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MONKHOUSE INTERSPORT NETS
NEW RETAIL ROLE
Monkhouse Intersport has been selected as the Official Retailer
of The Co-operative World Netball Series and Official Partner of
the event, which takes place in Manchester this October.

With a head office in Manchester, the 71-year-old family-
run business is known in the industry for excellent service and
for supplying both functional sports goods and schoolwear
from its 20 sites across the North of England. The company’s
reputation has allowed it to develop a niche for retailing at
major national and international events, including the recent
Aegon International Tennis tournament at Queens, the Hi-Tec
World Squash Championships, the British Open Squash,
National Badminton and Squash Championships, and
European Hockey Championships. 

“We’re excited about the opportunity to work with such
a huge event,” says Peter Monkhouse, managing director of
Monkhouse Intersport. “We have an interest in netball as it is
a speciality sport which reaches our female audience. We are
constantly looking at ways to improve our offering and
netball has become a key part of that. Netball is now a core
sport for Monkhouse Intersport and we plan to raise
awareness of this through our website.”  

GOLF EUROPE  
SEPTEMBER 27-29
Munich Order Centre

OUTDOOR TRADE SHOW 
SEPTEMBER 28-30  
Stoneleigh Park, Warwickshire 

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

SLIDE 2010 
JANUARY 27-29, 2010
Manchester Central

ISPO WINTER 
FEBRUARY 7-10, 2010 
New Munich Trade Fair Centre

SPORTS SOURCE EUROPE
FEBRUARY 7-10, 2010 
New Munich Trade Fair Centre

ISPO CHINA WINTER  
MARCH 4-6, 2010 
China International Exhibition Centre, Beijing 

SMEX  
MARCH 8, 2010
Wembley Stadium 

Dates

…Nike has appointed Gino Fisanotti as marketing director for the UK and Ireland…Lindsay Anderson has joined
Intersport as a senior apparel selector. Cara Delaney has also joined Intersport. Her role will be to work closely with
Intersport suppliers, member stores and AIS personnel…Notts Sport has appointed Duncan Bennett as head of
multi-sports…Anatom has made Don Gladstone its new director of marketing…DB Apparel, home to Wonderbra,

Playtex and Shock Absorber, has promoted Debbie Rix to brand director Europe from her role as UK general manager. Paul Devin has been
promoted to the position of UK general manager…Eric Muir has joined Aqua Sphere’s Scotland sales team, providing the company with a
wealth of brand experience and access to his Glasgow showroom, where customers can view the latest product ranges…

Transfer 
Market

Jansport, the original outdoor gear brand, has
joined STAG to promote its range through the 450 retailers in the group.

The Jansport range embodies a culture of fun and discovery with quality
products that are enduring, reliable and widely used in the outdoor and
schools markets. Jansport has agreed preferential terms for STAG members
and will exhibit at the forthcoming STAG Buying Show in November.

STAG BUYING SHOW IS A SELL OUT
Exhibition space at The STAG Buying Show has sold out four months prior to
the event. 70 brands will be exhibiting at this year’s show to an audience of
over 200 STAG retailers. 

Brands such as Puma, Reydon, Asics, Hi-Tec, MBT and Speedo will be
exhibiting again, alongside new STAG suppliers Jansport and Wilson, who will
be exhibiting for the first time.   

STAG news

Canterbury Europe Limited, the European trading arm of the Canterbury
Group, has gone into administration with the loss of 72 jobs in the UK.

All sponsorship contracts have been terminated as a result of the
administration, including deals with Portsmouth FC, rugby clubs Leinster,
London Wasps and Cardiff, and Yorkshire and Hampshire cricket clubs.

Says David Costley-Wood, partner at administrator KPMG Restructuring:
“This administration has been the culmination of difficult trading, following
a period in which Canterbury Europe Limited had unsuccessfully tried to
expand into new areas. The company has also been hit by the weakening of
the pound, as it imports its goods from the Far East.

“The European business will continue to trade under the
administration while we try to find a buyer for the business and assets.
The global brand and trade marks are not affected by the
administration of the European business and we understand that the
owners of the Canterbury Group are looking for a potential acquirer or
new investor to lead the next stage of Canterbury’s development.”

Canterbury opened its first European retail store in London at the
beginning of 2009 and was planning to open additional stores across
the UK and Europe over the next three years.

In the March issue of ‘Sports Insight’ we reported that Canterbury’s
business was disrupted for parts of 2008 after its move to new central
European facilities in May didn’t go to plan.

Canterbury Europe goes into administration
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“Come on Andy, I need the toilet!”
Spectator during the final set of the men’s Wimbledon tennis final

…The Timberland Company
is to sponsor British Military
Fitness (BMF), an outdoor
fitness provider. BMF has been
running military-style fitness classes for the general public since
1999 and currently operates from 79 parks around the
country…Molten is to sponsor the Wessex Football League
for the next three seasons. In addition, the Molten Vantaggio
FVA-5000A football has been made the league’s official
ball…The Irish Rugby Football Union has renewed its
contract with Gilbert Rugby as the official and exclusive ball
supplier to its national team…The Argentinian Rugby Union
has also renewed its contract with Gilbert Rugby as the official
and exclusive ball and equipment supplier…Rileys has agreed
a one-year deal with the British Darts Organisation (BDO) to
sponsor the British Inter-County Darts Championships (BICC).
The deal begins in October…Linebreak has been chosen by
both Glamorgan Cricket and Welsh Hockey to support their
athletes for the forthcoming seasons…Winmau has signed an
exclusive five-year sponsorship deal with Ted ‘The Count’
Hankey. The two-time Lakeside world champion, who throws
a pencil-thin 14g dart, will be working closely with Winmau to
help manufacture a new and improved variation of the darts,
which will be available for the public to buy later in the
year…Chelsea and Samsung have renewed their global
partnership for another three years…Mitre has signed a two-
year sponsorship deal with Fulham FC and Australia goalkeeper
Mark Schwarzer. As part of the deal, Mitre will provide
Schwarzer with bespoke Mitre gloves and boots, both featuring
his name, until 2011…

Sponsorship
News

One in four companies in the UK sports and leisurewear industry could change ownership as a
result of the current economic climate, claims a new study by leading financial analyst Plimsoll. 

With a surprising number of ‘cash-rich’ competitors waiting in the wings, the market could
be set for a prolonged period of consolidation.

David Pattison, author of the new ‘Plimsoll Industry Analysis - Sports & Leisure Wear’, explains:
“I am sure any director worth his salt would agree that, in the current climate, there are simply too
many companies chasing too little market. With many directors eyeing the exit doors and highly
leveraged buyouts consigned to history for the time being, it really is a buyer’s market out there for
cash-rich companies. 

“In the Plimsoll Industry Analysis we have identified 89 companies that have a sizeable cash
reserve sat on their balance sheets that, due to record low interest rates, is generating nothing.
One company has a £232million cash pot - a whopping 80 per cent of turnover. These companies
are now in the position to buy up large chunks of market share at rock bottom prices and make
that money work for them. They must be like kids in a sweet shop at the moment - all those
distressed competitors available at a fraction of their true value.

“The UK sports and leisurewear market is still widely regarded as one of the UK’s most
fragmented sectors. In our report we analysed 318 companies with a turnover of over £1million
per annum and have picked out 152 that are primed to be taken over. Buying one of these
businesses represents a massive opportunity for someone to enhance their share of the market.
Either way, the market is set for a wave of takeovers in the next months.”

Readers of ‘Sports Insight’ are entitled to a £50 discount on this new special edition of
‘Plimsoll Industry Analysis - Sports & Leisure Wear’. Call 01642 626400 for further details and
quote reference PR/CT70.

PLENTY OF CASH-RICH
TO RESCUE THE NEEDY



08 SPORTS INSIGHT

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

ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

www.isra.ie

P2i raises £4.1million  
P2i Ltd, the liquid-repellent nano-coating technology specialist, has
raised £4.1million from new and existing shareholders to support its
accelerating commercialisation and international growth.

The company was established in 2004 to commercialise liquid-
repellent treatments developed by the Ministry of Defence. Its
revolutionary technology helps customers protect and improve a wide
and growing range of products, including performance textiles such as
hiking and military boots and running and golf shoes; hearing aids;
laboratory consumables such as pipette tips; and a wide range of
filtration products.

In the sports trade, the likes of Hi-Tec and ECCO already utilise P2i's
ion-mask technology in some of their products.

This latest funding round comes as the company accelerates its
growth across a wide range of markets. New investor Swarraton
Partners led the round and, along with Naxos Capital Partners, provided
most of the funds. Existing shareholder Unilever Ventures also
participated in the round. 

Says Carl Francis, P2i’s chief executive: “This substantial new
investment, particularly in light of today’s tough fundraising
environment, is a clear endorsement of our leading position in liquid-
repellent nano-coating technology. It will enable us to exploit the
international and multi-market potential for P2i and underpins our ability
to work on an equal footing with some of the world’s leading industrial,
scientific and consumer brand players.”

P2i says the
new funding
will be invested
in operational
infrastructure
and facilities,
marketing and
sales capacity,
capital
equipment 
and R&D.

Diadora UK has gone into liquidation. The Italian-owned company was
in the final year of a three-year deal with the Scottish Football
Association to supply kit to the national team. The SFA says it’s still
owed money by Diadora UK.

Rob Shorthouse, the SFA’s spokesman, told the Scottish newspaper
‘The Herald’: “We are speaking to their guys about the terms of our
contract now that Diadora UK has gone into liquidation. We’re aware a
receiver has been appointed so we’re now discussing the best way
forward. We are up to date with the money they were due us for the
first two years, but they’re still to pay for the final 12 months of the deal.

