. We can count on a top-class

management team, which succeeded in

relaunching the brand in a short time span

and which I am certain will take Etonic to 

the highest level."

�

http://www.sports-insight.co.uk
http://www.taispo.com.tw


10 SPORTS INSIGHT

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...

Report highlights
industry uncertainty
A study of the UK’s leading sports and
leisurewear companies has shown that
few are fully in control of their own
overall business strategy.

The survey, by business analyst Plimsoll,
indicates a remarkable inconsistency in the
companies’ commercial and financial behaviour
and claims that very few of the sports and
leisurewear companies planning to come out
on top in 2007 in terms of profit and sales 
will actually achieve their goals.

Last year Plimsoll carried out a survey
grading each company based on how
successful they were performing on two fronts
- in the market based on their sales and
commercial success and their overall 
financial strength, taking into account
profitability levels and the level of debt carried
by these companies.

This year Plimsoll has revisited and updated
the analysis to see how companies have coped
with another year of competitive trading. 
The findings show that more than half of the
500 companies analysed have changed

strategy in the last 12 months - and not all 
by choice.

Of the 152 ‘winners’ last year, 50 have
retained their winning status. 111 are new to
the winner’s category, having switched
strategy since last year.

Of last year’s ‘losers’, 43 have found
themselves in this category again. More
worryingly for the industry, they have been
joined by 64 other new ‘losing’ companies.

Of the 70 companies awarded ‘chaser’
status last year, 27 continue with their
pioneering strategy. They have been joined by
another 43 companies, bringing the total
number of chasers in the industry to 70.

Last year Plimsoll ranked 172 companies
as sleepers - 76 continue to preserve financial
strength at the expense of sales growth and
have been joined this year by 86 other
companies who have switched strategy.

The Plimsoll Portfolio Analysis - Sports &
Leisure Wear can be purchased from Plimsoll
Publishing at www.plimsoll.co.uk, by email
(c.sherwood@plimsoll.co.uk) or by calling 
01642 626400, quoting PR11. Sports Insight
readers can buy the report for £300, instead
of the usual £350.

…ICON Health & Fitness Ltd UK and ASICS UK have teamed up for a
campaign to develop the awareness and distribution of their respective
fitness products and technical clothing and footwear…London-based PR
company Brandnation has had its consumer brand and traffic building

brief extended to include trade and online communications and public relations for M and M
Direct…Castrol is to become a global sponsor of UEFA Euro 2008……Sports World has acquired
Kangol…Reydon Sports has signed up international goalkeeping brand Sells to supply gloves and
goalkeeping products through more than 1,500 individual sports outlets… Nike has been hit by a
child labour row over the way it manufactures the balls used in Premier League matches. It has
dropped Pakistani ball manufacturing supplier Saga Sports after it was discovered some of the
balls may have been hand-stitched by children in their homes… The LTA has announced that last
year's Wimbledon Championships generated £25.5m in revenue to be redistributed into British
tennis…Figures unveiled in a Department for Education and Skills 2005/06 School Sport Survey
have exceeded targets to revitalise sport in schools. 80 per cent of pupils now take part in at least
two hours of high quality PE and sport a week, an increase of 29 per cent in two years… Sky
Sports has signed a TV rights contract to broadcast the Netball Superleague the first regular TV
coverage arrangement for UK domestic netball in the sport's history…The use of performance
enhancing drugs is the biggest concern for the future of sport, according to the gathering of sport
business industry experts at the FT Sport Industry Summit.. A vote cast among the delegates saw
drug issues get the biggest share of the ballot, with over 32 per cent believing it to be the
primary concern…Independent running chain Up & Running has this year been listed in the
Sunday Times Virgin Atlantic Fast Track 100. The company has emerged as one of the 100 fastest
growing companies in the UK over the last three years and now has 21 shops nationwide…

Sports
Shorts

SKINS STEPS UP PREMIERSHIP
PROMOTIONAL PUSH
Skins has stepped up its promotional push in
the UK by agreeing an advertising deal with
Premiership football club Everton.

The Australian company, which is currently
investing £1 million in a comprehensive marketing
campaign designed to build awareness of Skins
BioAcceleration performance apparel in the UK,
has committed to perimeter advertising at
Goodison Park.

The deal runs to the end of the season and
entitles Skins to a 36-metre wide advertising board
situated behind the goal at the Gwladys Street end
of the ground. It will give the company exposure in
13 Premiership games, three of which are due to
be shown live on Sky.

Says David Ling, Skins general manager for
the UK and Europe: "This generates additional
brand exposure in the right sport environment and
is complementary to our overall brand-building
strategy. So the tie-up with Everton is a perfect fit.

"Everton is one of the Premiership’s 
best supported clubs who play in what is 
arguably the best league in the world. What is
indisputable is the massive interest the Premiership
generates among millions of people both at 
home and abroad. 

"Having a permanent advertising site behind
one of the goals at Goodison Park provides an
opportunity for millions of people to see the 
Skins name." 

Asics goes 
green

“In these environmentally-conscious
times, it is important to do what we can to
reduce paper consumption,” says Asics UK’s
managing director Ryoji Sekito. “Asics
places great emphasis on sustainability and
these environmentally-friendly shoeboxes are
one part of our efforts to continue refining
our eco-practices.”

The new shoeboxes use less paper per
box, which allows for a reduction in wasted
paper during the cutting process. In total,
paper consumption during production will
be reduced by 12 per cent.

Asics had an ISO4001 environmental
management standard granted to its
research and development centre in Kobe,
Japan in 2001.

DUNLOP RACKETS FIRST IN EURO TOP 10 
Dunlop is the most widely used racket among the top 10
European men on tour, according to the latest ATP rankings.
Tommy Robredo (5), Tommy Haas (7) and Thomas Berdych (9) all
use Dunlop rackets.

Both Robredo and Berdych renewed their contracts with Dunlop
earlier this year, with Berdych claiming that Dunlop would help him

reach his goal of breaking into the top 10 in 2006, a feat he has now achieved.
"It is testament to Dunlop's product quality that so many players are choosing our rackets and we

are honoured to have many other world-class players endorse the brand, including John McEnroe, 
Greg Rusedski and 2006 Wimbledon and Australian Open winner Amelie Mauresmo," says Robin
Gibson, Head of Marketing at Dunlop.

"2007 promises to be an exciting year for the brand with the launch of a new 'Aerogel' racket
range, which will deliver a major breakthrough in racket technology. Dunlop has worked closely with 
its players to develop the new range, which will be unveiled at the 2007 Australian Open."

mailto:siedit@partridgeltd.co.uk
http://www.plimsoll.co.uk
mailto:sherwood@plimsoll.co.uk
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"We got beaten in the quarter-finals. I played like shit.
Here's my book."

Joey Barton sums up the literary efforts of Rooney,
Lampard, et al in 2006

SLIDE
FEBRUARY 18-20
G-Mex Centre, Manchester

ISPO RUSSIA WINTER
FEBRUARY 19-22, 2007
Crocus Center, Moscow

ISPO CHINA WINTER 
MARCH 14-17, 2007
Beijing National Agricultural Exhibition

SENI 07
MAY 19-20
ExCeL, London

ISPO WINTER
FEBRUARY 4-7, 2007
New Munich Trade Fair Centre

Diary Dates

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

THE OUTDOOR TRADE SHOW 2007
OCTOBER 3-5
Stoneleigh Park

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

OBITUARY
After a short and sudden illness, David Watson, one of the 
great characters of the independent sports trade from 1967 
until his retirement in 2001, died on September 9 at Budleigh
Salterton, Devon.
After a successful career in the grocery market, David decided to run his
own business and opened a small sports shop, Supasports, in Guildford,
Surrey in friendly rivalry with SR Jeffery. Soon he moved to larger
premises in Guildford and opened branches in Woking, Walton,
Farnham and Bristol.

In 1979 he sold out to Clarks Shoes. David subsequently left Clarks
to open his own general sports shop, Snowball, in Horsham, Sussex.
Then in 1991 the wheel turned full circle when he bought SR Jeffery in
Guildford High Street, which was in danger of closing after 164 years. 

David revitalised the shop, but with great reluctance in 2001 he
sold the lease and closed Jefferys when faced with the prospect of rent
and rate increases of over £150,000 per annum.

According to cousin and business partner Ian Watson, David was
larger than life and it was impossible to walk down Guildford High
Street with him for more than a few yards without being stopped by
somebody who knew him and wanted to chat. His customers loved him
and he was never happier than when on the sales floor meeting them.

In addition to skiing, David was a fine cricketer who played for
Norfolk and, on one occasion, Surrey 2nd XI at the Oval. He played
football for his village team and as a golfer player off 12 and captained
East Devon Golf Club.

http://www.thirtyfortynine.com/smex
http://www.sports-insight.co.uk
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PRODUCT ROUND-UP

Linebreak
Linebreak has developed its offering
over the summer period, resulting in
new pricing, products and designs.

New manufacturing and higher
yield has led to a 20 per cent drop in
the retail and wholesale price of the
range, while the quality of the
products has improved, with greater
muscle compression, durability and
higher brand visibility.

Linebreak has created a red
long-sleeve top for the Welsh rugby
team at the players’ own request,
which is now available at retail priced
£34.99. Junior and youth sizes have
an RRP of £29.99.

The company has also developed
new colour options and designs for
its new range, which will be
presented in spring 07.
Linebreak: 01926 813749.
www.linebreak.co.uk

Essential stock for your shop

Kit Stop

Big success for Dita with
matching sticks and shoes

Dita, one of the world’s leading hockey
brands, was quick to spot the trend of

hockey players matching their stick and
shoe colour to their playing shirts.

Being one of the world’s leading
authorities in specialist shoes for

astro hockey, it was easy for the
company to move quickly and

design new ranges to suit this
trend. Dita was the first

company to move into
coloured shoes for hockey

and this trend has
continued with the
belief of many that

hockey players are happy
to have shoes that do not

look like football astro trainers. 
Dita has 15 different shoes in its current

range, with nearly all of them having a stick to match,
but despite Dita’s policy of holding stocks of all models all
year round, it has been caught out by the range’s popularity
this year, resulting in certain models and colours being sold
out. The good news is that more stock is on its way.
Dita: 0131 660 1222. sales@dita.co.uk 

PINK STICK
Model: Pro-Tekk 425
MRRP: £70

PINK SHOE
Model: Cross Turf (Ladies)
MRRP: £49.99
Sizes: four to eight
(including half sizes)

http://www.linebreak.co.uk
mailto:sales@dita.co.uk
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USA PRO Total Support
Sports Bra
USA PRO’s Total Support Sports Bra has
padded straps and a ‘sweatheart’
neckline with shaped and seamed outer
cups. Moulded interior cups and
powerful mesh panels maximise fit and
support, while allowing extra wicking.

The use of ‘Meryl Skin Life’ in both
the fabric and trims of the garment
gives the wearer ultimate comfort and
hygiene as this fabric innovation is
developed to maintain normal bacterial
levels in the skin, even during extreme
exercise. Adjustable straps with under-
bust band allow maximum
personalisation to achieve a perfect fit.

USA PRO has also produced a ‘pink
ribbon’ version of the bra as part of its
2006 Breast Cancer Awareness
Campaign collection, with 10 per cent
of sales going to Cancer Research UK.
USA PRO: 0116 283 8181.
sales@usapro.co.uk
www.usapro.co.uk

Revolutionary
cricket
sweaters
It’s not often that
you can team up
the word
‘revolutionary’
with ‘cricket
sweaters’, but
that is now
possible with
Balmoral
Knitwear’s
‘virtually self-
cleaning’
Nanotech-treated
cricket sweaters. Dirt
balls up and falls away
when cold water is rinsed
through them. 

With the sweaters being
made of 70 per cent fine wool
and 30 per cent polyamide, they are also
soft yet tough. 

Balmoral has added these to its range
of cricket sweaters in Teflon-treated wool-
blend, pure new Merino wool and 100 per
cent premium acrylic.
Retailers can get more information from
Mike or Ian at Balmoral on 01900 829 229
or by emailing: info@balmoralsales.co.uk

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 by a
lively promotional and marketing campaign organised 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 company says it has
managed growth for brands such as Aerobie, Nerf, Beam-O,
HQ-Kites, Stomp Rocket and Super Soakers.
Tel: 0870 8700 150. Fax: 0870 8700 151. email:
sales@tkcsales.co.uk

http://www.sportindustry.biz
http://www.sports-insight.co.uk
mailto:sales@usapro.co.uk
http://www.usapro.co.uk
mailto:info@balmoralsales.co.uk
mailto:sales@tkcsales.co.uk
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Le Coq Sportif teamwear range
Le Coq Sportif offers a wide range of performance garments
for all sports. 

For the 2006 football season a football teamwear range
bearing the famous cockerel logo was launched with a revised
price structure, offering clubs and retailers the advantage of
purchasing quality garments at special kit deal prices. 

The new team prices, incorporating 13 jerseys, 13 shorts
and 13 pairs of socks, start at £199 (RRP) and apply to all the
Le Coq Sportif team kits, including Toulon, Marseilles, Vitesse
and Auxerre. The Lyon keeper kit and matching Riva tracksuit
and Mirage rain jacket complete the range. All styles are
available for immediately delivery.
For more information on the full Le Coq Sportif teamwear
range call the sales team on 01924 291441.

Dartboard cabinets and
cabinet sets – the
perfect year-round gift 
The Harrows Cabinets - which do not
include a dartboard - feature a light

oak finish and include scoreboards, dart
holders and reinforced corner brackets. They

come complete with a mounting bracket for hanging a
bristle dartboard, but can also be used for other types of
board (including paper/flock/electronic), and their discreet
appearance mean they’re the perfect accompaniment to any
games or recreation room. 

Harrows’ Dartboard and Cabinet complete Family Game
Set gives the player the chance to enjoy instant dart sport
action, as it includes everything they need to create their own
home darts entertainment zone. 

The set includes an 18"x1" paper coil dartboard with
bonus target game on the reverse, 6x18g solid brass darts
with replaceable flights, two chalks and a duster. The contents
are packed within a rosewood finish cabinet, which features
gold screen-printed Ship Inn graphics.
Call the Harrows Hotline 01992 300300 or email
sales@harrows-darts.com for more information.

New Balance 
performance running
New Balance has unveiled its most advanced
performance shoes in the cushioning category
for spring/summer 07.

The next phase of the 1060 range comes in
the form of the 1061, a performance cushioning
shoe for runners with neutral gaits who want
maximum cushioning and flexibility.

Weighing just 388 grams, this high mileage
shoe provides impact protection through exceptional
cushioning combined with superb heel to toe
transition. Additional cushioning is provided with
Abzorb SBS, New Balance’s premium performance
cushioning technology, in the forefoot and heel.

With an SRP of £85, the 1061 has extensive
reflectivity and is available in narrow, medium, wide and
extra-wide widths.
New Balance: 0800 389 1055.

mailto:sales@harrows-darts.com
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Holey Soles – footwear
with a multitude of uses
The popularity of the brightly coloured,
hole-y clog-like shoes looks set to
continue with Canadian brand Holey
Soles - and not just for the fashion
conscious. They’re ideal outdoor and
watersports footwear for many reasons.

Originally designed as a water
sports clog, Holey Soles are made from
a robust EVA resin and rubber
compound. They’re lightweight and can
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 adult 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 

Sigg Special Touch
drinks bottles
The Special Touch bottles from
Sigg’s Sports World range are
designed with the user in
mind. The easy-grip outer
coating is great for active
people on the move and 
for the perspiring palm or
glove wearers.

The patented activebottle
top on each Special Touch
enables the user to release 
the flow of liquid using the
mouth, making it easier to
drink from the bottle when 
on the move. The activebottle
top mechanism is 100 per 
cent sealed and, once the
bottle is put down after use,
the mouthpiece closes
automatically.

Available in five vibrant
colours, the Special Touch
bottles have an inner coating
resistant to fruit acids and
isotonic drinks, meaning there’s
no taste transfer between drink
types. RRP £13.99.
Call Burton McCall on 0116 234
4611 or visit www.sigg.ch 

http://www.sportindustry.biz
http://www.sports-insight.co.uk
http://www.holeysoles.com
http://www.sigg.ch
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Described as next generation racket
technology, Dunlop’s David James
and Lizzy Chapman talk us through
the offering.

Can you give us some
background on the brand?
With a history dating back as far as
1888, Dunlop has grown to become
one of the most successful
international sporting brands of the
21st century and beyond. 

As far back as the early 1930s
Dunlop’s iconic ‘Green Flash’ shoe was
helping an unbeatable Fred Perry to an
unprecedented three consecutive
Wimbledon titles. Since that time,
Dunlop has helped some of the greatest
sports men and women in tennis history,
John McEnroe, Steffi Graf and more
recently Amelie Mauresmo and Tommy
Robredo, to achieve sporting glory. 

Today Dunlop is the most played
tennis racket amongst the top 10
European players in the ATP World
Rankings after the Tennis Masters Cup
Shanghai 2006. Dunlop remains ahead
of the game through an understanding
of the passion, emotion and inner
strength that motivates sports players at
all levels.

What are the key features
and benefits of Aerogel
tennis rackets? 
Aerogel is a truly space age material. It
is the world’s lightest solid and has a
strength of up to 4,000 times its own
weight. The three-dimensional
nanometer-sized molecular network
delivers an unmatched strength to
weight ratio for enhanced stiffness and
increased power.

M-Fil (Multi Filament) is also a
key feature of the Dunlop Aerogel
tennis racket range. It is a combination
of three materials that are incorporated
into the hitting zone of the racket head
to enhance the touch and feel of the
racket where and when you need it
most - at the moment of ball contact.  

What’s Hot
Dunlop’s new Aerogel tennis racket range

The 3D braided structure at these
key points enhances torsional stability
at ball contact, while frame
deformation is similarly reduced,
helping to enhance dwell time on ball
impact for improved control and
precision shot-making.

The combination of the
revolutionary Aerogel material at the
head and the base of the racket for
increased stiffness, stability and power,
coupled with M-Fil technology across
the hitting zone to ‘soften’ ball impact,
means that Dunlop Aerogel frames
deliver the perfect balance between
power and control.

Why has the range sold so
well?
Retailers and consumers alike are seeing
the success of Dunlop rackets on tour.
As well as the fantastic performance of
Amelie Mauresmo at Wimbledon,
Thomas Berdych, Tommy Haas and
Tommy Robredo have made Dunlop the
most used racket amongst Europe's top
10 male players.

In addition to this, Dunlop has
supported the trade with an opportunity
to generate a strong margin return across
the range. 

Who is it aimed at?
The Aerogel range consists of seven
rackets in total, with an additional two
rackets for the junior player.

The ground-breaking and
innovative technologies developed in
the 2007 Aerogel range highlight
Dunlop’s commitment to providing a
well-rounded collection for all ages and
abilities. A range of Aerogel luggage has
also been produced to complement the
rackets and this is manufactured to the
highest standards for ultimate
performance and durability.

The Aerogel range reinforces
Dunlop’s status as one of the true
innovators in tennis racket technology, a
commitment that extends from a desire
to deliver true performance

enhancement to players of all abilities
who chose Dunlop equipment.

How is it marketed?
Product adverts are placed in tennis
and trade magazines, national press
and websites.

Dunlop is the first tennis brand to
advertise nationally in The Times, The
Daily Telegraph, The Guardian and
the Evening Standard.

The Aerogel range is supported
though sponsorship of professional
players such as Mauresmo, Robredo,
Berdych, Haas, Johansson, Rusedski
and Robredo, who will first be seen
playing the new Aerogel range at the
Australian Open in January 2007. We
also support players at grass roots
through our D Squad initiative.

Furthermore, a launch event was
hosted at the Harbour Club in
Chelsea, which was attended by
McEnroe, Rusedski and the national
press to introduce the new Aerogel
range and included an opportunity to
play test the rackets. 

What is the most effective
way a retailer can market
the range?
We're continuing to expand our
coaching links and offer a support
package to retailers looking to develop
sales outside the traditional retail route.
There are currently over 250 Dunlop
sponsored coaches across the UK
linked to tennis specialist retailers, all
of whom will be playing and
promoting the new Aerogel range in
the coming months.

To demonstrate our commitment
in this area, we have in the last 12
months organised 200-plus product
demo/play test days linking retailers,
clubs and coaches. This is a great
way to build awareness of both
brand and retailer within the local
tennis community. 

Furthermore, Dunlop has a real
commitment to impactful point of sale.

17www.sports-insight.co.uk
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Talking Shop
Steve and Lorraine Lawrence, Surrey Soccer, Redhill

“I began working from home supplying clubs
with gear and printed teamwear, and two

years ago we bought the retail outlet”

RETAIL INTERVIEW

Steve Lawrence and his wife Lorraine
run Surrey Soccer, based in Redhill,
Surrey. The small retail unit has been
trading for the last two years,
following Steve’s two years as a home
trader supplying football training
equipment and printed football kits
and other sportswear to local clubs.

The couple’s eldest children,
Stephanie and Oliver, also help out in
the shop, making it a true family-run
business.

How and why did you get into the
sports retail business?
Steve: After working in the construction
industry for 20 years, I decided on a
change of career. We looked at several
options, but having been involved in
junior football for many years I found
that there was not a supplier locally
providing specialist training equipment
and teamwear. 

I began working from home
supplying clubs with gear and printed
teamwear, and two years ago we bought
the retail outlet. We are currently
looking at buying the shop next door as
things are getting a bit crowded.

What range of equipment do you
stock in the outlet? 
We have a large stock level for the size
of shop, with over 50 styles of
goalkeeping gloves, 35 styles of boots,
training equipment, a large range of
sample teamwear and jackets. We also

have trophies, as well as individual items
such as socks and shorts in most styles.

How has trade been over the past year?
Over the last 12 months trade has
greatly increased, which is why we are
currently negotiating our second outlet.
Sales have been strong, obviously the
time of year dictates the sales - over the
last few months teamwear has been the
major force.

Current best-sellers?
Our current best sellers are goalkeeping
gloves and football boots.
Lorraine adds: Joma boots are
particularly strong as you can’t get
them anywhere else around here, and

they are such a good product everyone
wants them.

What is your strategy for beating the
local competition and how do you
keep customers coming back?
There are several sports shops in the
vicinity, but being a specialist has
definitely been to our advantage. We
compete by offering a more personal
service, with a ‘nothing-too-much-
trouble’ approach. As our increased sales

have proved, offering personal and
friendly service works.

How do you think sports
independents could improve their
business?
Independents will survive by
remaining specialist.

Any future plans to boost business?
Lorraine says: The trophy side of the
business is doing well, so we are
expanding this. We started doing end-
of-season local club trophies and they
were proving so popular we decided to
increase this as there is such a market
for it. We plan to include all sports and
leisure categories in the future.

Are you a member of any buying
groups - how do you keep up with
new products?
We are members of STAG, plus our
suppliers and customers keep us
informed of new products. 

Do you have a website? How big a
part of your business is it?
Our website has proved successful, yes.
It’s an essential part of our business, and
we have a comprehensive ecommerce
site under development, which will be
launched shortly. 
Lorraine adds: I do think this will
become an important side of the
business, but of course there will
always be customers who prefer
coming into the shop to try on boots,
see samples, etc before they buy. The
website will be particularly useful for
the printing side of the business.

What do you like most and least
about the business?
Lorraine: I don’t think there’s anything
we dislike about the business really.
Sometimes when it’s really busy there’s
the question of whether we need more
staff, but apart from that we’re really

enjoying ourselves. When we get the
outlet next door it will be better because
Steve can be based there with the printing
side of things and he can keep a closer
eye on what goes on in the shop, too.
Steve: Being independent, we make all
the decisions. Also, I like seeing the
growth of the business for the effort
put in, together with the ‘excellent
service’ emails and ‘you were
recommended’ information we receive
from our customers. si
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Adrian Pointer, managing director
of Simply Sports

60 SECONDS INTERVIEW

EZ-Freeze is a unique sports
bottle range that offers
retailers an innovative
product with a high level of
added value and USP,
compared with those
currently available within
this crowded market place.

This revolutionary bottle comes complete with a freezer
stick that, when frozen, fits into the cap of the bottle. The
freezer stick is then immersed in the drink when the cap is
screwed back in place and keeps the contents of the bottle
cold for up to four hours.

We find out from Adrian Pointer, managing director of
Simply Sports, how successful the range is proving at retail
for their buying group. 

What made you initially decide to stock EZ-Freeze
drinks bottles?
The brilliant and effective concept of keeping your drinks
cold while on the move, together with a variety of extremely
eye-catching designs and, of course, what every retailer
needs - an excellent profit margin. 

How do rates of sale on EZ-Freeze bottles compare with
that of other branded bottles? 
Since stocking the EZ-Freeze bottles some six months ago,
our sales of other branded bottles have slowed dramatically,
while the sales of EZ-Freeze have increased tenfold. I feel
these other branded bottles are of little or no competition
when up against EZ-Freeze with their unique and 
striking designs.

Why do you feel you have had a good response rate to the
EZ-Freeze bottles? 
It was fortunate that we introduced the EZ-Freeze bottles
just prior to a very hot spell and once one or two children in
a school had chosen to buy them - or pestered their parents
into getting them one - they all wanted one. 

Also, the variety of different colours and sizes certainly
seemed to help parents when they were buying for more
than one child.

What type of customer is purchasing EZ-Freeze bottles?
Mothers have obviously given into ‘pester power’ from their
children to buy these bottles and, as they are also priced
competitively, they are an excellent add-on sale. Although
the majority of purchases so far have been mothers buying
for their children, I’m convinced there is still a huge
untapped market out there for these brilliantly designed
bottles, in particular ‘gym goers’.

Where do you see further opportunities for this product
within the sports, fitness and outdoor leisure sectors?
I feel if there was a bottle design to fit a cycle drinks holder
and new colours that appealed to the female market, for

example orange and pink, we would have an excellent 
range to target all sectors. With such a depth of offering,
I feel there would be no need to stock any other drinks
bottle ranges. si
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The FSPA has announced the
dates and venues for its first 
rugby stockrooms.

Extensive research and planning
has been carried out with both
potential exhibitors and retailers on
the time of year and venues for these
events. The general consensus was
that it would be best for both to take
place within the same week. With this
in mind, two excellent venues and
dates have now been arranged:
■  The northern rugby stockrooms
will take place at Old Trafford, home
of Manchester United, in the
International Suite on Tuesday,
January 23, 2007.
■  The southern rugby stockrooms
will take place at Twickenham in the
North Tryline Stand, Ground Level on
Thursday, January 25, 2007.

Both shows will run from
10.30am to 4.30pm. 