“It was always the case that when we entered into the final year
we were allowed to either talk to Diadora about extending it or
enter into discussions with other parties. Clearly with what has
happened, we are in a position where we’re speaking to other
companies. The crucial thing from a stock perspective is that we still
have plenty of kit in the system and available to us. We’ve got
enough to last us the rest of the campaign, so it’s not a question of
not having anything to wear.”

Shorthouse told the BBC: “We’re in a good position because
Scotland fans are extremely loyal to their national team and buy the
shirts in huge numbers. We’re an attractive proposition to other
companies and are very confident this will be sorted out. It’s a shame
for the guys at Diadora, who have been great partners with us over the
past six years.”

ISRA held another very successful Summer show at The Heritage Hotel
and Golf resort in July. Despite trading conditions in Ireland considered
very difficult at present, the suppliers attending were very upbeat after
the two-day show. 

The five-star hotel offered a wonderful exhibition hall with top-class
accommodation. The venue is booked again for the ISRA Winter show, which
was announced recently, and is to take place on January 18th &19th 2010.

During the show ISRA announced figures that detailed members’
average gross margin, which increased by 2.2% for the first six months of
2009 versus the same period in 2008, supporting the widely held view
that the independent trade in all sectors, while largely showing a drop in
turnover, is currently outperforming the multiples, who are reporting
severe trading conditions.

“We were very happy with the show,” reports ISRA. “The show was
full again and member participation was at its highest to date. The
Incubator stands proved very popular once more and it’s an idea we will
continue with. The product range under the ‘Core’ label was presented
and was booked universally by members. A lot of the suppliers put a
great deal of effort into the show and were rewarded in the orders they
wrote. Members are also working really well as a unit and are consulting
with each other at our meetings and online, leading to better buying
decisions. Despite the weather, the golf for suppliers and retailers was
a bit of fun and the bar staff were kept busy as members and suppliers
partied late into Monday night. Overall, it was a very good show. The
venue did not disappoint and we are looking forward to returning for
our show in January.”
ISRA will be holding its members’ next ‘mid-term’ meeting on October
21st. They also recently welcomed the GAA Store from Armagh as a
new member.

Nike named Britain’s 
top sports superbrand
Nike is Britain’s best-known sports brand, according to the 12th annual
Superbrands report.

The company was ranked 29th in a poll of more than 2,000 adults. adidas
finished 75th, Reebok 108th, Slazenger 172nd and Puma 250th. Dunlop was
placed 265th, while Helly Hansen and The North Face ranked 398 and 399
respectively. Umbro came in 415th and Berghaus 461st.

The top three superbrands overall were Microsoft, Rolex and Google.

DIADORA UK GOES BUST





No Balls
Vivacious

No Balls
Core Range

For more information see www.noballs.co.uk or to
discuss retail and agency opportunities contact
suewallis@noballs.co.uk 01638 570387

Vivacious Invigorates Your Workouts

Premium women’s performance and sportswear
label No Balls, website www.noballs.co.uk presents
Vivacious- a stunning workout collection designed
for fitness.

The Vivacious collection is high performance and high
fashion, made from high specification fabrics that keep you
cool when the temperate heats up. Each piece is designed
to work with your body as you work out, providing optimum
comfort and movement for your every fitness regime.
Inspired by the catwalk and tailored for the gym, the
collection of vest, tops, crops and pants is ready to wear
and ready to work(out) for you!

The vivacious range joins No Balls Bamboo, ethical, bamboo
sportswear for fitness and yoga and the No Balls Core range
– classic luxury sportswear for running and fitness.

All No Balls’ products are made in performance fabrics for
active sport, they are not sports fashion they are fashionable
sportswear.  No Balls’ focuses on:

FIT - no tight seams, beautifully cut, good length
DETAIL – slimming seams, flattering flat panels, 

fabulous colours
COMFORT - soft waistbands, no tightness on shoulders or

under arm
FABRIC – top luxury performance fabric
DESIGN – unique attractive and feminine design

for sport
QUALITY – designed in the UK and manufactured to

the highest standards in Europe.

No Balls are now looking for partner independent retailers
and agents.  We can offer excellent support, low initial stock
with top up all backed by an extremely active marketing
and publicity campaign.

No Balls
Bamboo



Sports InsightMagazine has
expanded its circulation to include the

Republic of Ireland
Contact us to discuss how we can help you
promote your brand to this lucrative market
place in the leading sports trade magazine

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



PRODUCT ROUND-UP

KIT stop
Essential stock for your shop

SHOCK DOCTOR protective wear range
SHOCK DOCTOR, the leading innovator in global sports protection, is pushing the
boundaries of modern compression apparel. Not satisfied with the benefits of
compression and moisture regulation alone, the new SHOCK DOCTOR protective
wear range integrates advanced sports protection into high-end compression wear.

A completely new concept on the cricket field, SHOCK DOCTOR has launched
its Ultra Sliding Shorts. These shorts are an advanced compression base layer with
additional sonic welded padding designed to give outfielders the maximum amount
of protection when sliding and diving. For those closer to the bat, the shorts have
an integrated cup pocket ideal for use with the groundbreaking SHOCK DOCTOR
Carbon Flex Box.
Available from all good wholesalers.

12 SPORTS INSIGHT
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OPROcustom
Following its launch into the retail market in April 2009,
OPROcustom is the first and only true custom-fit mouthguard
available for sale by independent sports retailers. 

The home impression system used by OPRO is based on
tried-and-tested technology, having been developed over the
past 10 years. Already used by numerous international and
professional teams and individuals from all over the world,
you can spot the OPRO logo on the front of mouthguards
both on TV and in the sports sections of national
newspapers and magazines.

Customers can design their own mouthguard in up to five
stripes (from a choice of 15 colours) or select from a wide range of
special designs, including several licensed by Guinness Premier clubs.
Contact OPRO for further details of how to stock

this revolutionary new product or
visit www.oprocustom.com.
Email: info@oproshield.com.
Tel: 01707 261261.

www.sportindustry.biz



PRODUCT ROUND-UP

Jakabel is ready for the August heatwave - are you?
Jakabel offers a full range of floatsuits, UV50+ wear, pool toys and wetsuits for kids aged 3
months to 11 years. The company also delivers within two-three days - so don’t miss out.

Jakabel’s Swimsafe Floatsuit is the only one that kids can wear comfortably both in and
out of the water - once in, they don’t tip over as it has a unique anti-tip neck ring. Easy to
sell with a matching hat, goggles and sunglasses.

Wetsuits are 2.5ml neoprene and come in colours that stand out on a crowded beach -
as this is the camping season, they are on offer at 10 per cent off.
To order call Jo on 07957 541406 or 0208 715 2385, email
josu.shephard@jakabel.co.uk or visit www.jakabel.com.

SPORTS INSIGHT14
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Mercian
The BURN and FIRE represent
two very different sticks based
on a similar theme. High-
quality carbon, kevlar and fibre
glass are utilised to create two
very stiff composite sticks.

Both models have a 25mm
bend that helps with drag-
flicking and aerials. The BURN
has an even-weighted shaft
suitable for the everyday
hockey player who wants a
high specification stick, but
without the whistles and bells. 

The FIRE has those whistles
and bells. An increased cross
section shaft enhances
stiffness, a PISO electric
material gives vibration
damping and the textured
resins and embossed ‘m’ logo
are unique to Mercian.

Whatever the aspirations
of a player, Mercian have sticks
that answer their questions.
Mercian Sports Company:
01483 757677. Email:
sales@mercianhockey.com.

Somnio
Mar-Systems has been appointed the sole
distributor for Somnio Running shoes for both
the UK and Ireland. 

The Somnio concept is a huge shift from
the norm - it offers runners a real opportunity
to have their own shoe finely tuned to match
their biomechanical needs. With just three base
shoes, running specialists will have the
opportunity to provide 648 different set-ups by
varying the durometer of the forefoot and heel
cushioning inserts, insole height and varus
angle. Retailers will be provided with laser line
up devices and fitting stools. 
For more information call Mar-Systems 
on 01344 623883.

Durometer Inserts

Foot Beds (Intrinsic)

Varus Wedges (Extrinsic





RETAIL INTERVIEW

When, why and how did you decide
to get into sports retailing? 
We’re a family business. My sister and I
took over from my father and he and his
brother took over from his father before
him. It was natural for me to go into
sports retail, which I did in 1980.

How many people do you employ?
We employ 130 people across our three
stores in Glasgow. We are also the
official retail partner of Scottish Rugby
and on match days employ an
additional 50 people in our outlet at
Murrayfield Stadium. 

Can you describe your store in
terms of stock and design?
We cater for almost every sport out
there and stock only the best. The
business has been based in our Gordon
Street store since the 1930s. We’ve
worked hard to maintain the original
features, balanced with a more modern
environment befitting sports. In terms of
design, I love walking round shops in
London or any major city to get ideas. 

What is the strongest sector of the
market for you at the moment and
over the past year? 
Running is buoyant, particularly in
these testing economic times. It’s a sport
that doesn’t require a significant
investment. Our rugby department is
flying, thanks to the British Lions tour,
and football is also very strong with the
2010 World Cup just around the corner.

How has trade been in the 
past 12 months?
Trade has been good - I don’t do
recessions. If I’m down, the staff will be
down and ultimately sales will be down.
I believe that in hard times the one
release the consumer gets from the bills
and the mortgage is sport.