World-class venues
The selected venues provide a
pleasant contrast and between them
have hosted huge events for both
rugby codes. Old Trafford has
staged the Rugby League Grand
Final since 1998 and the stadium
enjoys a global reputation as a
world-class sporting venue. 

Twickenham is the home of
England rugby union and is the
second largest stadium in the UK with
a capacity of 75,000 - bettered only by
Old Trafford. Both venues have
excellent selling points with museums,
excellent catering facilities, stadium

tours, easy access and large 
parking areas. 

You can optimise your time by
visiting many of the major rugby
brands all under one roof and see the
latest apparel, footwear and training
aids on the market - a must-see for
retailers in the lead-up to the 2007
Rugby World Cup. 

Confirmed exhibitors to date
include Gilbert, Steeden, Optimum,
Mizuno, BrandCo, McDavid,
Samurai, LineBreak, Asics, Vulkan
and Sorbothane. 

For an up-to-date list of exhibitors
keep checking www.sportsandplay.com 

In order for everything to run
smoothly, the FSPA requests that you
pre-register for the event you want to
visit. They’re free to attend and you
are not committed if you pre-register,
but it will help FSPA to make the
appropriate car parking and catering
arrangements. Pre-registering will also
save you time on the day and will
allow FSPA to keep you informed
about both events in the coming
weeks. To pre-register visit
www.sportsandplay.com or contact
Ben Prince at the FSPA for a form.

Because rugby is such a diverse
sport in terms of equipment, three
stands are being offered at different
sizes and costs to cater for a range of
exhibitors. It is still not too late to
exhibit at the event and if you would
like information on stands contact Ben
either by email
(ben@sportsandplay.com) or by
calling 02476 414999, ext 205.

SHOW SCHEDULE
In 2007/08 the FSPA will be taking
space at the following shows:

■ SGMA Spring Market, Las Vegas,
USA. Opening date: June 11, 2007.
Brings together the industry's leading
brands and speciality, independent and
trendsetting retailers. A gateway into
the ever-strong American sports
markets and essential for cricket and
soccer as well as rugby, which has
been the fastest growing team sport in
America for a number of years.
■ EFTTEX, Prague. Opening date: June
15, 2007.
Visitors from over 40 countries flock to
EFTTEX to see the new and innovative
products on display at the leading
international fishing tackle trade
exhibition.
■ ispo sport & style, Munich.
Opening date: July 8, 2007.
The summer sports version of ispo,
Europe’s largest sporting goods 
trade fair.
■ Golf Europe, Munich. Opening date:
October 7, 2007.
The largest gathering for the golf
industry and speciality retailers in
Europe, which sets the rhythm for the
entire industry.
■ ispo winter, Munich. Opening date:
February 1, 2008.
The largest European sporting goods
trade fair is seen as the springboard
into Europe and beyond.

Companies that want to exhibit at
any of these exhibitions could
receive a UKTI grant of £1,800
through the FSPA if they meet the
stipulated terms and conditions. If
you would like further information
on any of the above contact Jane
Montgomery on 02476 414999 or
email jane@sportsandplay.com

Rugby stockrooms
Make sure you’re geared up for the World Cup by attending
the FSPA’s rugby events in January

http://www.sportsandplay.com
http://www.sportsandplay.com
mailto:ben@sportsandplay.com
mailto:jane@sportsandplay.com


NEW for 

2007!

stock up
and make a solid

commitment
to FIRM profi ts

 For more information call 01926 817177 
or visit www.gaiam.co.uk

SRP ranges from 
£9.99 to £17.99

2557 © Gaiam Ltd, E & OE. 12/06

The FIRM is available in the UK from trusted brand 
Gaiam, following over 25 years of brand building 
in the US that resulted in millions of consumers 
becoming repeat buyers. 

The FIRM products refl ect the hottest trends 
in fi tness - yoga, balance, pilates, toning and 
resistance training. 

    The FIRM workouts are available on DVD and in 
       Kit form, each of which contains an exclusive 
  FIRM DVD.

TheFirm_Sports Insight Ad-fullpa1 1 14/12/06 16:08:50
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www.grays-int.com

Area & New Business
Development Manager
~ North London
Established in 1855, Grays portfolio comprises some of the world's
leading sports brands in: Gray-Nicolls Cricket, Gilbert Rugby, 
Grays Hockey, and Steeden Rugby League. Each is renowned
for its unique heritage and record of product innovation.
In recent years Grays has successfully extended its
ranges from equipment into clothing and footwear
and is looking to continue this expansion.

Grays are looking to recruit an Area and New
Business Development Manager - to strengthen
their existing sales team - in North London and
the surrounding counties. This position combines
a classic field sales role, with a  focus on new
business development. Working from home, the
successful candidate will assume full responsibility for the
area after an initial training programme.

The ideal candidate will be a sports enthusiast and will preferably have
played one or more of the above sports at a good level.
They will exhibit excellent communication,  self-
motivation and time management skills. A clean
driving license, good computer skills and a sound
record of academic achievement will be critical.
Previous sales experience within the sports
industry would be useful but not essential.

The competitive package will include a company car
or car allowance. For further information please write,
including 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 e mail to richardgray@grays-int.co.uk.

mailto:richardgray@grays-int.co.uk
http://www.grays-int.com


Still going strong
Register for ispo winter now - the world’s biggest sports trade fair
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It seems a long time ago that the
phenomenal Munich-based sports
equipment and fashion trade fair
called ispo started its life as a small
event in Wiesbaden - well over 50
editions ago. There seems no end to
its growth.

From Sunday, February 4 for four
days buyers will witness the biggest-
ever ispo - over 1,800 exhibitors from
just about every sports-playing nation in
the world, with the best part of 60,000
visitors from Australia to the Yemen. Its
reputation as the largest and most
important sporting goods trade fair on
the planet remains untarnished for
another year.

Around the halls
The 14 halls of ispo are divided by
sporting sector - one of the contributory
reasons for its popularity. Careful
planning can avoid traipsing through all
the halls. Moving round the halls,
starting at A1, division is as follows:
■ All types of boards can be found in
A1-A3, snow, ski, curve, skate, etc. 
■ A5 and A6 are devoted to general
sportswear and trends in the use,
application and design of textiles in sports. 
■ Cross the (possibly) snow-covered
atrium, which lies between the rows of
A and B halls, and enter B6. Here, and
in B5, is Outdoor ispo, covering
everything from tents to mountain
climbing equipment and clothing. Every
brand name you know is present,
offering buyers a look at their latest

ranges (pun intended). 
■ A logical move into B4 and B3 brings
you Ski ispo, two more specialist halls,
this time devoted to everything - well,
almost everything - that takes place on
the slopes.
■ B1 and B2 provide team sports
equipment and clothing, all racquet
sports and running, including a sector
devoted to triathlon and that (to this
writer) rather weird attraction known as
Nordic walking, which involves you
dressing up and carrying long poles in
order to visit Sainsbury’s - but what do I
know?
■ And finally, two more halls in the C
category: C1 for fitness equipment and
C2 for sourcing, where some of the
extraordinary new materials and
equipment from the Far East will be
shown. 

Of course, all of these separate
sectors also have complementary
events and features. Among these are
Brand New - a competition for the
innovation of the year; the ispo
Outdoor Award; the Volvo Sports
Design Award; the Global Sport Style
Award; fashion shows for swimwear
and the outdoor sector; workshops;
presentations; forums; and parties. 

Register now at www.ispo.com or
call Pattern - Munich’s London office -
for any ispo information you’re lacking
on 0208 940 4625. Every British retailer
should try to get to ispo in February.
Flights and accommodation are plentiful
and easy to arrange. Call Pressplan
Travel for help on 01727 833291.

ispo China
Then, of course, having been bowled
over by ispo in Munich, you won’t be
able to get enough of the ispo magic, so
you’ll be off to ispo China in Beijing
from March 14-17 as a prelude to the
2008 Olympics.

This is the third ispo China and,
although nothing like the size or scope
of the German show, is the largest
sports trade fair in the PRC. 300
companies - mostly well-known global
brands - are exhibiting. 

Whatever your view - jaundiced or
otherwise - of the China market, you
cannot avoid it and it will
unquestionably play a part in the life of
the UK sports retailer in the years
ahead. Take this opportunity to learn
about how it operates and speak to the
companies who already have
experience there - conferences and
workshops also accompany ispo China.
You can get further details from Pattern:
info@pattern.co.uk si

http://www.sports-insight.co.uk
http://www.ispo.com
mailto:info@pattern.co.uk


It could be the weather. It could be the
economic climate, the closure of some
important local factory - or something
as temporary as roadworks blocking
your customer parking. 

Whatever the cause, when the line
between income and expenditure

becomes perilously narrow it's time
to take some decisive action.

Slump
We're talking about those
worrying slumps in sales that
happen from time to time in the
best-run retail enterprises. It

could just be a fleeting blip, but
can you really afford to take the

risk of doing nothing about it?
Not according to London

School of Economics’ retail sales
specialist Anne McLaren, who warns:

"If poor sales performance - say more
than 10 per cent down on previous
months -  persists for more than three
months it's time for a serious look at
what's going on."

So how are you actually doing
at the moment? It's easy to figure

out your break-even point. Simply
divide your estimated annual
fixed costs by your gross profit
percentage to work out the
amount of sales revenue you'll
need to break even.

For example, if your fixed
costs were £6,000 a month and

your expected profit margin is 66.7
per cent, your break-even point is

£9,000 a month. In other words, you
would have to make £9,000 a month
just to pay your fixed costs. This would
not include any profit or even salaries.

So is it time for a hard look at your
sales strategy? Here are some pointers
to what could be going wrong -  and
how to put things right:  

■ Giving the right impression.
Over 75 per cent of

potential retail

customers questioned in a recent CBI
survey admitted that first appearances
would probably dictate whether or not
they did business in a store.

"To beat the opposition you have to
convince the punters that your sales
and service are just what they've been
hoping to find," says Thomas Rizzo, a
consultant who advises companies on
the value of image.       

■ Making customers welcome. Make
them feel that, however busy you are,
you're pleased to see them. Create a
relaxed, friendly atmosphere.

Says retail consultant Shari Waters:
"Listen to your customers in order to
understand their needs and wants. Offer
value-added services and products.
Create a mailing list by asking for contact
information from each customer."

Encourage shoppers to ‘get
involved’ with merchandise and
encourage them to put on clothing or
try out equipment.        

■ Look at your pricing strategy.
Remember the golden rule that the
price of your products must cover the
cost of obtaining the goods, plus the
expenses of operating the business. If it
doesn't, you're in big trouble.

Here are some price strategies that
could be adapted to your business to
increase turnover:
1. Mark-up on cost is achieved by
adding a predetermined profit margin to
the cost of merchandise. Remember, if
you have a varied selection of products
there's no reason why you shouldn't use
different mark-ups.
2. Keystoning - that's doubling the cost
paid for merchandise - was once the
rule for pricing products, but increased
competition makes this an unwise
strategy, except in really specialised
niche markets.
3. Competitive pricing below the
competition simply means beating your

SALES STRATEGY

Take action
There are plenty of things you can do to halt a slide in sales, says Tony James
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Studies claim that up to 35 per cent of
people can be persuaded to part with
their cash or credit cards for goods
they had not originally intended to buy
- if the conditions and the sales
strategy are right.

For instance, a study involving over
500 US sports goods stores showed that
multi-shelved trolleys crammed full of

sports clothes and equipment seemed to
create a sense of urgency, which
encouraged impulse shopping

A researcher explained: "People
assumed that the goods were only
temporarily on sale and if they didn't
buy now they would miss out. It seems
that a mixed display of articles arranged
randomly implies a bargain, whereas
straight rows of identical products are
less of a good buy. We are mystified by
the logic of this phenomenon, but we
repeatedly came across it."

Other successful impulse-buy
lures include large colourful labels,
‘Discontinued lines’ or ‘Cancelled
export order’ stickers. 

Strangely, price rarely triggers
impulse buying. "The more exclusive
something seems, the more likely it is
to be snapped up on impulse," says
Anne McLaren. 

■ Looking the part. Remember, a
potential customer's impression of
you will be only seven per cent based
on what you say, as against 37 per
cent how you say it and 55 per cent
how you look.

One study by a US sports
equipment chain found that
overweight sales staff did not have the
charisma and authority of those who
were obviously fit and sports-oriented.
After all, how can someone who has
obviously never been on an exercise
bike convincingly sell one?       

Don't rush things. Make the
customer feel that selling him the right
product is all that matters, however
long it takes - that's what personal
service is all about.

■ Use these key selling strategies:
1. Keep the decision process simple
for the customer - don't provide too
many details at an early stage.
2. Divide the selling process into a
series of small, painless decisions and
move from one to another.
3. Emphasise value and minimise
cost. Show customers what your

competitors' prices. This can work if you
follow a strict inventory plan, buy at the
best prices and design a marketing plan
that concentrates on price specials.
4. Competitive pricing above the
competition should only be considered
when you have a product monopoly
and provide a specialist service.
5. Psychological pricing is a strategy

based on what the consumer believes to
be fair. The most common method is
what's called odd pricing - practitioners
believe that customers are sensitive to
certain numbers, particularly those ending
in one, three, five, seven and nine. 

The theory is that customers faced
with a price of  £9.95 subconsciously
round it down to £9. Hardly scientific,
but it might be worth giving it a whirl.
6. Multiple pricing involves selling, for
example, three articles for the price of
one. It can prove effective in luring
customers to make more and larger
purchases and as a loss-leader for
clearance sales.
7. Discount pricing can include
coupons, rebates, markdowns or
seasonal prices. The decision on when
and what type of discounting to offer
depends on the type of merchandise,
the strength of the competition and the
amount of stock in hand. 

Keep in mind that the right price of
a product always boils down to what
the customer is willing to pay.

■ Making it easy to buy in your store.
For instance, don't make the common
mistake of blocking the entrance with
fixtures. Leave ‘breathing room’ inside
the door so that punters can pause and
get their bearings.

Improve directional and department
signage. Make it easy for shoppers to
see the price of each item. Put signs on
the tops of shelves and fixtures that
give the price of items in that area to
help shoppers find what they are
looking for quickly and easily.

Remove unrelated posters and
signs on windows and doors. 
Studies show that they distract
customers by drawing attention from
your store and products. If you want to

support community events put up a
small bulletin board in an

unobtrusive spot.

■ Encourage impulse buys.
This really could be the key to

survival if things are hard.

product can do and then start with your
lowest price and move upwards. Don't
exert pressure to close a sale.

■ Knowing your stuff. Keep abreast of
all developments in the sports goods
business and make sure your customers
know about them in flyers or even
newsletters.        

■ Showing you care. Thank buyers for
their custom - that's so rare nowadays
and is likely to make a lasting
impression. Don't be closed when you
should be open. No sports business can
afford to be shut at lunchtimes - at least
25 per cent of a day's business is often
done between 12 noon and 2pm.

■ Making yourself known. Don't
make it hard for people to find you.
Advertise, take entries in directories,
send out mailshots containing a simple
map. Put out a brief press release to
local papers and freesheets. Get on
local radio. 

■ Giving things away. Nothing makes
a deeper impression on potential
customers than getting something for
nothing. Free gifts make sales but,
more important, they attract customer
loyalty and those so-important young
customers.

■ Knowing how to deal with
complaints. It costs six times as much
to find new customers as to keep the
existing ones happy, so having an
efficient complaints strategy is good
business.

According to an EC small business
research study, nearly 90 per cent of
complaining customers are likely to
come back to your shop if you can
resolve the complaint on the spot.

Work out what experts call a
‘positive complaints strategy’- that's
making the customer feel better about
dealing with you than he did before the
complaint. Transposed into hard cash,
such a loyalty effect can, over a year,
increase sales by up to 20 per cent.

It certainly pays to keep the punters
sweet. A recent London Business School
survey of 2,000 retail outlets showed
that a satisfied customer actually passes
on his satisfaction to three potential new
customers.

Remember, too, that bad news
travels even faster. The average
dissatisfied punter will tell nine people
about it. Even worse, one in five won't
rest until 20 more know that you sold
her son two left-foot football boots.
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“The right price of a product always boils down
to what the customer is willing to pay”
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certain of their break-even point, and
many could even be losing money
when they think they are in profit.
■  Nearly half the UK's small and
medium-sized retail firms look at their
cash flow only twice a year, even
though they know regular cash flow
analysis is vital to business survival.

Are any of these familiar? If so,
here's a checklist that will at least give
you an idea of whether your company
is in basic good health and ready and
willing to take on all comers. Just
answer an honest yes or no.

Are your customers happy?
1. Do you know who your target
customers are and what they are
seeking from you?
2. Have you estimated the total market
you share with the opposition?
3. Have you looked into possible
changes taking place among customers
that could affect your business?
4. Do you know what percentage of
customers prefer to buy on credit?
5. Do you ask customers for
suggestions to improve your service?
6. Do you know when most of your
customers buy -
weekends/mornings/afternoons?
7. Are incomes stable in your
community?
8. Is the local population subject to
fluctuation and change?

Have you a buying strategy?
1. Do you have a detailed

merchandising budget for each season?
2. Have you a formal plan for deciding
what to buy and from whom?
3. Have you a system for reviewing
new products coming onto the market?
4. Do you use a basic stock list or a
model stock plan when buying?
5. Have you a supplier evaluation
system for determining their
performance?
6. Have you established a planned
gross margin for your company’s
operations and is your buying aimed at
achieving it?
7. Are you using a unit control system?
8. Do you keep track of previous
buying decisions to aid you in next
year's buying?

Have you a pricing policy?
1. Have you a strategy of pricing
below, at, or above the market?
2. Do you set up specific mark-ups for
each product?
3. Do you offer discounts for quality
purchases or to specific groups?
4. Do you know which products
move fast and which move slowly -
and do you take this into
consideration when pricing?
5. Do your prices earn planned 
gross margin?
6. Do you know what time of year
your competitors have sales - and do
your customers expect you to have
sales at the same time?
7. Do you know the role price plays in
your overall strategy?

BUSINESS HEALTH CHECK

How are you doing in today's
ruthless retail market? Do you have
the feeling that rival independents
could have the edge when it comes
to image, promotion and innovation
-  and are generally taking more
than their fair share of the market?   

So what's going wrong?
According to Dr Ian Riddick, author of
a London School of Economics study
of retail trends: "Many small
businesses are so preoccupied with
day-to-day survival that they tend to
think that the basics will take care of
themselves. The fact is that they won't.

"A prudent owner-manager will
give a business a thorough 'health
check' at least once a year, making
honest assessments of customer care,
buying, pricing, promotion, employee
relations, sales and profit margins and
long and short-range targets for the
future. 

"Then it's a case of making the
changes and innovations which will
keep the business up to speed - and
maybe giving the staff a wake-up call."

He could have a point. For studies
have shown that:
■ Nearly 40 per cent of independent
businesses don't have a constantly
updated business plan.
■ Around 70 per cent of customers
who take their business elsewhere do so
because they are not satisfied with the
attitude of the staff or customer care.
■ Almost 40 per cent of small
independent retailers are not completely
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How do you measure up?
Take the business health check and find out, says Tony James



competition?
5. Will you know if and when they have
been achieved?
6. Have you a formal system for dealing
with regular expenditure, including tax?
7. Are plans discussed with the
workforce? 
8. Have you alternative arrangements in
place in case your original plans misfire?

Are you a good boss?
1. Do employees understand how they
are rated for promotion and salary
increases?
2. Do you encourage your workers to
take extra training and qualifications?
3. Do you have regular meetings with
workers to discuss problems and the

way business is going?
4. Have you taken steps to minimise
shoplifting and internal theft?
5. Are any jobs duplicated in your
organisation? Do you make maximum
use of each employee's skill and effort?
6. Can workers rely on you to be
impartial, encourage and congratulate
good work, be firm when necessary and
listen to complaints?
7. Are workers encouraged to make
suggestions and use their initiative?
8. Is your office door always open?

Are you in financial control?
1. Have you an efficient and reliable
accounting system?
2. Are your sales records up to date? Do
they provide the vital information you
need to make sound financial decisions?
3. Can you separate cash sales from
credit sales?
4. Can sales be broken down by
merchandise classification? Do they
assess each salesperson's performance?
5. Do your inventory records show what
you have spent on merchandise without
having to make a physical check?
6. Do you know the difference between
inventory valuation at cost and at
market? Are they both profitable? Do
they conserve cash?
7. Do you analyse monthly financial
statements and effectively use the
information?
8. Can you tell at a glance how profitable
- or otherwise - the company is?

Are expenses in check?
1. Do you regularly check whether all
expenses are necessary?
2. Have you considered bringing in
cost-management consultants to check
outgoings?
3. Are expenses rising despite efforts to
contain them?
4. Are you borrowing money to subsidise

8. Do you know the maximum price
customers will pay for certain products?

What’s your promotion plan?
1. Do you know which of the media most
effectively reaches your target group?
2. Have you got a good mailing list and
do you make maximum use of it?
3. Do you tie in your local efforts to
suppliers' national promotions
4. Do you join with other retailers in an
area-wide promotional programme?
5. Do you study the advertising of other
successful companies and try to find out
how their budgets compare with yours?
6. Do you know which of your items can
be most successfully promoted?
7. Do you change your promotions for

specific seasons?
8. Have you ways of measuring the
success of your promotional efforts?

How effective are your product
displays?
1. Are your products always displayed to
show their maximum appeal?
2. Have you worked out the best location
in your shop for displays?
3. Have you a schedule for changing the
window and store displays?
4. Do you display your best items where
they will call attention to other products?
6. Do you know which items are bought
frequently on impulse and should
therefore be placed in high traffic areas?
7. Are price cards always easy to read?
8. Have you got a staff member trained
in window display and presentation?

How’s your credit?
1. Do you welcome credit and debit
cards, regardless of the sums involved?
2. Do you still regard cash as king and
give discounts for payment in cash?
3. If you set up a credit programme, do you
know what standards you should use in
determining customer credit-worthiness?
4. Do you know the costs involved and will
the interest you charge pay these costs?
5. Have you determined a safe
percentage of your business to have on
credit that won't jeopardise paying your
own bills?
6. Have you refused a customer credit and
if so have you explained the reasons?
8. Do you regard credit facilities as a
major sales tool?

Are you a forward planner?
1. Have you made detailed plans for this
year's operations?
2. Are they realistic?
3. Do they contain creative approaches
to solving problems?
4. Do they show how you'll cope with

“Then it's a case of making the changes and
innovations which will keep the business up to speed”

the daily running of the business?
5. Can you see ways of improving your
profit position by drastically cutting
expenditure?
6. Are you hesitant about implementing
them because it would make you
unpopular with staff?
7. Do you use the information
collected on expenditure to amend
your cash budget?
8. Do you ask staff to suggest  possible
economies or more efficient ways of
doing things?

If the worst happens…
1. Have you adequate insurance
coverage?
2. Does your liability insurance cover
bodily injuries?
3. Are you familiar with your
obligations to employees under
common law and workers'
compensation legislation?
4. Do you spread your insurance cover
among a number of agents?
5. Do you have any fringe benefit
insurance for employees - group life,
group health or retirement insurance?
6. Have you looked into insurance
coverage, such as business interruption
or criminal damage insurance?
7. Have you any contingency plans in
case of a major catastrophe - alternative
premises, etc?
8. Could you survive for six months
without income while the business was
rebuilt and reorganised?
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CHECK WHAT YOUR ANSWERS COULD MEAN
■ Are your customers happy?
Less than five yes answers and they probably aren't.
■ Have you a buying strategy?
You should be answering yes to all eight questions.
■ Have you a pricing policy?
More than three no answers and your competitors won't have
much to fear.
■ What’s your promotion plan?
Less than five yes answers implies that you aren't pushing the
business forcefully enough.
■ How effective are your product displays?
Not very, if you can answer yes to less than four.
■ How’s your credit?
Positive answers are necessary here to show you accept the
credit and debit card lifestyle.
■ Are you a forward planner?
Less than five yes answers and you are in danger of being
caught unawares by events.
■ Are you a good boss?
A  majority of no answers and you can't be sure of your staff's
support and loyalty.
■ Are you in financial control?
Here again, you need a minimum of six yes answers to be
sure of coping in a crisis.
■ Are expenses in check?
Not unless seven-eight answers are yes.
■ If the worst happens…
You will need five to six yes answers to be reasonably certain
that you'll live to fight another day.

Sports Insight Buyers’ Guide 2007/8
Book online at www.sports-insight.co.uk
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As specialised retailers, capturing
your slice of this burgeoning market
should be investigated thoroughly.

If you take a look at your shop
floor on any given day you will notice
that the older members of the
population are not very well

represented. In today’s sports market
youth is the focus of advertising and
promotion. But with an aging
population set to increase in number
over the coming years, being flexible
in your approach to marketing your
goods will become commercially
sensitive for all retailers, no matter the
market sector they trade in.

Marketing is one of the key
components of your business. How
you approach your market to persuade
the older members of the population to
buy is all-important. 

Ray Jones of the Chartered
Institute of Marketing offers this
advice: “The one piece of advice that
SMEs should take to heart about
marketing is to take it seriously. A new
Marketing Trends Survey, recently
conducted by The Chartered Institute
of Marketing, found that too few
organisations recognise marketing as
central to success, and less than three
quarters of all businesses report that

they view marketing as a high priority. 
“Small businesses are more

willing to give marketing the
attention it deserves and four-fifths of
organisations with under £1 million
turnover say that marketing is a high
priority, compared with under half of

organisations with a turnover of 
£100 million or more. But while this
high figure is commendable, these
results must mean that for the
remaining one fifth of organisations
marketing is way down the agenda,
and this is a concern.”

Client base
Clearly from a store owner’s
perspective, selling to this specialised
market will require some investment.
Initially, identifying the size and scope
of the potential market for your
physical store is the first step. We’ll
look at how to handle sales to older
customers on your website later. 

The population may be aging, but
looking at your geographical area and
how the over-50s are represented will
give you a clear picture of your
potential customer base. The level of
sales that could be generated and
which particular sports provide that
income for your business may
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GREY MARKET

Once an ignored section of the
consumer population, the ‘silver
surfer’ is now actively encouraged by
businesses who have witnessed a
massive change in the buying habits
of the over-50s.

With statistics indicating that this
section of the population controls 80
per cent of the country’s wealth and
accounts for 40 per cent of consumer
spending - which equates to £205
billion a year - it’s time that your
business paid more attention to this
group of potential customers. 

As over half of the UK’s
population will be over 50 by 2020,
moving your business to cater for an
increasingly maturing customer base
makes perfect commercial sense.