Current best-sellers? 
The new Barcelona jersey is huge after
their Champions League victory, and
then there’s the Lionel Messi factor.
We’re also expecting high demand for
the Real Madrid shirt when the new kit
is launched thanks to Ronaldo’s transfer. 

Are there many competitors in
Glasgow? How do you compete?
Glasgow is full of sports shops. To us
they’re not competitors. We cater for
almost every sport out there - that’s one
of our unique selling points. There
aren’t many stores in Glasgow or
Scotland that do that. We also make
sure our staff are trained to provide a
first-class service. Experienced staff and
good service are the key components of
our business. 

How do you think independents
could improve?
Independents can sometimes be too
hung up on what the big guns are
doing. As independents we need to
focus on our own businesses, make
sure our staff are trained up and ensure
we have the right breadth of range. 

Sandy Greaves is the managing director of
Greaves Sports, which has three stores in Glasgow

Are there any current or future
marketing strategies you can 
talk about?
We work closely with Scotland’s top
PR company, The BIG Partnership.
Our profile is high and the brands we
stock are benefiting from it. You’ll
have to ask them if they’ll divulge our
future strategy. I doubt it though. 

How do you find out about new
products? Are you a member of
any buying groups?
We keep an eye on the street. Our
buyers read the latest publications to
keep up with the market and work on
the shop floor to get a feel for what
the customers want. We also have real
sports people on the shop floor. We
also recently rejoined Intersport,
which is a revitalised and
reinvigorated organisation.

How do you keep customers
coming back?
By giving them genuine, 
sound advice - offering a service as
well as a product. Our customers 
like our traditional values. They 
know what they’re getting when 
they come to Greaves. 

What do you believe is the
biggest barrier to doing business?
I think email can be a barrier. It’s
changed the way we communicate.
We need to talk to each other to
develop proper relationships.

Do you have an internet arm?
How’s it going and what
percentage of your sales are
internet based?
Our online shop is doing well, although
online sales account for a small
percentage of our turnover. Internet
sales are price driven, which is not
what we’re about. You can’t get custom
fitted for a set of golf clubs online.

What do you like most and least
about the business?
I like everything about the business.
I’ve loved seeing the changes in sport
over the years and being at the helm
of it all. I still get excited when I see
the latest Adidas Predator. I don’t like
people in retail being encouraged to
work seven days a week. It erodes
family values.

What have been your biggest
challenges in sports retail?
Our biggest challenge is still to come
- can we get a fifth generation out of
the business, and a sixth?

Would you like your shop
featured in ‘Sports Insight’? 
Call 01273 748675 or email
jeff@partridgeltd.co.uk.

si
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FSPA focus
Ever keen to support initiatives that
aim to increase physical activity in
the UK, the FSPA has recently
written to David Lewis, chairman of
the Public Health Commission, and
Andrew Lansley MP, Shadow
Secretary of State for Health, in
support of the Conservative Party’s
Public Health Commission’s
recommendation to cut VAT on
sports goods to encourage the public
to take up more exercise and
thereby improve their health.

The FSPA is in support of the
Public Health Commission’s report,
‘We’re All In This Together -
Improving the Long-Term Health of
the Nation’, as with over 80,000
avoidable deaths occurring each

The latest news from the Federation
of Sports and Play Associations

Looking for a
professional
sales agent?
The Association
of Professional
Sales Agents
(Sport and Leisure Industries) is
one of the 17 associations 
operating under the auspices of the
FSPA. APSA represents
professional sales agents working
in the UK sports trade. Agents
provide an ideal sales force for
your brand and members all have
excellent links with the independent
sports trade and extensive
experience in the sports industry. 

In difficult economic conditions,
agents can provide a more cost-
effective option as they offer a
variable cost where you only pay
commission on sales. APSA provides
a free service to brands, whereby if
you are looking to recruit an agent
details of your company and position
can be provided to all members. 
You can find out more about APSA
online at www.apsa.org.uk or by
speaking to Kate Costin on 
02476 414999 (ex205).

year in the UK due to poor lifestyles
and lack of exercise the FSPA
welcomes any initiative that
encourages people to become more
physically active. The commission’s
recommendation to cut VAT on
sports goods is particularly welcomed
by the national trade body as it has
the twin appeal of not only
improving public health, but also
boosting the UK’s sports and leisure
industry. The FSPA is now awaiting
confirmation of a meeting to discuss
how increasing sports participation
in the UK can greatly assist in
improving the health of the nation
and how the FSPA might be able to
work with the Conservative Party in
this area of policy.

DCSF Play Pathfinder and Play
Builder colleagues from other local
authorities buying new fixed play
equipment and attending the
excellent programme of seminars.
API has a vital role to play in the
success of the national Play
Strategy and it was good to see all
the manufacturers supporting this
important £235million government
programme.”

In a brave move, the API
launched PlayFair in 2008 as the
first UK-wide trade show
dedicated to play for API
members and associates. That was
wholly appropriate as the API,
operating under the auspices of
the FSPA, is the lead trade body in
the UK play sector, with more
than 70 members and representing
the interests of manufacturers,
installers, designers and
distributors of outdoor and indoor
play equipment and safer
surfacing. It represents
approximately 85 per cent of the
annual UK market demand of
over £180million. The result of
that brave step is a highly
successful show, for which
planning and stand booking for
2010 is already underway. 

As the API progresses its key
role within the play sector, the
FSPA continues to lobby on behalf
of its associations on a number of
vital issues surrounding the sport
and play industries. 

GREAT SUCCESS AT PLAYFAIR 2009
The FSPA’s leading outdoor play
association, the Association of Play
Industries (API), has hailed this
year’s play, sport and leisure activity
event - PlayFair 2009 - as a huge
success. The event attracted a record
number of exhibitors and enjoyed a
35 per cent increase in visitors over
the two days taking place at
Stoneleigh Park (June 23-24).

In only its second year, PlayFair
2009 promised to be bigger and
better, and it delivered - showcasing
the latest from the outdoor play
equipment and service market. Over
740 visitors attended across the two
days, eager to see the latest on offer
from 39 leading manufacturers and
service providers.

Visitor and exhibitor comments
at PlayFair 2009 said it all: “Really

impressed,” “See everything in a
condensed space,” “Playscape area is
very good,” “Agreeably surprised,”
“Brilliant! Definitely worth it”, “An
eye opener. Very creative.” 

The API and its members can
take that as a seal of approval from
the play industry and the
organisations it actively works with,
including Play England. Adrian
Voce, director of Play England,
said: “I enjoyed the day. The
seminar programme highlighted
key issues and stimulated debate,
which is always to be welcomed. It
was nice too to see some of the
exhibits trying to reflect the new
design principles.” 

Lindsay Newton from Dudley
MBC said: “PlayFair 2009 was the
best yet. It was good to see so many







Martin Exley, sales and marketing
manager at Brooks Sports, talks us
through the offering.

Can you give us some
background on the brand?
A subsidiary of Berkshire Hathaway Inc,
Brooks was founded in 1914 and is
headquartered in Bothell, Wash, near
Seattle. Brooks Sports UK Ltd, a wholly
owned subsidiary, has its headquarters in
Steyning, West Sussex.

Brooks is responsible for unveiling
many breakthrough advancements in
footwear, securing a solid spot in the
industry when it comes to performance
running products. It was first to introduce
EVA in their midsoles, which has today
become an industry standard. It was the
first to introduce, in 1977, The Vantage
shoe, which was designed especially to
assist over-pronation problems.  

In 1982 The Chariot was introduced,
equipped with the innovative Brooks
Diagonal Rollbar technology. In 1987
Brooks were the first company to bring
in a running shoe anatomically adjusted
to the female foot. In 1989 Brooks
brought to the market HydroFlow, an
outstanding cushioning technology. The
‘first’ list goes on and on - probably the
newest ‘first’ being BioMoGo. This
technology allows midsoles to
biodegrade in approximately 20 years,
instead of around 1,000 years. 

Apart from specialist running shoes,
Brooks’ award-winning apparel line fuses
function with fashion by using the most
lightweight, moisture-moving fabrics,
including Brooks-owned HVAC, Silc,
Aireplex and Vapor Dry.

What are the key features of
the new Ravenna shoe?
The ravishing new Ravenna slots nicely
in the Brooks Guidance Category -
giving a little bit of support when you
need it, but not when you don’t.
Combining BioMoGo cushioning
with a mild support post, the egoless
Ravenna is all about you and your needs.
Need more support on some runs and less
on others? Ravenna provides just the right
amount, when and where you need it. Feet
swollen after a long flight? Extra
adjustability in the upper means there is
more instep variability, so you have a
perfect fit every day in one shoe. The
Ravenna is loaded with Brooks technology,
including a Universal Sprung Platform,
Hydroflow, Diagonal RollBar Accel, full-
length BioMoGo midsole, full-length S-
257 Cushsole, HPR, Podtec and Element
moisture managing linings. Coming in at
an RRP of £80, this shoe is a hot product
at a great price.

What’s new with Nightlife?  
Brooks has upped the style and visibility
quotient of our signature collection. Our
Nightlife jacket and gilet boast new design
lines. We have introduced a new 3M
Scotchlite retro reflective Brooks ‘See Me’
logo on many of our tops. Plus, for runners
who prefer a little less brightness, we now
offer more gear in black with contrasting
Nightlife colour inserts - armed with 360
degrees of 3M Scotchlite, of course. All
produced in beautiful technical fabrics that
ensure fast moisture transfer, softness
where needed and natty zip pockets to
house running essentials. 