Web role
The internet is playing a massive role
in the upsurge of interests from the
older generation. Says mature
marketing expert Fiona Hought,
managing director at Millennium:
“Our findings make this group one of
the most powerful consumer forces in
internet shopping. And they are
starting to flex their muscles. 

“Silver surfers are now big
business. Their growth as internet
users is one of the most important
shifts of recent years. They are
snatching the web from the younger
generation and emerging as a force to
be reckoned with." 

Silver shoppers
With time and money available, customers over 50
represent a potentially lucrative market, says Dave Howell

32 SPORTS INSIGHT

“Our findings make this group one of the most
powerful consumer forces in internet shopping”



OVER-50S PROFILE
■ Over half of the UK’s population will
be over 50 by 2020
■ The number of people aged 85 and
over grew by 64,000 (six per cent) in
the year to 2005 to reach a record 1.2
million
■ There are 20 million people in the
UK over 50
■ The 50-plus age group owns 80 per
cent of all private wealth
■ The over-50s make up 40 per cent
of all consumer demand
■ The average disposable income at
50-plus is over £18,000 pa
■ The 50-plus age group is the fastest
growing group of computer and
internet users
■  The number of 50-plus users with
internet access has increased by nearly
90 per cent from 2001
■  The 50-plus generation represents
16 per cent of the total home UK
online population
■  Internet usage by the 50-plus
generation is estimated at four million
and rising rapidly
Source: 50+ Health - www.50plushealth.co.uk

advertising staff under the age of 40,
that can add up to a potential lack of
natural market empathy. 

“Mature people need to be handled
correctly. They make up the first mass-
media generation and they have a
healthy cynicism for advertising and
marketing. Unlocking the market's
huge potential requires an applied
combination of in-depth market
knowledge and strategic planning. This
ensures the development of appropriate
communications and media planning. 

“If ecommerce continues to target
just the younger audience in sectors like
travel, finance and retail - where the
over-50s show particular interest - then
their massive spending power will
remain untapped."

Accessible
Clearly your marketing activity must be
modified to sell to this specialised
group of consumers. But marketing
doesn’t stop at the message you are
trying to put across. Don’t forget, if you
make your website more accessible to
this section of your consumer base you
will reap the rewards. 

The law now stipulates that your
website should be equally accessible by
all members of the population. This
doesn’t necessarily mean a complete
redesign, but you can take steps to
make your site more appealing to the
older customer. 

Give visitors the ability to increase
the text size on your pages. Don’t
overuse background images and try
and ensure that there is a high contrast
between the background and the text
on each page.

Try and use a ‘breadcrumb site
navigation technique’. This will ensure
that older visitors won’t get lost on
your site. Pop-up windows should be
avoided as they can confuse a less
technically savvy customer. You can
read more about usability and senior
citizens on web usability guru Jacob
Nielsen’s website
(www.useit.com/alertbox/20020428.html)

In its ‘Focus on Older People’
report, The Department for Work and
Pensions clearly illustrates that the
UK’s aging population cannot be
ignored: ‘Older people make up an
increasing proportion of our population.
The blurring of the various stages in
our lifecycle means that older people
are as varied as any other group in our
society. Many older people lead active
and healthy lives for many years over
the age of 50.’

The grey pound is currently one of
the most overlooked and
underexploited elements of consumer
spending. It may not be viable to make

surprise you. Doing your homework is
therefore vital before you begin any
marketing activity.

Understanding the components of
your local market is the key to deciding
whether mounting a marketing
campaign and stocking a new or
extended range of equipment should
become the focus of a new strategy.
Often under the radar of larger sports
suppliers, as with minority sports,
attracting the grey pound could become
a very lucrative addition to your
bottom line.

It’s possible for all sports retailers
to look into what Sport England
described as ‘the ageless population’. In
its paper, ‘Driving up participation in
sport’, it concluded: ‘Though
chronologically older, attitudinally
people are increasingly “acting young”.
Couple this with the higher disposable
income of the current over-50s and it
suggests a growing demand amongst
this age group for sport and leisure-
related activities. 

‘Sport must be able to respond to
the opportunities that this market brings
by providing the right mix of activities
and quality environments that appeal to
this often discerning group.’

Mature thinking
As we have already noted, the older
population are embracing the internet.
As a channel to buy goods and services,
it is unprecedented in the retail
landscape. Millennium carried out
research that culminated in its ‘Mature
Thinking’ report (an extract of which
you can view at
www.tinyurl.com/ykqpjd), which
indicated that a third of over-50s were
online. What’s more, 60 per cent
shopped regularly via the web. 

The agency’s e-survey on internet
usage, conducted in May of this year,
showed a massive increase in the initial
research’s figures. 95 per cent of over-
50s have now been online for at least
two years, 27 per cent now owned more
than one computer and over 58 per cent
now had broadband internet access,
with 80 per cent using the internet for
more than four hours a week.

Even with this massive usage of
online retail outlets, advertising and
promotion is largely seen as a turn-off
for this sector. Says Fiona Hought:
"They do not consider that website
advertising is aimed at people like them
- and that should worry marketers. They
are obviously missing out. 

“One major problem is low
audience understanding. That could be
linked to the fact that only 10 per cent
of marketing directors are themselves
over 50 and, with over 80 per cent of

even small changes to your store to
make it more attractive to older
shoppers, but online this is a very
different proposition. 

Research would seem to indicate
that the over-50s consumer group
would rather shop online anyway, but
find it difficult to locate stores they can
use. It’s in your business’ best interest
to take into consideration this rapidly
expanding group of consumers. As they
have the time and money to spend, why
not ensure your business is ready and
waiting for their custom?
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found bonds were formed between
groups of children who might
otherwise have been rivals.

Johnson believes team sport
schemes should be rolled out
nationwide and has taken on the task
of increasing this sector in schools.
Separate studies have shown that
participating in sports also boosts
academic results.

Confidence
Says Johnson: “Team sports are an
excellent way to build confidence and
teach children how to work together,
and there are health benefits too. This
initiative will have a huge impact on
children, tackling bullying through a
medium that is fun and healthy.”

The initiative has won the 
approval of many sports icons,
including Olympic gold medallist
Sally Gunnell.

“Sport is a great way to develop
young peoples’ social skills,” says
Gunnell. “When young people work

in a team to achieve success, they see
how bullying can have destructive
effects on individuals and teams.”

Tony Blair hosted a reception at
number 10 Downing Street at the end
of last year to highlight the
importance of sport. The decline of
sport in schools has been halted and
many of them now offer on average
16 different sports, while 97 per 
cent hold an annual sports day.
Schools have been banned from
selling off playing fields unless they
can prove they are not needed by
either their pupils or the local
community Children’s website
www.fitfuture.co.uk was set up to
engage teenagers and younger
children in sport, and enables children
to see what team sports can be played
where in the country and how they
can get involved. Fit Future has a
proven record of engaging teenagers
in unlikely subjects and is now
working with over 70 secondary
schools in the UK.

IN SEASON TEAMWEAR

A massive drive for team sports
was announced by the Government
at the end of last year, as trials
proved they cut the instances of
bullying and improved social skills 
amongst children.

Retailers in this sector will be
congratulating themselves as
Education Secretary Alan Johnson
recently announced a number of
initiatives that involve boosting 
team activities in schools. Johnson
hailed football, netball, rugby and
cricket as key sports to combat 
many problems.

The news comes on the back of
studies that found that partaking in
team sports boosts the confidence of
youngsters who are at risk of being
bullied. Among other positive
reasons for participating, potential
troublemakers can be turned away
from truancy. 

In studies, 75 per cent of
children said sports boosted their
confidence, and researchers also
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Custom kit
With increased focus on team sports
by the powers that be, teamwear
looks set to become an increasingly
strong sector, says Catherine Eade

http://www.fitfuture.co.uk


YOU CAN SET A TEAM APART

Team Colours Ltd�
www�team�colours�co�uk  enquiries@team�colours�co�uk

Team Colours Ltd� Dept SI����� �� The Maltings� Stanstead Abbotts� Hertfordshire� SG�	 �HG�
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Teamwear � football� netball� rugby� hockey� cricket� basketball

eam identity matters to local clubs�
sports teams� schools and colleges�

And if you’re in the business you can
make a team stand apart.

How?

asy � ask Team Colours. We offer
stylish custom�made kit and

teamwear� including off�court and
touchline clothing in designated club
colours� for that special unique look�
We’ll make the best value custom�
made kit available to you�

dd custom embroidery and print
services to reproduce team 

names� badges� crests� sponsor’s 
logos and numbering�

ake a name for yourself by 
setting others apart� 

Generate more business, extra profit!

Trade enquiries welcome
For all teamwear � football� netball�
rugby� hockey� cricket� basketball�

Contact us now.
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http://www.team-colours.co.uk
mailto:enquiries@team-colours.co.uk
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IN SEASON TEAMWEAR

months, and the shop recently
expanded into the outlet next door to
capitalise on this side of the business.

Profits
Reflecting the strength of this sector, 
the manufacturers of custom-made
sports kit have broadened their
ranges, producing stylish, quality kit
that includes off-court, touchline and
leisurewear garments such as 
tracksuits, sweatshirts, fleeces, coats 
and body-warmers. 

One such company is Team
Colours Ltd, which produces team kit
in club colours and all the varying
shapes and sizes required, and can
create new styles for a unique look
that sets a team apart.

“We are proud to offer the most
personal service and will always do
our utmost to provide completed
goods when and wherever required,”
says director Rosemary Carter. “It’s
our job to ensure that individuals - no 

matter what size or shape - can take
their place in, and feel part of, the
same unit or team. 

“By making a strong connection
with and commitment to each club,
school or university team, we can
come up with a stylish and unified
result on time and, most importantly,
within budget.

“We make sure we use the best
materials for the job and increasingly
we find the garments we produce are
in demand as leisurewear. Team
Colours is committed to continue
exploring our own design and
production capabilities in this field.”

The service also includes a print
and embroidery facility. The company
says that with sportsmen and women
becoming increasingly style-
conscious, enterprising retailers will
find this sector well worth exploring.

The company caters for a wide
range of individual and teamsports,
including rugby, basketball, hockey,
tennis and martial arts.

DIY option
Retailers who want to do it
themselves will find it easier than
they might think. Setting up a printing
side to the business is easily done and
requires no special skills. Heat
presses take up little room and after
initial training in how to use them,
retailers can start printing their 
own t-shirts, sweatshirts, polo shirts
and more. 
Even embroidery can be done on 
the premises, although these
computerised machines are not cheap.
The alternative is to find an
embroidery company with which you
can work and factor it into the cost.
Embroidery is easy to sell to local
clubs and teams, particularly if a
retailer can show samples. 

Word of mouth referrals are not
uncommon, according to Sports 
World owner Andrew Hodgson, who
runs the small outlet in
Northumberland that now sells
custom-made kit to clients
internationally since expanding into
this sector. The business has 
increased to such an extent that it is
able to provide other sports shops
around the UK with the service.

The one-to-one contact that
independent retailers can offer
customers is often enough to give
them an advantage over big
companies in this arena. So if 
you are thinking of ways to improve
your turnover, teamwear could be the
way forward.

Thriving
This is all good news for sports
retailers. Teamwear no longer simply
means a team strip for the local
football club - it can encompass
training gear such as tracksuits, bags
and wet weather gear and
embroidered items for college and
school events, club crests and logos
on shirts, jumpers, ties, caps and 
the rest. 

It’s a thriving business that is 
being taken up by more sports
retailers across the UK as it provides
a lucrative and reliable way to retain
customers, build up turnover and
increase profit.

Steve and Lorraine Lawrence,
owners of Surrey Soccer in Redhill,
have maximised sales by expanding
into this arena with printed football
shirts and teamwear being produced
by Steve himself. The couple say
teamwear has been their top-selling
market segment over the last 12 si



Team Colours
One of the leading organisations producing custom-made team kit is Team Colours Ltd. For

sportswear in club colours and in all the varying shapes and sizes required, Team Colours will not only
produce the goods, but can also create new styles for that unique look that sets a team apart.

An increasing number of retailers and distributors have become regular customers as they realise that
there are profits to be made from the company's ability to fulfil the most diverse criteria in style, colour, size

or quantity - on time and within budget. Team Colours has the experience and know-how and has a
reputation for enthusiasm and determination to ensure that customers get exactly what they want.

"We are proud to offer the most personal service and will always do our utmost to provide
completed goods when and wherever required," says director Rosemary Carter. The service

also includes a print and embroidery facility for that finishing touch.
With sportsmen and women becoming increasingly style

conscious, this is an avenue for enterprising retailers well
worth exploring.

Retailers requiring further details can 
call 01920 871 453/01920 877 270 or 
email enquiries@team-colours.co.uk

www.sportindustry.biz

37www.sports-insight.co.uk

IN SEASON TEAMWEAR

Teamwear

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

mailto:enquiries@team-colours.co.uk
http://www.sportindustry.biz
http://www.sports-insight.co.uk
http://www.xpres.co.uk
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Gamegear - the spirit of sport
Whatever the sport or leisure activity, the Gamegear collection is perfect for personalising with club
logos and represents unbeatable value in the teamwear sector.

Manufactured only from the finest fabrics and to exacting technical specifications, Gamegear
clothing gives outstanding performance and comfort, even in the most rigorous applications.

The range includes jackets, polos, shorts, tracksuits and shirts in a great range of sporting
colours and also offers a number of coordinating styles for adults and kids.
To request your copy of the 2007 Gamegear brochure call the customer service team on
01332 85 83 85 or visit www.gamegear.co.uk
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Lotto FW07 Teamwear collection
Magma Line: a body-blended technical design, together with great fabric quality, to
maximise athletes' performance and comfort while protecting them from the outside
elements.
United Line: the tradition of striped football shirts, with a unique asymmetric
treatment that creates a totally individual style.
New team business structure and logistics: Lotto in the UK is drawing up a shortlist

of 20 retailers who wish to become ‘Premier’ Team Business Clients who will be
offered exclusive partnership terms and conditions, together with additional support
packages, with a view to developing the Lotto team business market in the coming
seasons.
Any retailer interested in becoming a Premier Team Business Client should
contact the UK Lotto office on 01663 766737 or email: questdc@ntlworld.com

Teamwear

http://www.sportindustry.biz
http://www.gamegear.co.uk
mailto:questdc@ntlworld.com


www.gamegear.co.uk

01332 85 83 85

Co-ordinated teamwear for
club logos

http://www.gamegear.co.uk


people passed through its doors in
2006 and organiser Paul Alderson says
2007 is set to be bigger and better. 

Innovative
“As an exhibition, Seni has a show
floor packed with the most innovative
suppliers in everything martial arts, as
well as fitness and nutrition,
merchandise, film, gaming and the
armed forces,” says Alderson. “The
show is an interactive lifestyle event
for not only the extreme athlete and
dedicated fight fan - it offers a chance
for the public to discover and
participate in the diversity of fight
sport culture.”

This year the show features six
key zones, ensuring there’s something
for everyone:
■  Purist fighters and Eastern culture
lovers are covered with the Classical
Warrior zone for traditional arts,
workshops and fashion.
■  Fight fans of any age will be
entertained seeing the stars and
displays in FightSport from The
UFC’s Ultimate Fighting (MMA),

boxing, Thai boxing and wrestling. 
■  The Survival zone will cater for
both male and female visitors, offering
tips and seminars on self protection
and reality-based combat. 
■  Extreme fitness enthusiasts should
head for the PowerSport zone. 
■  The Tournament zone covers a
huge range of open championships.
■  The Olympic Youth Zone will
enable young, eager and aspiring
2012 champions to join in workshops
for their first taste of the Olympic
combat sports, conducted by current
Olympic champions.

Sports Insight found out more
details about the show from Paul
Alderson.

How many visitors came to the Seni
Show in 2006 and how was the
show received in general?
Seni06 was a tremendous success
with over 25,000 participants, 18,000
of which were martial arts and boxing
buyers. We had over 150 exhibitors,
which included a mix of trade and
retail. Seni is a festival as well as a

IN SEASON COMBAT SPORTS

In the UK the most popular combat
sports remain boxing and wrestling,
but growing interest in the martial
arts means the popularity of kung
fu, karate, kickboxing, capoeira and
others is on the rise. 

The Seni show is the biggest
festival and exhibition worldwide
dedicated to combative sports and is in
its ninth year. Now in 2007, for the
first time since its inception, Seni is to
come to London’s ExCeL from the
NEC in Birmingham. Thousands of
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Fight club
The number of people showing an interest in martial arts continues to rise,
and so do attendances at combative sport expo Seni, says Catherine Eade
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zones and really make a spectacle of
the event. There aren’t that many
exhibitions that have the flamboyance,
culture and vibrancy that Seni offers.

Why the move away from the NEC
to ExCeL London?
Two main reasons really. The first is the
Olympic Games and the fact the ExCeL
London is the venue for the four
combative sports in the 2012 Games.
We plan to have a very strong Olympic
theme at Seni07. And secondly to offer
the opportunity and Seni experience to
the south, as I think we and our
exhibitors will attract new customers
who may have never travelled to Seni
previously. We are really excited to be
moving Seni to London.

What’s the Olympic Youth Zone
that is a feature of the show?
In association with The Newham 2012
Unit (the host borough for the Games),
we are hoping to bring current Olympic
champions to the show to both compete
in super bout-type matches as well as
offer youth workshops.

The workshops are to offer
youngsters the opportunity to interact
and learn basic moves of that chosen
art from someone who is at the top of
their game. The champions will also
be matched against UK opposition for
one of our televised arena shows
called Masters of the Mat.

What companies are exhibiting at
Seni this year and are there any new
companies on board?
Visitors to the show will be able to see
and meet many of our regular
companies such as Cimac, Blitz, Tao
Sports, Adidas, Evolution and BBE.
There will also be lots of new brands
and companies involved such as
Jabwear; Maximuscle; UFC, who are
our new show sponsors; O-Pro; Black
Eagle; and Holmes Productions.

What areas of combat sport are
growing in popularity and why?
Mixed martial arts is probably the
largest growth area because of its TV
exposure and media interest. 

Do combat sports have a healthy
level of consumer interest? What
helps raise the profile of combat
sports in the public eye?
Yes, traditional martial arts has a very
healthy practitioner base and there are
so many martial arts to choose from.
Apart from the current wealth of TV
exposure for MMA, Muay Thai and

boxing, I think films play their part in
making martial arts of interest to young
people. We also host a Martial Arts
Film Festival at the show - it is always
hugely popular and helps introduce
interested people into the martial arts.

How does the UK compare to other
countries in terms of combat sports
fans/ participants?
The UK has a strong fan and
practitioner base. The footfall at fight
shows such as Seni is getting bigger and
bigger, and martial arts clubs are
swelling. So it’s a very healthy sports
sector at this time. Seni is Europe’s
trade show, so we have companies from
across the world exhibiting at the event.

Any predictions for future trends in
combat sports? How do you see the
future for Seni?
I think because martial arts fits well as
a sporting lifestyle for all ages, gender
and backgrounds, it will continue to
grow steadily. Taking a martial art
provides lifestyle benefits such as
fitness, confidence, discipline and, of
course, self defence. And it offers no
restrictions, so it can be practiced by
the entire family.

Seni07 is on May 19-20, 2007 at
ExCeL London. Further information
about the event, including live shows,
displays, directions, hotels, etc, can
be obtained from www.senishow.com 

Tickets are £8 for adults and £5
for children in advance and you can
either book online or contact Ticket
Master on 0870 6077 477 to reserve.

trade expo and is feature driven,
which is why the show is so well
supported by both buying sectors.
Trade customers are entertained whilst
at the show, which makes it a good
way to mix business and pleasure.

Which sectors of the show attract
the most interest?
There are six zones within the show
hosting different types of combat
sports - Classical Warrior for
traditional martial arts, FightSport for
boxing products, PowerSport for
strength-based disciplines, and so on.
With the combat sports sector being
so diverse, we try to provide for all
buyers and interests, which means all
of the zones are incredibly popular.

What are the most obvious ways
the Seni show has changed since its
first incarnation?
Size probably more than anything else.
In 1999 we were 3,800 square metres
at the NEC and Seni06 was 14,000
square metres. As we have got bigger
we have been able to create the feature si

Sports Insight Buyers’ Guide 2007/8
Book online at www.sports-insight.co.uk

http://www.sports-insight.co.uk
http://www.senishow.com
http://www.sports-insight.co.uk
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Everlast range
The Everlast range is comprehensive and is segmented to appeal
to both the specialist athlete and general fitness enthusiast.

Some of the key items for the general fitness enthusiast are as follows:
■ Desktop speed bag - professional-style speed bag. Fun for all ages. Great for home or
office use. Installed in seconds and great for relieving stress. 
■ Inflatable punching bag - improves coordination and flexibility. Burns calories and
relieves stress. Ideal for kickboxing workouts without shoes. 
■Ladies boxing mitts - a leather bag mitt with shock absorbing pre-curved foam, padded
palm grip and elastic wrist.
■ Hook and jab pads - excellent punch pad, used as a moving target for aerobic activity
or to develop uppercuts. 
Tel: 0845 370 6776. Fax: 0845 370 6886. 
Email: sales@blbuk.com

Combat Sports

mailto:sales@blbuk.com
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Seni07 - Europe’s Martial Arts &
Boxing Expo moves to London
The colours, the energy, the excitement. Nowhere else in
Europe can you experience such an extensive range of
fight sports, classic martial arts, culturally stimulating
displays and cutting-edge health and fitness knowledge
under one roof. 

With a show floor packed with leading suppliers in a
bustling trade and consumer expo, complemented with
spectacular displays, live events across six entertainment
zones, including the new Olympic Youth Zone, seminars
and guest stars, Seni07 is not to be missed.
Where: ExCeL London, Docklands.
When: 10am-6pm. May 19-20, 2007.
Tickets: adults/children - day tickets £8/£5. Weekend
tickets - £13.50/£6.50.
Ticketmaster: 0870 6077 477. www.senishow.com

Allsport Multi Purpose Sports First Aid Kit
Allsport Medical, a leading UK supplier of sports injury treatment and
prevention products, has launched a new Multi Purpose Sports First Aid
Kit - a portable kit designed to be shared by a greater number of sports
participants where injuries are more likely to occur.

Combat and contact sports often require the treatment of blood
injuries where sterile first aid products, which are individually wrapped or
packed, are necessary to prevent cross infection. This is especially
important for clubs or organisations with larger numbers of participants
and during competitive matches with many sportsmen.

The Allsport Medical Multi Purpose Sports First Aid Kit includes a
comprehensive range of first aid items for treating common combat
sports injuries. Each item is individually wrapped to prevent cross-
infection and the kit is supplied in a water resistant carry bag.
For more information contact Allsport Medical on 020 8203 1441
or email sales@allsportmedical.co.uk

IN SEASON COMBAT SPORTS
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Linebreak
Linebreak and rugby go hand
in hand. From its Australian
inception, Linebreak has
always been associated with
both rugby codes.

Now in the UK, Linebreak
is bought by (not given to)
most Premiership, First
Division, Celtic League and
Super League teams as their
chosen recovery base layer.

Linebreak offers both
temperature and recovery
management in its products,
benefiting players on and off
the pitch.

New for the winter have
been the Welsh ‘Red’ long-
sleeve top, the women’s
specific rugby range and a
range for both junior and
youth players (from eight
years upwards), taking
Linebreak from the
Millennium Stadium onto the
mini rugby pitch.

Linebreak: 01926 813749.
Email:
linebreakuk@btinternet.com

IN SEASON RUGBY
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New Nomis rugby boot
As a company 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

Rugby
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created to perform
Balls | Boots | Clothing | Luggage | Protection | Training

www.gilbertrugby.com
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Comfort
designed in style...

The modern rugby player's
boots need to be lightweight whilst
continuing to provide the same
stability and support.

Designed with the specific needs
of rugby players in mind, the XTG
outsole is the platform for the
GILBERT range. The position of the
studs, the additional tri-blades and
the mid-foot all combine to create
the SSP (Speed Support Plate)
technology present throughout the
range. Using high-grade leathers and
the latest micro fibre and synthetic
materials, the range is designed to
be not only stylish, but also durable
and strong.

Star endorsement
The Jink Pro now supports the

Xact Elite and these boots have
enabled GILBERT to establish their
footwear range at the very highest
level of the game, with major
international endorsees including
England Captain Martin Corry,
Wales star Michael Owen,
Scotlandís Dan Parks and Ireland's
Donncha O'Callaghan.

The GILBERT footwear range
has been created to offer versatility
and performance; the 2007 range
sees the introduction of the Vision
XV, a brand new release that takes
comfort and speed to a new level.

Combining ultra lightweight upper
materials with a revolutionary
construction for a perfect anatomical
fit, this boot is a must for any fast
moving back. Also new in 2007 is
the Vanguard, a specifically
designed forwardís, wide fitting
option with leather toe vamp and
lightweight carbon heel wrap to
provide a supportive all-round
performance option.

The Sidestep Xtra, a classic
model showing key technical
enhancements and available in two
colour options, will play a key role
in the GILBERT range. The hugely
successful Sidestep range, with its
distinct styling and undoubted
reputation as a quality affordable
rugby shoe continues to sell through
well and will once again be available
to retailers in 2007.

Boots will be available from
June 2007, please call your local
GILBERT agent or 08450 66 1823
to place an order.
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ADVERTISEMENT FEATURE

The sport of rugby is permanently evolving, requiring
ever-increasing levels of strength, speed and skill.

http://www.sports-insight.co.uk
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Skins
A marketing drive in the UK means players from Zurich Premiership sides

such as Saracens and Bath are discovering what their counterparts in
Australia have long known - Skins can help them raise their game. 
Skins innovative body-moulded gradient compression garments, with

built in BioAcceleration Technology, can enhance performance in training and
competition as well as expedite recovery. 

Furthermore, independent scientific and medical research has proved
Skins improve circulation, increase oxygen delivery to the muscles and help

the body to eliminate lactic acids and other metabolic waste. 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.

KooGaThermoSkin
KooGa Rugby, Europe’s leading rugby brand,
has launched the next generation of apparel
designed specifically for rugby players - a range
of compression clothing called
KooGaThermoSkin.

The range of ultra-tight fit items has been
designed as an aid that boosts athletic
performance during sport and encourages fast
recovery afterwards. KooGaThermoSkin
reduces muscular oscillation, promotes faster
blood circulation, improves muscular recovery
time and also regulates body temperature.

Teamwear
Teamwear is a new range
of technical rugby apparel
and equipment from
KooGa rugby.

The range is available
for teams at all levels, so
whether they play junior
rugby or national division
standard, clubs can now
gain access to the same
designs, products and
quality that KooGa’s
professional partners enjoy.