Brooks’ Ravenna shoe and Nightlife apparel range

PRODUCT FOCUS
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What’s HOT

Why does 
Brooks sell 
so well? 
Because Brooks specialises in nothing else
but running - our management team are
steeped in running. They know what the
runner wants. However, we are not stuffy, we
enjoy our industry and pursue fun as well as
being serious about what we produce. Have a
look at www.runningsuperfans.com and click
on the cine camera, and you will get a
glimpse of our humour. Our logo - Run
Happy - says it all. 

Who are the products aimed at?
The runner, purely and simply.

How are they marketed? 
All the normal channels - adverts, sponsored
races, product placement, information videos,
etc - but also through direct involvement with
our dealers and the public. Shoe parties are a
great part of our marketing schedule, which
brings all these things into play. At the
moment we are enjoying our Shoe Lace
Race, which is targeted at our dealers, but
will also bring in plenty of interest from
runners at large - especially if their local shop
gets into the final.

What is the most effective way a
retailer can market the range?
Learn about our products - the technology is
fantastic and to be able to pass this onto the
public in a clear and precise way is paramount.
Learn the gait analysis basics, so that you can
be sure you are recommending the right shoe.
Take advantage of our fantastic team of
technical representatives - they are always
happy to drop by and train shop staff in the ins
and outs of the Brooks range. Try and use the
products yourself as it’s always easier to
advise from experience, and have fun! si





When did you get into the
sports trade and why?
I have worked in sports, clinically,
since 1994, but only in retail for the
last two years. I’ve always loved
sports and so picked a career in health
and performance, which allowed me
to work in sport. It was this career
path that led to the opportunity for me
to distribute the Vibram Fivefingers to
the UK and Ireland in 2007.

Can you tell us about your
background as a health and
performance specialist?
I trained for my degree in osteopathy
and naturopathy from 1993-1997 in
London and have spent the last 12
years pursuing more and more
specialised work in sports,
rehabilitation and performance. I’ve
worked with many elite athletes and
professional sports teams.

Who has been the biggest
influence on your career?
There have been several major
influences throughout my career, but
my biggest influence and good friend
is a man called Paul Chek. He was the
guy who almost single-handedly
introduced the Swiss ball and the
concept of ‘functional training’ to the
fitness industry back in the 1990s.
Paul is an exceptional, if controversial,
character and is the most truly holistic
practitioner I have ever met. He also
has advocated training barefoot for as
long as I’ve known him, and now
wears Fivefingers to train in.

What other brands do you 
admire and why?
I admire any brand that attempts to
optimise the expression of the human
body - not by focusing on ‘technology’,
but by focusing on allowing the body to
do what it has evolved to do. For this
reason, I always preferred the adidas
line of approach to supporting human
function as they were much more
person-focused than product - or
gimmick - focused.

I was also instantly interested in the
Nike Free and MBT concepts when

they were released. When I looked into the
biomechanics and rationale of the design,
as well as trying them out for myself, I
was left somewhat uninspired for various
reasons. I do, however, admire how
they’ve managed to create a new market
and have begun to initiate a change in the
way people think about things.

Can you tell us about Primal
Lifestyle’s philosophy?
Primal Lifestyle’s philosophy is: ‘The
experiment’s been done’.

To elaborate, there is one consistent
thread throughout all of my training and
study. Whenever I’ve heard someone who I
really admire, and who is truly able to
contextualise things among the information
overload that is out there, they have looked
at the path we took to get here. Not
necessarily the latest research, not
necessarily the most eminent or complex
opinions, but simply: does it make sense in
the context of the stresses we’ve evolved to
handle? If it does, great. If it doesn’t,
proceed with extreme caution - if you dare.

And the ‘barefoot technology’ in
your Fivefingers product?
Barefoot technology refers to the research
that was brought out earlier this year in the
‘Journal of Sports Medicine and Physical
Fitness’, which confirms that running in
Fivefingers is practically identical to
running barefoot - and very different to
running in a pair of running shoes.
Confusingly, the only major difference
between running in Fivefingers and
running barefoot was that running in
Fivefingers was more efficient, which
shouldn’t be the case as putting anything
onto a foot adds weight to the end of a long
lever. This, for years, has been the reason
proposed for the fact that running barefoot
is consistently shown to be more efficient
than running in running shoes, so there
must be other factors at play. Perhaps the
Fivefingers offer greater grip than barefoot?
Further investigation needs to be done.

What’s the reaction to Fivefingers
been like from the trade?
It’s been mixed. One thing that is
consistent is the initial ‘wow factor’ that
the Fivefingers inspire - they always

draw a crowd. Wherever we exhibit,
we always have periods where there is
a crowd three or four people deep
surrounding our stand, just intrigued to
watch people try their Fivefingers on.
But when we’re meeting buyers we
either get a reflexive cautious
withdrawal along the lines of: “We’ll
see how the market responds before we
commit”, or we get the more
courageous, entrepreneurial: “Love
them, let’s go for it!”

Pretty much invariably, the guys on
the shop floor nearly always say: “We
can sell these for you, let’s get them
in”, but when it comes to buyers their
natural caution results in a withdrawal
of, or delay in, commitment.
Fortunately for us, there are still plenty
of buyers who like to live life on the
edge, and their early commitment is
now paying off - as they’re really
flying. In fact, just two weeks back
we received our biggest ever delivery
and within one week more than 50 per
cent of it had gone. Previously it’s
taken us around two-three months to
shift that percentage of our stock. This
summer it’s beginning to go a bit crazy
- which is exciting, of course.

What plans have you got to
develop the product in the next
12 months?
Our PR company, Impress PR, have
been instrumental in getting us a lot of
coverage in the national newspapers and
magazines this year, which has been
great for us, so we will be ramping that
up a notch further next year - looking
towards radio and TV coverage. We
have a book coming out which explains
how to safely condition yourself to be
able to run around ‘barefoot’. We also
have a number of other parallel
products, such as toe socks, which will
be appearing in the next few months to
facilitate effective use of the
Fivefingers.

Matthew Wallden, managing
director of Primal Lifestyle Ltd

Shakers

PEOPLE
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AGENTS

motivation that a brand is guaranteed
from taking this sales route.

Bob Ludlum has been a sports
sales agent for 27 years and has
handled many of the leading core
sports brands during this time,
including 20 years representing Gray-
Nicolls.  His success highlights exactly
what makes a good agent and what it
takes to become one. Says Ludlum: “If
you haven’t got a ‘brand’ you haven’t
got a chance. You must pick brands
that have cachet.” Ludlum epitomises
the personality and acumen it takes to
be a top agent with the kind of rapport
and connections that make his role so
enduringly vital. “It’s a personal
business - people buy people,” he says.

His view is echoed by the many
distributors and brands that I have
spoken to. The one-word refrain they
all repeated was “trust”.  Paul Sherratt
distributes McDavid and Uhlsport and
uses agents extremely effectively to do
so. He emphasised that understanding
and trust were critical in the selection
of an agent and that the majority of
recommendations are passed between
the brands themselves.

Steve Lee of Rugbytech agrees:
“It actually makes sense to work
closely with other brands and your
agents to support them in

At times of commercial pressure the
freelancer is often first in line for any
cutbacks, so when I went along to
chat to Association of Professional
Sales Agents members holding their
AGM during a recent buying show I
had expected to be met with an air
of despondency. Not so.

There is something quintessentially
British and rather proper about the
word ‘agent’, no doubt fuelled by Ian
Fleming and his creation of that
ultimate of all agents - one Mr Bond. 

Passion
You could be mistaken for thinking
that being a sales agent was a role
adopted as a comfy self-employed
pathway. Far from it. These agents
are delivering sheer professionalism,
with absolute passion and a real
knowledge of what is going on out in
the market - and their very livelihood
depends on that expertise. While
getting together at a trade event
invariably highlights the banter and
camaraderie that is very much part of
the spirit of our industry, it’s not all
the ‘old guard’ meeting up for a talk
over ‘tea and cakes’, as some would
have us believe. These agents are
highly respected and extremely
experienced sales people, and that

comes from having immersed
themselves in the frontline challenge
of sports business for some time.  

The fact is that many brands are
recognising that a skilled agent,
particularly when things are tough
commercially, can be more valuable to
their business than an in-house sales
representative. So while many self-
employed specialists are losing business
as clients dispense with external
resources, it would appear that the role
of sales agent in the sports trade is
enjoying something of a renaissance.

First off there is the simple case of
‘doing the math’. It is believed to cost
anything between £50k-£100k to keep
one rep on the road, and don’t forget
all the training, management and
admin that’s involved. For a new or
small business that’s crippling, indeed
for many companies it’s an overhead
that is being reappraised. Using a sales
agent is being considered the good-
sense alternative, particularly as the
cost involved is directly related only to
the product sold. The financial burden
falls primarily in the lap of the agent,
whose personal investment in
everything from their car to an office,
showroom services and even samples
can be substantial. That in itself reflects
the high level of commitment and
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Lauren Fox looks at why putting your brand in the hands of a
professional sales agent should have you stirred - but not shaken 

Mission POSSIBLE
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emerging with real strategic skill. An
agent is well positioned to find you a
creative retail niche and develop new
opportunities you might have missed.”

Possibly the youngest sales agent in
the business currently, at just 27 years
of age, is Jonny Duffield, who has built
up an impressive brand portfolio that
includes Head, Aqua Sphere and
Trion:Z. He started at 23 after working
in sports retail and wanting to do more.
“I contacted so many manufacturers
about careers, but most never even got
back to me, or I was told I needed
various qualifications,” he says. “I
chatted to some of the agents who came
in and they told me how to turn my
sales experience into my own business.
It’s been tough investing in setting up
JD Agencies, but I know it’s also been a
massive responsibility for companies to
invest in me. But I have been
passionate about succeeding.”

Anyone considering becoming an
agent needs to recognise that the
professional relationship between agent
and principle has rapidly evolved,
according to top agent Malcolm
Steadman. He, like many others,
emphasises that agents build their
business on trust and recommendation,
but he has seen how the nature of the
business has changed - bringing with it
pros and cons. European legislation
now gives agents good employment
protection and Steadman advises that
agents ensure that they are up to date
with their legal rights and requirements
before entering into any contract. 

Being micro-managed by a brand
is something that many agents don’t
want - after all, they are self-employed
in order to have a certain degree of

freedom and flexibility. This reinforces
the need to choose an agent wisely -
and for an agent to ensure that they are
on the same wavelength as their
principal. Sharing corporate ethos is
important if the relationship is to have
maximum productivity and
communicate the full brand message to
the market, not just rely on sales
incentives. Get it wrong and you could
end up suffering from ‘agency
dilemma’ (or a ‘principal-agent
problem’ as it is, of course, more
commonly known).  Ensuring that you
are mutually motivated and correctly
incentivised is something that has pages
of economic studies devoted to it, trust
me; there is even a linear equation to
help companies get the right balance.

The benefits of joining APSA
(www.apsa.org.uk), which operates
under the umbrella of the FSPA and
specifically represents the sports, leisure,
outdoor and golf industries,  cannot
therefore be overlooked, according to
Kate Costin the association manager.
For a brand there is the assurance that
all agents on the association register
have been sponsored by an FSPA
member, and that they adhere to the
APSA code of conduct. For an agent
there is that all-important legal advice
for members, as well as favourable
insurance and other business services,
backed by the FSPA itself.

According to the dictionary, an
agent can be defined as follows: an
active power, which has the power
to produce an effect. Small wonder
that it’s no secret that many brands
are finding that agents are really
shaking up their market potential.

BELOW: APSA
chairman, Chris
Hodges, presenting
the APSA golf trophy
to Neil Stacey

developing their brand portfolio. It
is to your benefit if they have a
strong range of high profile brands -
the last thing you want is to be stuck
with a jack of all trades or to find
that you are relegated in terms of
time and effort because the agent is
taking on too many small brands in
order to just pay their own bills.”

As business and promotion has
become more reliant on the power of
technology for fast communications,
far from being left behind the
experienced sales agent is proving to
be a valuable asset, complementing
the ‘arms-length’ marketing approach
that many brands have been taking.
An agent provides a real connection
with a widespread audience, helping
to reach specific geographical areas
and market sectors through contacts
they have developed for many years.
It is without doubt the quickest way
to get results from a fragmented
customer base and can be successful
on even an international scale.

It may be considered that there is an
exciting dynamic right now to the
business of a sales agent that is
attracting new blood by expanding
potential roles for brand experts. Dave
Snowdon was managing director of
AMG Footwear, the power behind the
success of Teva, Simple and Ugg. His
credentials with these brands - and
previously K•Swiss and Reebok -
meant he was recently voted 50th in the
‘Drapers’ top 100 most influential
people in the UK fashion industry, and
he has now decided to harness that
experience into his own business called
Brand Management Ltd, a hybrid
consultancy that offers strategic brand
development as well as agency services.

Snowdon had wanted to set up a
business for some time and he thinks
the time is right - for the right agents.
“A lot of businesses need someone to
help them develop right now. An
agent with the right distribution and
portfolio can get straight to the
required sales channel,” he says.  

Power
The power of a respected agent seen to
endorse your product at retail level,
rather than a rep taking one brand door
to door, cannot be underestimated, says
Snowdon. “It’s very much a matter of
credibility,” he explains. “The right
person presenting the right brand, and
there is definitely a new breed of agent

si
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PSYCHOLOGY OF SHOPPING

Want to turn shoppers into buyers?
Then encourage them to touch the
merchandise in your store. That’s
the gist of what experts are calling
the endowment effect and the
pseudo-endowment effect - which
give potential buyers an idea of what
owning the merchandise would be
like, and so increase the chances of a
sale by up to 50 per cent.

In simple terms, studies have
shown that consumers tend to value
things they own more than other
identical items on the market. And
pseudo-endowment means getting a
taste of ownership by being allowed to
touch and handle products to your
heart’s content without being told off
by the shopkeeper.

To find out more about the
pseudo-endowment effect, Professor
James Wolf of Ohio State University
had volunteers bid for inexpensive
coffee mugs - and discovered that
being allowed to touch the mugs for
just a few seconds made them want to
pay more for them.

Professor Wolf reported: “People
who held the coffee mug for longer
than a few seconds seemed not only
compelled to outbid the others in an
auction setting, but were also more
willing to pay more than the retail
price. The amazing part of the study
was that people could become almost

Look but don’t touch? That’s no longer the case, as
Tony James discovers when he explores the

endowment and pseudo-endowment effects of retail

immediately attached to something as
insignificant as a coffee mug. By
simply touching it, many people felt
that the mug had become their
property and were willing to go to
greater lengths to keep it.

“And the longer a volunteer held a
mug before making an offer on it, the
more the price went up. For instance,
the average bid from people who were
allowed to touch a mug for 10 seconds
was $2.25, while those who held the
mug for up to 30 seconds bid an
average of $4.”

Strength of attachment
Other studies have shown that a key
ingredient in the pseudo-endowment
effect is what experts call strength of
attachment. Psychology professor Hal
Arkes explains: “Strength of
attachment for an object seems to
increase with greater physical contact,
as does a customer’s eagerness to keep
it. People become attached and they
are prepared much more to avoid
losing that object.”

Of course, there’s nothing new in
the ‘try-then-buy’ tactic - car dealers
encourage potential customers to drive
new cars, and pet stores like shoppers
to play with puppies because they
know that attachment will boost the
chances of a sale.

And stores like Gap and Banana

Republic have found that
encouraging people to touch clothes
laid out invitingly on tables can have
a dramatic effect on sales - for
instance, hidden store cameras have
shown that customers can spend up
to 11 minutes going through shirts
and jumpers that they are invited to
handle. If merchandise is not easily
available, the time they spend
browsing can drop to two minutes.

An increasing number of products
are now packaged or displayed to
actively encourage punters to touch
them - many ballpoint pens now have
open windows cut out of their packs
so that consumers can feel how
comfortable the grip is. And
supermarkets are starting to encourage
shoppers to touch fruit and vegetables
on display with signs saying: ‘Feel the
freshness’.

But until recently this approach
was exceptional. “Traditionally,
retailers haven’t understood the
importance of how something feels
to the consumer,” says touch
research guru Joann Peck. “Touch
can be an almost irresistible urge, yet
until now it hasn’t been studied
much in marketing.”

Peck says there are several
important variables that only the
sense of touch can properly assess -
texture, softness, weight and

ABOVE: Pseudo-
endowment means
that shoppers get a
taste of ownership by
being allowed to touch
goods without hassle
from the shopkeeper



temperature. She explains: “For
example, you might pick up three
different laptops to find out which is
the lightest, or press a pillow to see
how firm it is. In a wine shop you
might pick up the most chilled bottle
of Chardonnay if you plan to drink it
immediately you get home.”

Peck has categorised sales-
influencing touch into four basic
types. The first three are what she calls
“instrumental” - where the actions of
the consumer are directed towards
evaluating products and making
purchase decisions.

“At the first level, a customer is
simply touching the product to take it
to the checkout,” she says. “At the
next, the consumer may touch the
product to obtain information which
isn’t readily available at first glance -
to see the size of a garment or read
instructions on the box. The third type
of touch is geared to assessing the
qualities of the product and evaluating
whether it’s really what we want. The
fourth type has nothing to do with
information gathering, but is perhaps
the most critical - the sensory
experience of touching the object.
Running your hand over a cashmere
blanket or holding a smooth piece of
pottery is part of the shopping
experience. It’s also closely linked to
the purchasing patterns of certain
kinds of consumers.”

In another important find, Peck
discovered that impulse buying is
more common among people who
feel the need to touch possible
purchases. She says: “Touching does
seem to increase the sense of wanting
to own the product and the next
logical step is to buy it.”

And if touching a product isn’t
possible - if you’re buying online,
for instance - then it’s essential to try
to bridge the gap with top-class
promotional and publicity material.
Peck says: “Some qualities of a
product - like weight - are easy to
describe but others, especially
texture, are more challenging. This
is where evocative marketing copy
can really make a difference. One of
the most interesting things we found
is that if a person is asked to close
his eyes and imagine touching an
item, this can be as effective as
actually touching it.”

“But sadly, many retailers still
unconsciously have a ‘look but don’t
touch’ policy by warning consumers
that they will be responsible for any
damage or breakages,” Professor Wolf

says. “This will nullify the
endowment effect that can
dramatically increase sales.”

Higher retail chances
The endowment effect - and its first
cousin the pseudo-endowment effect -
was first identified by University of
Chicago professor Richard Thaler, who
discovered that we place a higher value
on objects we own rather than those
we don’t. This controversially went
against the classic economic theory
that a person’s willingness to pay
(WTP) is equal to their willingness to
accept (WTA) compensations if they
are deprived of the goods. But recent
studies have claimed that in the right
conditions, the endowment effect can
increase the chances of a retail sale by
up to 50 per cent. 