The items include
jackets, tracksuits, match
shirt, shorts, rain and
subsuits and everything else
modern rugby clubs need to
look and feel the part.
KooGa Rugby Ltd: 
08708 454 544. 
www.kooga-rugby.com

IN SEASON RUGBY
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Rugby
Training
Equipment
GNG Sport is the UK's leading
manufacturer of branded
rugby training equipment.

For further information call
Neal Spencer on 01924 400501 or
email sports@gng-group.co.uk

Sport attracts big brands due to its healthy
image and vast marketing potential. However,
for branded product to be effective it has to be
as good as the brand it represents.

GNG Sport has been manufacturing and
developing the best quality rugby training
equipment for the trade for over 10 years, and
the companyís achievements in this area have
been recognised with an ISO 9002 accreditation.
Not that GNG Sport is solely rugby focused; it
has supplied post protection for netball,
basketball and tennis, martial arts pads and it's
even made shields for football clubs including
Chelsea and Manchester City.

Wherever there is a need for quality robust
foam-filled products, GNG Sport can get your
name across it.

mailto:sports@gng-group.co.uk
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The 1061 by New Balance
Built for runners with neutral gaits who seek maximum cushioning
and flexibility.

This top-of-the-range cushioning shoe features an ABZORB FL
midsole, full length ABZORB strobel sock with visible ABZORB SBS
in the heel and forefoot. A supportive, wickable and anti-abrasion
fit is provided with N-Lock, Lightening Dry and a seamless
Phantom Liner in the upper. Also contains an ortholite anti-
bacterial insert.

Made in the UK and available in narrow, medium, wide and
extra-wide widths.
New Balance: 0800 389 1055. www.newbalance.co.uk

Nathan - lighting up
your running
In low-light conditions
visibility is a key safety
factor, so Nathan’s
reflective and LED
accessories are a must
for anyone fitting
in their training
miles before or
after work. 

The LED range
uses ACTIGLO, an
innovative light
transmission that gives
up to one mile visibility
and includes gloves,
safety band, arm and
ankle bands and a
Wristrunner. 

The reflective range of
vests uses 3M Scotchlite
material and each piece is
designed to fit like a
lightweight shirt and is
adjustable for a customised
fit. Look out for the
Lighting Up Time
advertising campaign that
breaks in February issues. 
For sales enquiries call 01923
242233 or email sales@1000mile.co.uk
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Wave Rider 10
The new Wave Rider 10 - responsive

cushioning and smooth transition from
the ultimate SmoothRide shoe.

For more details contact Mizuno
customer services on 0800 328 0180 or

visit www.mizunoeurope.com

Running & Athletics

IN SEASON RUNNING & ATHLETICS
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HILLY expands its range of
technical performance accessories
HILLY Clothing Limited, one of the leading
suppliers of technical performance running socks,
offers a wide range of accessories, including
reflectives, hats, gloves, caps, bottle
carriers/backpacks and sunglasses. 

Its comprehensive range of neoprene
accessories, designed for the arm, waist or wrist, is
suitable for carrying mobile phone, iPod, MP3,
gels/energy bars, money, keys and lots, lots more. 

The arm gel and arm mobile phone/iPod/gel
carrier have proved particularly popular, especially
with more and more runners using gels as fuel
replacement on the run. HILLY will be launching a
lot of new accessories for 2007 with a significant
emphasis on the ever-increasing ladies’ market.
For further details call HILLY on 0161 366 8207.
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Wave Inspire 3
Everything you need in a running shoe -
cushioning, stability, comfort and perfect
transition.
For more details contact Mizuno customer services
on 0800 328 0180 or visit www.mizunoeurope.com
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Saucony
Following the unprecedented success of the ProGrid Triumph 4 launch on
December 1, Saucony is turning its attention to the company’s top-selling
running shoe, the Omni. 

The latest version will launch in March with the ProGrid cushioning
technology first seen in the Triumph 4. This will replicate the amazing first
feel and cushioning of the Triumph, but still provide the stability and control
that the vast majority of runners require. The ProGrid Omni 6 has an RRP of £80
and will be launched at five stores around the country on March 2.
For more information contact Saucony on 023 9282 3664 or visit www.saucony.co.uk

Brooks introduces new MOGO midsole technology
Brooks is introducing a new midsole foam technology to its

best-selling range of specialist running footwear. 
From January 2007 Brooks Adrenaline GTS,

Beast, Trance and Glycerin will feature ‘MOGO’.
This lighter new midsole compound has 38 per
cent more cushioning than its predecessor, a

prolonged first feel, 33 per cent more durability
and reduces manufacture wastage by 50 per cent - all

with no loss of stability. 
Runner’s World recently awarded Brooks ‘Best innovation’ for

the midsole and its environmental work in
manufacture. The Brooks brand continues to grow

through excellent service, backed by careful
distribution and service. 

For more information contact
customer services 

on 01903 817009.
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Building a website for your business is
relatively easy these days. If you have
no coding skills, the hosted services
that most business ISPs now offer can
get your site up and running with just
a few clicks of a mouse.

If you have built your own website
simply as an information source for your
customers, making it ecommerce enabled
will require you to make some decisions
about which trolley and checkout system
you implement on your site.

A recent study that looked closely at
how shopping carts performed across a
range of UK online stores found a
shocking lack of reliability. Deri Jones,
CEO of SciVisum, a web and
application testing specialist, says:
“Website operators need to stress test the
crucial functionality on their websites,
down to the transactional level, to assess
the full scale of the problem.

“On average, the ‘add to cart/basket’
step failed to function correctly in more
than one in 100 cases. This is just the tip
of the iceberg; since consumers typically
buy two-three items at a time and
perform multiple steps to complete a
purchase the true number of consumers
let down will be more than one in 20.”

Options
Make no mistake, the shopping cart
component of your site is its most
important and can also be its Achilles
heel. So what are your options when
you want to add a shopping cart to
your website?

The level of sophistication that
you require will depend on how
complex your website is and how
many items it presents to customers.
You also have to consider what type of
payments you want to take and how
this can be handled efficiently.

You don’t have to jump straight
into designing and implementing a
trolley system of your own if all you
want to do is test the water to see if
ecommerce is right for your business. 

Shopping cart systems like PayPal
that are linked to eBay can be used as
a standalone payment system on your
site. The attraction of this system is
that it is easy to implement and offers
a robust and customisable process. 

Even if you don’t have any
coding knowledge, you can still use
PayPal as your shopping cart as it
only needs you to cut and paste some
simple code from the PayPal website.

Once this is done, your customers can
just click a button and make a purchase
from your store. 

If you are looking for an off-the-
shelf shopping cart system that
interfaces with applications you already
use, take a look at the PayPal
ecommerce toolkit that is designed for
Dreamweaver from WebAssist and a
similar system for FrontPage users from
Action Messenger.

More technical control over your
trolley may be important to you. If this
is the case, there are a number of
options to choose from. If cost is an
issue then the Open Source movement
of software creation and distribution
could offer you a cost-effective
solution. Zen Cart is an Open Source
shopping cart that is fully featured, but
does require a level of technical
knowledge to set up properly.

XCart is a complete PHP-based
shopping cart system. It’s not cheap at
$199, but could offer you the
functionality you’re looking for. Another
system worth checking out is
ClickCartPro. You’ll need to have some
expertise in how your website is
handled by the server that hosts it, but
this package is ideal if you have plans to
expand your site as it’s fully scalable.

Integration
After you have chosen the shopping cart
system, the next step is to ensure that it’s
fully integrated into your shopfront. It’s
easy to get carried away with
ecommerce enabling your website and
forget to think through how you will
actually implement this major change.

Says Deri Jones: “In ecommerce
every transaction counts. It’s the
sporadic and unpredictable
performance of websites that is the
most worrying to users.

“Our study shows that websites
are not coping with the heavier loads
that occur day by day, failing through
inconsistency to support consumer
buying habits and completely missing
the boat when it comes to giving e-
consumers a satisfactory, reliable
experience. Online retailers need to
test and monitor crucial site
functionality or they will lose
customers to more nimble rivals.”

Shopping cart technology has vastly
improved over recent years and now
offers some great point-and-click
solutions, as well as applications that
enable you to flex your coding muscles. 

Choosing the right system for your
store is crucial. Take your time to
identify your needs and then evaluate
the available options. When handled
correctly, adding a shopping cart
system to your existing website can
give your business a great boost in not
only income, but also brand and
market reputation.

Complete commerce
Ecommerce enabling your website is now easier
than ever, says Dave Howell

si

E-TAILING

Sports Insight Buyers’ Guide 2007/8
Book online at www.sports-insight.co.uk

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


sell, millions of pounds is spent on
‘sock research’ every year. 

Many people are still under the
impression that thick socks are
needed to pad and protect their feet
when hiking, trekking or running.
This is simply not the case. Now

socks are antiperspirant, anti-
bacterial, can wick away
moisture, feature structured
arches and come in various
lengths and styles, dependent on
the activity of the wearer.

What many of us fail to
consider, however, is that this
sector doesn’t just comprise socks
on their own. There are a whole
range of other products and

considerations linked to them, which
can increase both customer footfall
and profits. 

Sports specific
Just as there can be a specific shoe
designed for a particular sport, the
chances are there will also be a
specific sock designed with the
purpose of being used for that sport.
Football, rugby and tennis are obvious
examples, but what about the
technological advances that have been
made in socks? Are you able to
explain to your customers how they
can benefit them? 

Socks should be as low-weight as
possible with a flat toe seam to

SOCK SECTOR

It was probably a safe bet to make in
the pub that if there was one
product that had escaped the

attention of technology it
would be socks.

However, this is no longer
the case and, like everything

else sports retailers

Sock it to 'em
Socks and sock-related lines are a perfect add-on sale for footwear purchases
and represent an excellent repeat-buy product, says Steve Newman
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How many of you can explain to
your customers why women and
children should have their own specific
socks? And do you cater for these
customers as well as you should? 

More and more people are taking
up running and it is becoming
increasingly popular amongst women.
Hilly’s Twin Skin Moisture
Management socks have received
excellent feedback, both from female
wearers and the retail trade.

The company has recently added
two new colours to its range - black
and pale blue for women. The black
socks are ideal for off-road running
and the pale blue ones have received
an excellent response from the market,
especially as the colour is a very
popular shade. 

The lesson here is obvious - the
market is there, it’s just up to retailers
to show customers what they can
supply them with. If they don’t know
it’s there, they won’t buy.

Other companies such as
SmartWool use technology to
guarantee its 100 per cent Merino
wool socks will not shrink or itch and
at the same time offers insulation and

moisture control. Cold in summer and
warm in winter, they are both fungus
and blister-resistant. 

When dealing with socks and the
possibility of blisters, one of the
biggest sellers has been the humble
container of talcum powder. Ask
anyone in the outdoor world about its
ability to help walkers of all
descriptions and they will wax lyrical
about it. Yet how many of you would
think of stocking it in your outlets?

Unpleasant after-effects of exercise
include the smell of foot sweat and
possible fungal infection, not
surprising when you consider there’s
around 2,000 sweat glands in an adult
male foot, and although most socks
sold these days help reduce this
problem, talcum powder still works
wonders in walking boots. 

With many consumers
purchasing a shoe deodorant
product five to six times a
year, firms such as
Punch
Industries
market anti-
bacterial
treatments that eliminate odour. Its

minimise rubbing, while
top venting will help to

keep the foot cool.
Now this may sound
daft, but can the
socks be washed and
dried to the highest
standard? Your
customers will want
to know. 

Nowadays,
customers can buy
socks that are
anatomical - ie, a
different sock for
each foot - with

contoured padding.
Companies such as Asics

have socks with high density pile
cushioning and articulated arch
support, while Hilly now produces
performance running socks that have a
twin skin moisture management
system, which helps prevent blisters.

Other companies such as Gsocks
produce socks specifically designed
for the golf course, as well as a range
that includes technical socks and
trainer liners to maximise coolness,
dryness and comfort. 

X-Socks are some of the most
technically advanced on the market.
They come with a two-year guarantee,
which shows the confidence the
manufacturer has in the product. They
can be worn for snow activities or cold
winter days. They keep feet dry and
well ventilated, but also provide the
extra padding in places that helps
prevent friction and reduces pressure
on the foot.

Spin-offs
Sock tape is a good spin-off sale in
this sector, especially if it has a built-in
‘stretch factor’ to reduce the
‘tourniquet effect’ and helps keep shin
and ankle protection in place. Premier
Sock Tape does this perfectly and
comes in a variety of colours that
reflect most team kits.

Other spin-offs include neoprene
wallets for runners or lightweight
socks that football and rugby players
wear under their main socks for
moisture control and comfort. Have
you thought about stocking anti-
blister pads? There are some brilliant
ones on the market that ease pain and
immediately start to heal the skin.

“Nowadays, customers can buy socks that are
anatomical - ie, a different sock for each foot”

150ml pump spray comes in high-
impact silver packaging. 

The non-aerosol formulation
attacks odour-causing bacteria to
provide a quick and effective solution
to shoe smells. The product also
prevents mould stains and mildew
from forming on shoes.

As you can see, technical socks
and sock-related product lines could
be a very profitable niche market to
get into, especially if your customers
include a large proportion of regular
runners.

The key is to market the features
and benefits of these products. They
could be a perfect add-on sale for
footwear purchases and represent an
excellent repeat-buy product.
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IN SEASON SWIMMING

Tweka
Tweka is a long-standing name in swimwear and is
constantly increasing its distribution in the sports sector. 