And Dr Pete Lunn, of Dublin’s
Economic and Social Research
Institute, has also found that even hard-
headed financial market traders are
often reluctant to sell investments they
hold, even though they would be
almost certain to make a profit. The
latest studies seem to show that the
endowment effect could even extend to
animals. When Professor Owen Jones
of America’s Vanderbilt University
taught a group of chimpanzees to trade,
it was found that when chimps were
given frozen bars of fruit juice they
refused to exchange them for peanut
butter, even though peanut butter was
normally a favourite food.

“Like humans, once they owned
something they put a higher value on
it and didn’t want to part with it,” was
Professor Owen’s conclusion. “And,

like humans, the more they were
allowed to touch and handle a new
food or product the more attached they
became to it.”

It’s when pre-ownership
attachment is involved that the
pseudo-endowment effect comes into
play and we yearn to buy an object we
have been allowed to touch - and
might even pay more than we would
normally think it’s worth.

“The irony is that although an
increasing number of prospective
customers want to handle an item
before they buy it, some don’t like to
think that other customers have done
the same,” says marketing consultant
Dr Andrea Morales, who recently
completed the first-ever study into
what she calls the “consumer
contamination effect”.

“On the other hand, we found that
being able to touch products can have
a positive effect on sales,” says Dr
Morales. “One sports store found that
after allowing customers to handle
virtually all goods on display, however
delicate or expensive, sales increased
by 20 per cent in four months.”

But what about the security
aspect of allowing customers free rein
with your merchandise? Increased
sales make the risk worthwhile,
according to top jeweller Tiffany and
Co, which is now displaying pieces
of jewellery worth up to £20,000
each that customers can pick up and
try on as they wish.

“People seem to enjoy the trust we
place in them,” says executive vice
president Beth Canavan. “No one has
walked out with anything so far.” si
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BELOW: Touch guru
Joann Peck argues
that by touching
goods such as chilled
wine, people can get a
better assessment of
what to buy
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STAFF MOTIVATION

With an uncertain future for the
retail sector, all owner/managers
need to protect their investment in
human resources. All businesses
understand that their employees are
one of their more precious assets.
Keeping a workforce motivated to
deliver the high service levels that
all retail businesses need to survive
is a priority for all enterprises -
none more so than those within the
high street retail sector.

The high street has become one
of the most competitive commercial
spaces in the economy. With high
profile business closures, it isn’t
surprising that morale is low
amongst retail staff. The good news
is that you are not powerless to act.
A well-thought-out and implemented
incentive and rewards scheme can be
a way of securing the workforce
your enterprise needs, and also
ensuring your staff are working to
the best of their ability.

Smaller independent stores are
increasingly focusing their attention
on how they can develop their
businesses into leaner, more

profitable enterprises without
sacrificing service and a diverse
product line. With the incentives
sector rapidly evolving over the past
few years to offer motivational
techniques for smaller businesses,
there can be an off-the-shelf solution
you can use to develop a rewards
system that will have a positive,
direct impact on your bottom line.

Incentives and rewards
“Incentives and rewards are hugely
important,” says Darren Ziff, Leisure
Vouchers’ corporate sales manager.
“Companies have traditionally
incentivised sales teams, but in recent
years we’ve seen a marked shift to
company-wide reward schemes
where everyone shares in the success
of the company, not just the sales
team. An example of this is the
Employee Recognition Scheme run
by Homebase that acknowledges
exceptional and consistent
performance among its 18,000
employees nationwide.”

At first glance, the number of
reward or incentive schemes your

business could implement can be
confusing. David Gray, managing
director of Get Active, a company
that specialises in the provision of
lifestyle and travel-based incentives,
outlines how the market for these
schemes has evolved: “The first
major shift over the last few years
has been the move from traditional
paper-based schemes to companies
predominately running these schemes
online, both for internal and external
programmes. Most campaigns now
have their own website and are
launched virtually, with participants
able to check their performance on a
daily basis on-screen rather than
waiting for the monthly statement.”

Many business owners also
misunderstand the kind of
motivational schemes that their
employees actually want. In the early
days of this industry goods were the
focus of most incentive schemes.
Today, leisure-based schemes are
more popular. “Make sure you really
understand what makes your staff
tick and what they will really
appreciate as a reward,” says Darren

ABOVE: A high priority
for all enterprises is to
keep workforces
motivated in order to
deliver top service levels

Motivate for
SUCCESS

Focusing your staff on delivering high levels of service is essential. But
how do you keep them motivated in the face of a recession and worries
about job security? Dave Howell reports



Ziff. “At Leisure Vouchers we find
that, more often that not, it is the
employee’s spouse who decides how
to enjoy the vouchers, so you need to
go one step further and understand
the whole life stage of employees.”

David Watt, managing director of
motivation and incentive business
Corporate Innovations, says: “I think
motivation is part of success and
everyone likes to follow success - it’s
in our nature. I believe that
motivation and success are
intrinsically linked - research shows
that the more ‘engaged’ your
workforce is the more productive
they are. With this in mind, smaller
businesses should be looking to have
motivation programmes as part of
their strategy. Most small businesses
need to develop a motivation
strategy, which they can use and
develop as they grow.”

Implementing a reward scheme is,
however, only one component of
supporting staff morale. Many retail
psychologists have pointed to the
actions and even mood of management
as a major contributor to a stable and
productive workforce. As an
owner/manager it is your responsibility
to cultivate a positive working
environment within your store. 

The direct rewarding of people
based on their performance is the
most straightforward method any
business can use to motivate staff.
However, as David Watt explains,
you must manage and review your
strategy on a regular basis to ensure
it is still effective: “Set out a clear
motivation strategy and commit to it.
The incentives that you put together
have to be achievable and, ideally,
have regular intervals with different
rewards for each level. If you run
incentives with quarterly targets, for
example, each with three different
tiers, your staff will know exactly
what they have to achieve in order to
reach those targets. With regular
monthly reviews, you can help staff
to stay focused and motivated on the
reward. Even if sales or performance
have not been enough to reach the
‘gold’ tier, staff may have done
enough to reach ‘bronze’, for
example. Having levels within your
incentive programme can reduce the
chance of demotivation during
testing economic times.”

It is also important to place your
motivation schemes into the wider
context of your overall business.
Putting pressure on your workforce

to achieve targets that you have set
can focus their attention, but you
must be aware of the additional stress
this could generate. The absence of
an employee can cost your business
money, which is then
counterproductive to the incentive
scheme you are operating.

You must also be aware of your
responsibilities regarding the duty of
care you have for all your staff. The
Safety at Work Act 1974 states that
you must always ensure your
employees have a safe environment
in which to work. This includes a
stress-free environment. The
Management of Health and Safety at
Work Regulations 1999 also state
that you should regularly assess your
workplace for potential hazards.

One of the most effective ways
of motivating staff is to listen to what
they have to say. Often,
owner/managers can be somewhat
divorced from the day-to-day
running of their stores. Your staff, on
the other hand, have intimate
knowledge of the customer base. A
suggestion box can often yield ideas
that could transform your business. 

As the recession bites, many
businesses will look at costs with a
view to making cuts. In some
circumstances this may be justified,
but you must look carefully at the
human resources your business
contains. When the recession ends,
only those businesses with highly
trained and motivated employees will
reap the rewards of the recovery.

The Chartered Institute of
Personnel and Development recently
looked at the talent that businesses
contain. Of the 705 respondents to its
survey, the majority (74 per cent) have
not changed their ‘talent strategy’ at
all. Of the 26 per cent that have
revisited and changed their strategy,
almost one in five (18 per
cent) are placing more
emphasis on
identifying,
developing and
retaining talent. 

Long-term
survival
Claire McCartney,
organisation and
resourcing 
adviser at 
the CIPD,
commented
on the
results: “It is

essential that organisations avoid
knee-jerk reactions and cost-cutting
in the very areas that will make the
biggest difference. Now is not the
time to halt employee development,
nor is it the time to postpone or scale
back talent management strategies.
However, more cost-effective
solutions need to be found, as return
on investment will come under
greater scrutiny. Managing,
developing and motivating talented
employees is even more important
because it is the one thing that can
differentiate organisations and ensure
that they not only survive the short
term, but thrive in the long term.”

David Watt advises: “Start with a
plan that can help you to grow your
business and develop your products.
With your plan in place, create an
incentive and reward programme that
links directly back to your business
goals. Now communicate it to your
staff. Ask your staff what they would
like the reward to be, and make sure
they know what they need to do to
achieve it. It is also important to
regularly give feedback on progress
towards targets, ensuring that the goals
are in the front of everybody’s minds.”

Your business must develop the
staff it has, identify any adverse impact
the recession is having on them and
formulate a strategy to retain key
members of staff and develop them
over time. Staff morale and motivation
are important components of your
business. As the downturn continues,
only the fittest businesses will survive.
A measure of that fitness is how
focused your staff are on developing
your business over the long term. 

Motivational systems help, but
they are not the only tools you can
use. Being aware of the mood within
your business and paying attention to
the concerns of your staff will ensure
you remain connected to the people
that will ultimately support your
store into the future. si
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BELOW: Managing,
developing and
motivating employees is
important for long-term
progress and survival in
any company
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At 155 mph, Andy Roddick holds the
record for the world’s fastest tennis
serve. Even his average serve speed
comes in at a blistering 127 mph.

Just to manage to see a ball
moving at this speed seems pretty
impressive, let alone repeatedly return
it. But that’s exactly what Roger
Federer did at Wimbledon this year in
a gruelling four-hour game, which he
then went on to win. This not only
proves that Federer is brilliantly able
to return a ball, but that, however fast a
serve is, it can be undone.

Deceptive
Federer averages an 118 mph serve,
which in elite tennis terms is
comparatively slow. Yet he still served
50 aces against Roddick’s 27 - which
says something about his serve that
speed clearly can’t. James Fenton,
office manager at Smash Sports in
Ireland, explains: “A deceptive serve is
just as effective as a fast serve. Roger
Federer, like Andy Roddick, is a great
server, but the quality and the challenge
his serve presents to his adversaries has
greater effect than speed alone. The
reason for this is that Roger disguises
the serve better than Roddick.”

By this he means, when he serves
it’s difficult for his opponent to tell
which direction the serve will take the
ball in. Andy Roddick’s major
problem at Wimbledon was that he
became stuck in service patterns. In
one set he would serve mostly to the
centre line, in the next set he mostly
served to the body and in another set
served wide to the sides.

No surprise then that he aced
Roger Federer less then Federer aced
him. It didn’t take long for Federer to

Big serves make the
headlines, but speed
alone is not always
enough to hold court,
reports Louise Ramsay

Are you
being

IN SEASON TENNIS

SERVED?

Andy Roddick hit a 155-mph
serve during a Davis Cup
tournament in Belarus in
September 2004 - 34 mph short
of the top speed of a Ferrari
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The 10 fastest serves

1Andy Roddick.This fine young American
delivered an incredible 155-mph serve during a

Davis Cup tournament in Belarus in September 2004
- only 34 mph short of the top speed of a Ferrari.

2Ivo Karlovic.At 6ft 10in, this humungous Croatian
is the tallest player ever on the ATP tour. His

fastest official serve is 153 mph, which he hit during
his victory over Arnaud Clement in the Nottingham
final in 2007. He also holds a record number of 65
aces, achieved this year in the French Open.

3Greg Rusedski. The UK’s power-hitter achieved
a monster 149-mph serve at the ATP Cup in

Indian Wells, California in 1998. Played at altitude,
this meant the ball travelled faster than it would
have done at sea level.

4Taylor Dent. This US player achieved his fastest
serve as a young gun at Wimbledon in 2001

when, aged just 20, he fired off an astounding
144-mph serve. He was knocked out of the
tournament, but this ensured he left his mark.

5Mark Philippoussis. The Australian’s fastest
recorded serve is 142.3 mph and his nickname

is the Scud. Originally a compliment, this name was
later used derogatorily - the scud missile is
renowned for its failure to hit targets.

6Julian Alonso. Spanish power-server Alonso
fired off a furious 140-mph serve at Long

Island in 1997 - beating the number four seed
Ivanisevic. Now retired, a favourite pastime is
driving fast cars.

7Joachim Johansson. The Swede knocked out a
140-mph serve at the 2004 Australian Open.

Known for his booming serve and blistering
groundstrokes, he is remarkably graceful on court
despite his massive height.

8 Gilles Elseneer. This Belgian achieved a
stupendous 140-mph serve in Basel in 2003.

Apart from his amazing serve, he is also famous
for claiming that he was offered money to
throw a match against Potito Starace at
Wimbledon in 2005.

9Goran Ivanisevic. Renowned for his thundering
delivery, he hit a 136-mph serve at Wimbledon

in 1994. A left-handed player, it is especially
difficult for right-handed players to return his serve.

10Marc Rosset. His fastest serve was
measured at 135 mph at Wimbledon in

1991. Born in Geneva, he’s a member of the
Monte Carlo ‘set’ and won a gold medal at the
1992 Barcelona Olympics.

catch on to Roddick’s serve pattern
and just whack the balls back. 

If Roddick had been more
flexible with his service patterns, then
his monstrous serve could have
brought Federer to his knees. But
while Federer’s serve may ultimately
be a better one than Roddick’s, a fast
serve is always going to have the
‘wow’ factor. Speed just has that
effect. It’s also important for a player
to have a powerful serve to have any
chance of success. 

A big factor in achieving a fast
serve is a player’s height. All the big
hitters are incredibly tall. Technique is
also important. “A fast serve is
generally achieved by the racquet head
speed generated by a wrist snap through
the service motion,” says James Fenton.
“Factors such as the player’s ability to
turn the shoulders through the service
motion and a jump off the ground just
before impact on the ball can also
contribute to a fast serve.”

The most important element of a
powerful serve is, however, the
racquet. “The increase in serve speed
is to do with the evolving technology
of tennis racquet design,’ says Fenton.
“In the 1980s, racquets were
generally made from wood. A
transition over to metal and graphite
has had the effect of increasing the
stiffness of the frame, which allows it
to generate more power.”

Racquet strings also play an
important part. “If the string being
used is polyester, it needs to be
changed regularly as it has a short
lifespan,” says Fenton. “If a
multifilament string is being used, this
will hold its tension and performance
for longer. Depending on the type of
string used, a fresh restring can help
with the speed of the serve.”

Innovations
While tennis players and the game have
benefited from advances in design, the
racquet makers have, to an extent,
suffered from their own success. Unlike

si
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Fast women
Venus Williams is renowned for her awesome power. She hit the fastest recorded
serve in a women’s tour main-draw match, reaching 129 mph at the French Open
in 2007. That broke the main-draw mark of 127 mph set by her sister, Serena, at
the Cincinnati hard-court tournament in 2006. Brenda Schultz-McCarthy hit a
serve at 130 mph while qualifying for that same event, which is considered
to be the fastest serve in women’s tennis history.
Venus was already a famous tennis prodigy at 11 years of age. She turned
pro aged 14 and by 2000 had clinched the Wimbledon and US titles - and
retained both the following year. She missed out on a Wimbledon hat-trick
when she lost to her sister in the 2006 final. At 6ft 1ins, she is one of the
tallest women’s tennis players on the circuit.

wooden racquets, which warped,
cracked and dried out with age, 
graphite racquets can last for years
without a noticeable loss of
performance. The racquet companies
have addressed this problem with a
stream of innovations, some of which,
like an oversized head, wider frame and
lighter weight, are evident in almost
every racquet made today.

Other innovations have
been less universal, such as
extreme head-heavy balance,
as seen in the Wilson Hammer
racquets, and extra length, first
introduced by Dunlop. The current
Tecnifibre range also includes features
that contribute to a faster serve. “Our
Tecnifibre VO2 Max technology
allows the frame to flex at key points at
the point of ball impact,” says Fenton.
‘This has the effect of increasing the
time the ball remains in contact with

the strings, producing more ball speed
and power.”

The advice for independent retailers
is to develop product information.
“Employ knowledgeable staff that can
offer informed advice on different
racquets and string, depending on the
customer’s playing style and ability,”
says Fenton. “Retailers can also offer a
restringing service. There are lots of
courses available, including one run by
the UK Racket Stringers Association.”
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Tecnifibre

Tennis

K•Swiss launches new
styles and technology 
for 2010 with strongest
tennis range yet
For the most enthusiastic tennis player, K•Swiss
has released the Defier miSOUL Tech Tennis
Performance Trainer, with K•Swiss’ custom
miSOUL technology - the most versatile
performance technology on earth.

The shoe comes with interchangeable
inner-soles, allowing players to customise their

performance for speed and comfort, as well as offering extra stability and also
accommodating existing orthotics. The shoe has all the qualities of a top-end
K•Swiss 7.0 tennis shoe, along with seamless dura wrap toe and quarters, drag-
guard for durability, integrated TPU shank and heel for wrap for excellent stability
and superfoam strobe material for enhanced cushioning.

Continuing its innovation, K•Swiss has also launched an all-round tennis
lifestyle shoe called the Speedster, thanks to its lightweight technology (12.5oz).
Its flat bottom makes the shoe work for clay and hard court, while its perforated
vamp, quarters and heel counter keep feet cool. Competitively priced, this shoe is
perfect for action on and off the court.
For further information on the full range of K•Swiss Performance Tennis
footwear and apparel contact John Freeman, Sales Manager-Performance, on
either 07973 225868 or 01494 815668.

The T-Fight range is endorsed by Fernando Verdasco
(T-Fight 320 VO2 Max). Equipped with the latest
VO2 Max technology, using Carbon Stabyl Fibres
and the lay up of Carbon Triaxial at 0o/30o/90o

angles gives the racquet increased stability to provide
more control and reduced twisting. The T-Fight range
is aimed at the baseline player.

The T.Flash range is endorsed by Marcos Bagdatis
(T.Flash 315 SpeedFlex). Equipped with the latest
SpeedFlex technology, the revolutionary shaft design
increases stiffness up to 10 per cent without sacrificing

comfort and control. The throat of the racquet
has a stepped shaft with longer steps at the

base to increase flexibility closer to the hands and,
therefore, increase comfort, while shorter steps at the

top increase stability and therefore power. The T-Flash
range is suited to the net zone player. 

The competition range starts from £99.99 RRP.
Tecnifibre also produces strings, luggage, clothing, grips,
accessories, balls, stringing machines and squash
racquets and strings.
Visit www.tecnifibre.co.uk for more information or

call Smash Sports Ltd, the UK and Ireland exclusive
distributor of Tecnifibre, on 0870 242 2070.