The company is experienced in combining classic and
fashion swimwear with reliable bust and tummy support.
Tweka offers chlorine resistant styles in delicate prints for the
keen swimmer and fashion styles that go up to dress size 24.
The company is renowned for the durability of its products.

Tweka will be launching its new autumn/winter 2007
collection in February and have local shows around the
country. For more information call Sarah Pikett on 01454
414045 or email sarah@pikett760.fsnet.co.uk

Maru launches new styles for 2007
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 with consumers.

Maru’s Aquasport range, including the Pacer fabric developed for
its durable, chlorine-proof finish and built-in fabric memory, is
crammed with new styles, designs and colours, including the Verve
Pacer Vault Back, a high leg suit available in black/blue or black/cerise.
To find out more contact Maru Swimwear on 0115 985 1212 or email
sales@maruswimwear.co.uk

USA PRO swimwear
USA PRO is extending its range of high quality, innovative
clothing into a new arena - swimwear.

The new collection - USA PRO Swim - takes its
inspiration from individuality, reflected in its comprehensive
offer of products available to the discerning woman.
The range includes three mini collections - high performance
‘Aquagym’ styles, sculptured ‘Active Fashion’ suits and
complementary fashion ‘Separates’ in a variety of textures,
stunning plain shades and floral prints. 

The ‘Active Fashion’ collection is designed to suit the
style demands of women, who want to look and feel great
in the water. Styled to the highest specification and lined in
SENSITIVE fabric, detail includes wide feminine necklines and
unique back construction.

The technical ‘Aquagym’ offer includes a two-piece, one-
piece and legsuit with wide under-bust elastic for support,
high powered fabric for optimum bust and body control and
longer length legs to prevent riding and maintain modesty
during aerobics.

Highlights of the fashion ‘Seperates’ range include the
floral print ‘Support Bikini Top’ and accompanying medium
or high-leg pant and ‘tankini’ available to mix and match to
suit all body shapes and tastes.
USA PRO: 0116 283 8181. www.usapro.co.uk

Swimming
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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 introduced a

new range of ‘Warm in the Water’ gear for both
parents and children. 

Latest products include ‘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.

Konfidence also has a new collection of UV
swimwear available, as well as many new
enhancements to existing lines to further develop
the quality and value for money the range offers.
Call 01566 777720 or email sales@konfidence.com
for a catalogue and trade price list.

Swimsafe Floatsuit 
Swimsafe Floatsuit is a flotation aid that gives confidence to
children who are learning to swim. It has a unique worldwide
patented neck float that enables a 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 ridging, leaving the arms and legs free to
move and thus swim in a natural way. The special crotch
design keeps the suit from slipping off the child 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, has a CE (Certificate of Europe) certification
for the UK and is endorsed by the Royal Life Saving Society.
RRP £29.95. Contact Josu Shephard on 020 8715 2385 or visit
www.jakabel.com for more information.

Aqua Sphere set to continue its success in 2007
Aqua Sphere has had a great 2006 - and 2007 is starting even stronger. Its new Italian-
designed range of performance swimwear is impressing retailers with its superb chlorine
resistance and sharp athletic styling - and who has not yet heard of Aqua Sphere's award

winning EAGLE goggle? 
The EAGLE's range of anti-fog and scratch resistant curved lenses deliver

amazing 180-degree visibility and are available in half-step increments from -1.5
to - 6.0 diopters, giving customers who wear glasses or contact lenses immediate

and low-cost access to superb underwater vision. Available to order now. 
Jump in and join the fastest growing name in the water by phoning 01254
278873. www.aquasphereswim.com
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IN SEASON FOOTBALL

Nomis launches technical boot range for kids
Following the successful launch of its men's soccer range in
2006, Nomis is set to launch a full technical kids range offering
all the benefits of the men’s range without any compromises.
The kid’s range will feature:

■ Nomud Sole Plate - a self-cleaning unit that enables better
traction, is lightweight and reduces the amount of mud that
sticks to the boot.

■ Full grain leather uppers with Dual and Wet Grip technology
for better ball control.

■ Stability and comfort features, which are vitally important
to growing kids’ feet. 
For more information email Steve Lee:
steve@nomissports.co.uk

Rucanor football
The STAG buying show proved to be fertile ground for the
launch of Rucanor’s junior moulded and screw-in velcro
football boots, with nearly two-thirds of buyers placing their
order at the show.

Available in sizes 28-39 (screw-in from size 30) for
delivery from June 2007, the boots are priced to retail at
between £14.99 and £19.99, giving a minimum double up
on trade price. Great for younger kids that can’t yet tie laces
(or older kids that can’t be bothered), these boots will be a
winner for the back-to-school season.
For further information on these or any other products
from the Rucanor range, call the Sales Hotline Number: 
0845 2300147.

Global Football Company
In addition to its many souvenir and gift lines (see the
classified advert at the back of the magazine), Global
Football Company is now stocking an extensive range
of licensed football accessories for the players and fans
of the future. 

So stock up on your branded footballs, bottles,
sweatbands, sock ties, goalkeeper gloves, holdalls, etc,
all officially licensed by the likes of Manchester
United, Liverpool, Chelsea and Arsenal, by contacting
Global Football on 0161 282 0770.
Alternatively, you can view the new range at
www.globalfootballcompany.com.
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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  

For the 2007/08 season, specialist football brand KELME will be offering new styles of
Spanish handmade boots, including the MASTER INFINITO in silver/gold. Also the
amazing TIBURON SHARK (pictured) will be launched in several new colours after its

successful 2006 introduction.
For information call 01823 325332 or email

sales@kelme.co.uk  www.kelme.co.uk
STAG member.    

www.sportindustry.biz

HO SOCCER
Already a leading
brand in Europe,
HO SOCCER have
over 200
Professional
keepers using
their products,
including Brazil’s
new No 1
HELTON
(pictured). 

HO have
combined their
passion and
knowledge for the game with superior materials to offer a
comprehensive range of goalkeeping products, including the
impressive KONTROL glove which offers a combination of
superb fit, support and comfort. 

The 2007/08 collection offers top end, mid-price and entry-
level products.

For more information call 01823 325332 or email 
sales@ho-soccer.co.uk

STAG member.
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ATHLETIC / SCHOOL CLOTHING MARTIAL ARTS 

TABLE TENNIS

TEAMWEAR

SPORTS WEAR

EPOS / STOCK CONTROL 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

N E W  C A T A L O G U E  O U T  N O W

Spall LTD
Mohair Mills, Gibson Street,

Bradford. BD3 9TR 

TEL: 01274 668045  
FAX: 01274 665359  

E-Mail: sales@spall.com
Web:www.spall.com

www.spall.com
Visit our website to view our full range

or ring for a free colour brochure.

• SOCCER

• ATHLETICS

• RUGBY

• BOXING (VESTS)

• HOCKEY

• BOWLS

• BASKETBALL

• TRAINING WEAR

• NETBALL

• SOCKS

CUSTOMISED MANUFACTURING With our in house manufacturing we can offer you consistency in colours, styles & quality, in 
your own design or adapt our existing range to suit your team colours, branded with or 

without the Spall logo. Repeat order’s (no order too small)

Rugby Soccer Training 
Wear

Hockey Basketball
Netball

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

EPoS and Stock Management
Solutions for the Independent
Sports Retailer

T: 01548 843586 
E: kudos@kudos-software.co.uk
W: www.kudos-software.co.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 

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?

mailto:keith@sports-insight.co.uk
mailto:tim@sports-insight.co.uk
http://www.viga.co.uk
mailto:info@hayashiuk.com
http://www.spall.com
mailto:sales@spall.com
http://www.spall.com
mailto:sales@uktabletennis.co.uk
http://www.uktabletennis.co.uk
mailto:paul@ashaway.co.uk
mailto:fstsales@dial.pipex.com
http://www.fst.co.uk
mailto:admin@petron.info
http://www.petron.info
mailto:info@balmoralsales.co.uk
http://www.balmoralknitwear.co.uk
mailto:kudos@kudos-software.co.uk
http://www.kudos-software.co.uk
mailto:sales@bbsports.co.uk


Insight
SportsSports Insight Buyers' Guide 2007/8.

Book Online at www.sports-insight.co.uk
Tel 01206 505947 or 01206 500240

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

http://www.sports-insight.co.uk
http://www.thewholesaler.co.uk
mailto:dave@djbsales.com
http://www.djbsales.com
http://www.globalfootballcompany.com
mailto:info@globalfootballcompany.com
mailto:sales@vandanel.co.uk
mailto:sales@vandanel.co.uk
http://www.vandaneltrade.co.uk
http://www.howardplastics.com


66 SPORTS INSIGHT

The man was rightly
offended. "Listen mate,"
he replied, "my dog has
never bitten anyone
in his life."
Reassured, the
man bent to pat
the dog, which
promptly ate a
large part of his
finger. 

He shouted
in agony: "I
thought you said
your dog didn't bite.”
To which the man replied: "That's not
my dog."

Unwell
Customers have been asking where
Harry is and I had to tell them that he
has gone to the great wholesale
warehouse in the sky. He died quietly
and stoically soon after hearing Gary
Lineker announce that Wigan had
lost to Spurs on Match of the Day
and I must confess I didn't feel too
well myself.  

I must say life has lost a little of
its sparkle ever since, and Harry is
now buried next to the broccoli in the

vegetable patch with two cats and a
flotilla of goldfish for company.

I must also confess that grief
hasn't blinded me to the fact that
people do seem to be coming in to
the shop and buying out of sympathy
when they hear of my sad loss. So
every cloud does have a silver lining,
like the song says. 

I have also noticed that we may
be a nation of pet lovers, but we are
even more a nation of pet mourners
once we've said the final auf
wiedersehen pet.

How the pet bereavement
industry got to know of my loss I
can't say, but already I've been
offered a £200 oak coffin, £270 pet
cremation, £300 headstone and his

photograph embossed on a mug for
£17.50 (plus VAT).

A friend hearing of Harry's sad
demise persuaded me to spend a
Sunday afternoon with them visiting
their late greyhound, Wilmot, in an
animal cemetery in Crouch End in
case I might like to move Harry from
the broccoli patch to somewhere more
appropriate for a gentleman dog.

We had a picnic next to
Wilmot's grave, balancing the
thermos on his headstone. The next
two graves bore the inscriptions
‘Gone for long walkies’ and

‘Tristan, a beloved budgie’.
The cemetery was full of families

visiting their late-lamented pets. There
were people from Germany, Spain,
Saudi Arabia and even as far away as
Bournemouth. 

I have to admit that when I got
home I did visit the broccoli patch,
wonder whether I had really done the
best by my faithful friend and decided
on balance that he would prefer to
remain where he is.

After all, a dog whose sole
ambition was to be a human
independent sports retailer would
hardly relish spending eternity next to
all those animals. On top of that, it did
seem a shame to disturb the best crop
of broccoli I'd grown for years.

I'm probably the only independent
sports retailer who once tried (and
failed) to get the Inland Revenue to
accept a bill for dog food as a business
expense, but it seemed quite reasonable
at the time.

My dog Harry came to the shop with
me for years and sat next to the door, as
good as gold, welcoming the customers.
Indeed, I'm sure quite a few people only
patronised the shop in order to have a chat
with the old fellow.

Harry was the ideal shopkeeper's
companion. He had absolutely no interest
in being a dog and his ambition throughout
a long and eventful life was to be as human
and independent as possible.

Obligation
He realised he had an obligation to spend
some time in the shop, but when trade was
quiet he would slip out of the back door
and visit other shops in the town, returning
briefly from time to time when he thought
I might be in need of a bit of company or
to give his opinion on a new consignment
of Taiwan football boots. 

Over the years, Harry, who looked like
an extra in the Lady and the Tramp movie,
became a local legend. Other dog owners
would point out to their pets his uncanny
road sense, always stopping at the kerb

until it was safe to cross and never
loitering on double yellow lines.

He did condescend to occasionally
come out with me at lunchtime, when we
sat companionably in the park and he ate
the crusts of my sandwiches.

People talk to you in the park when
you've got a dog sitting by the bench. And
throwing a few sticks on a lunchtime stroll
does wonders to strengthen your
corkscrew arm.

Dogs are good listeners, invariably
agree with your side of the argument and
can generally be relied upon to brighten
your day. For instance, one recent
lunchtime a man standing next to an
enormous dog at the bar said to the man
next to it: "Does your dog bite?"

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

“After all, a dog whose sole ambition was to be a human independent sports
retailer would hardly relish spending eternity next to all those animals”
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TAIL-ENDER



SPORTING
MOMENTS THAT WILL LAST A

LIFETIME!LIFETIME!

Howlish Works, Howlish, Bishop Auckland, Durham DL14 8ED United Kingdom
Tel: +44 (0) 1388 606666 Fax: +44 (0) 1388 665511 Email: steve@pineapplepix.com

Pineapple Aroundshot are the official panoramic sports photographer to the football league. 
With a huge range of professionally produced products all developed and assembled in-house.
Pineapple Aroundshot can supply you with quality framed products at prices 
that are sure to guarantee your profitability.

We supply over 100 clubs in the United Kingdom, including the big four
in England; Arsenal, Chelsea, Manchester United and Liverpool.

Official licensees for all photographic products, include stadium
panoramics, canvases, player profiles and limited edition sports
nostalgia.

Visit us at
www.pineapplepix.com
for more great product ideas

http://www.pineapplepix.com
mailto:steve@pineapplepix.com


http://www.heelysdealer.co.uk