Mi-soul

Speedster Women’s

Speedster Men’s
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Prince Sports
Prince Sports - a leader in sports product innovation - announces the launch of EXO3, its
newest high performance tennis racquet line. EXO3 features the patented, revolutionary
engineering feat called the Energy Bridge™, which suspends the string bed, expands the
sweet spot and delivers a myriad of playing benefits. The line up includes four models
and will be available in tennis shops nationwide and online this week.

The EXO3 Silver, EXO3 Blue and EXO3 Red have been engineered with both the
patented Energy Bridge™ and Energy Channel™ technologies for players looking for
ultimate comfort with plenty of power. The racquets feature a supersized sweet spot
and up to 50 per cent less frame vibration.

The EXO3 Graphite, EXO3 Rebel and the new EXO3 Ignite will define ‘state-of-the-
art’ racquets for more advanced-level competitors such as Gael Monfils. These player
spec frames, featuring the patented Energy Channel™, are designed using high
performance weights, cross-sections, beam widths, headsizes and string patterns to
provide increased spin and precision for players with faster swing speeds.
For more information call 01539 622 322 or email sales@solosport.co.uk.

Rucanor tennis
With the excitement of Wimbledon now fading, it’s time to
look forward to next season in the belief that renewed British
interest will translate into improved sales in all product areas.

Rucanor Sports has just launched its summer 2010
collection and continues to offer great value products for all
age groups. The Apparel collection is based around articles
from the NOS Catalogue, with additional seasonal colours
complementing the standard white and navy colourways.
Fabrics incorporate elastan for a comfortable fit, and MTF
treatments for breathability and to aid moisture
transportation away from the body.

Also on offer for pre-sale are ultra-light aluminium
junior and senior racquets with O-beam construction, plus

a range of tennis footwear, including velcro models in
kids’ sizes. Rucanor’s NOS Collection 2009 catalogue

also has aluminium racquets, grips, dampers and
ITF-approved tennis balls available from stock
throughout the year.

Either contact your local sales agent to
make an appointment to view the

range, login to your online
account at retail.rucanor.com,

or for further information
on these or any other
products from the
Rucanor range call the
Sales Hotline Number:
0845 2300147.
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IN SEASON TRIATHLON

Triathlon
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Striking new updates from Saucony’s
award winners
Saucony’s two racing shoes are no strangers to awards. The
Fastwitch was voted 220 Triathlon’s ‘Shoe of the Year 2009’ by its
readers and more recently its stablemate, the Type A 2, picked up
the Gold Award from Triathlon Plus’s recent rating of the top 12 tri
shoes on the market. 

Success doesn’t just come in critical acclaim, though. Alongside
the growth triathlon currently exhibits, sales of both styles are
booming. Not content with this, Saucony is now previewing the
spring 2010 updates to these super-successful models. Both the
Fastwitch 4 and the Type A 3 retain the midsole and outsole of
their predecessors, but have slightly improved uppers, giving a
better fit and breathability.
For more information contact your Saucony rep, call UK HQ on 
023 9282 3664 or visit www.saucony.co.uk.





IN SEASON SUPPLEMENTS

“Retailers should also avoid brands
that are heavily promoted - for
example, ‘buy one get one free’. It may
seem tempting, but heavily promoted
products tend to be those that have
cheaper ingredients, or ingredients that
are close to shelf-life expiry.
Consumers may fall for the great
pricing once. But they are unlikely to
return to the store and buy again
because of unsatisfactory results.”

Morris also thinks it’s important
that retailers should think about
ordinary gym users as well as serious
athletes when deciding on how to fill
their shelves. “Many sports nutrition
users just want to shape up, gain a bit
of muscle or lose some fat,” she says.
“They don’t need high-level,
endurance-oriented products and are
better served by using the more
‘body sculpting-type’ supplements.”

Once on the shelves, knowledge
about supplements is seen as key to
sales success. Spencer Jackson is
area manager at Heroes, an
independent sports retailer with three
outlets in East Anglia. Its sales of
supplements have increased 15-20
per cent year on year and now make
up 70 per cent of the company’s
stock, compared to 20 per cent 10
years ago. “There’s a lot of science

The market for sports supplements
and nutrition is expanding. Rapidly.
According to a technical report by
BCC Research in September 2008,
the global market was worth
$27.2billion in 2007 and will be
worth $91.8billion by 2013, which is
a compound annual growth rate of
an impressive 24.1 per cent. Within
this, the US is the market leader,
but Europe, including the UK,
comes a close second.

The global sports nutrition
industry emerged from the shadows
of the mainstream food industry in
the late 1980s. Driven by an ever-
increasing consumer trend to achieve
a healthy, beautiful body, in recent
years it has moved from being a niche
segment of specialist sports products
to supplying mass-market demand,
which is the biggest contributor to the
industry’s growth.

The market is in fact now so
mainstream that even supermarkets
are getting in on the action. But while
larger companies have advantages in
purchasing, distribution, finance and
marketing, smaller companies can
compete effectively by offering
unique products or serving a local
market, but most importantly,
providing superior customer service.
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Independent retailers can take
advantage of the growing sports
supplements market by gaining
product knowledge and offering
a personalised service, reports
Louise Ramsay

This time 
IT’S PERSONAL

Potential
A quick search on Google proves
how great the potential for this is.
The internet takes up a large share of
the supplements market and there are
a mind-boggling amount of sports
drinks, food bars, powders and gels
out there containing a myriad of
exotic sounding ingredients that all
claim to do something amazing.
Whether they do or not isn’t easy to
tell. Finding conclusive research into
supplements is difficult and as there
is very little detailed information out
there for consumers, guidance from
retailers is clearly going to be of
great importance.

But before retailers can start
dishing out advice on which
supplements to take, they first have
to work out the best ones to stock.
Given that there are so many, this is
no easy task.

Lindsey Morris, marketing
manager at premier UK supplements
manufacturer Sci-MX, offers some
advice: “Retailers are best served by
stocking UK brands,” she says.
“Safety is no longer an issue and the
old steroid association is all but gone,
but EU regulations are very strict,
which means UK supplements can be
absolutely trusted.
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involved,” says Jackson. “You need
to know how the products work.”

Support
To achieve the knowledge essential
to supplement sales, companies such
as Sci-MX offer a trade support
team, which includes highly
qualified sports nutrition advisers
who help to train retail staff and
offer promotional and advisory
support for customers in store.

“Retailers that stock three or
four quality European brands will
also be kept up to speed with market
trends because the brands will bring
the new products to the retailers,”
says Lindsey Morris. “This includes
knowing what a supplement can do
that food can’t. 

“Protein-rich foods like chicken
breast and eggs are important in a
normal diet, but they also contain
fat and calories. You would have to
eat a lot of eggs and drink a lot of
milk to get the same amount of
protein you get from a good protein
drink. For example, an egg only has
around 8g of protein and a pint of
milk around 6g.

“Whey protein is almost pure
protein with hardly any fat or
carbohydrates. It’s also far more bio-
available than any other protein,
which means that it is absorbed and
metabolised more effectively,
helping to repair and build muscle
better than traditional protein
sources. Good quality whey protein
also contains immunoglobulins,
which are associated with increased
immune function. It’s also been
shown to be beneficial to those on a
fat-loss programme.”

Spencer Jackson is keen,
however, to stress that supplements
should only be used as part of a good
diet and fitness programme. “A
supplement isn’t going to do anything
on its own,” he says. “That’s why it’s
called a supplement.”

Jackson also sites this as the
reason it’s important to stock
supplements alongside fitness
equipment, which is how Heroes
have found success. “Selling only
supplements would be suicide,” he
says. “We’ve taken years building up
knowledge about the best
equipment. This way we’re a one-
stop shop for fitness.”

Jackson believes that finding out
about the customer’s individual needs
is the most important part of the job.

provided by Sci-MXGuide to sports supplements 

“I need to know what body type a
person is, what their goals are and
about their training programme,” he
says. “I can then match them to the
right supplement. The magic question
is: ‘What are you trying to achieve?’”

Jackson doesn’t see the fact that
supermarkets stock supplements, at
often half the price Heroes does, as a
threat. In fact, he sees it as an added
bonus. “People may not even have
thought about supplements before
they see them in the supermarket,”
he says. “But supermarkets don’t
stock the whole range and they can’t
offer advice. Supplements are
complex, so people are driven to
come to us. We also run special

offers and a loyalty card scheme.”
Lindsey Morris also believes that

independent retailers are still well
placed in the supplements market. “It
is very rare to find a well managed
independent retailer that is reluctant
to stock sports nutrition products,”
she says. ‘The benefits are too
obvious - and I don’t just mean
financially. It is immensely
rewarding for us to see athletes that
we know use Sci-MX products
perform on the international stage,
score goals and win medals. It’s
equally as satisfying to have people
phone us or email us and thank us for
helping to achieve results and look
and feel better.” 

Effect

Aids muscle growth, repair and
recovery.

When combined with
resistance (weight) training or
intensive, short bursts of power
training (such as sprinting),
Creatine supplementation
increases muscle size, strength
and power, and accelerates
recovery.

Helps to reduce overall body
fat.

Aids fat loss and muscle tone.

Increases endurance and
stamina, immediately repairs
muscle, replaces electrolytes
and delays fatigue.

Active ingredients

Whey protein isolate
and concentrate.

Pure micronised
creatine
monohydrate
powder.

Guarana, I-tyrosine,
white kidney bean
extract, citrus
aurantium, yerba
maté, acetyl-carnitine

Conjugated linoleic
acid (CLA).

Maltodextrin,
dextrose, fructose, l-
glutamine, Siberian
ginseng, guarana,
potassium phosphate.

How they work

Supplies amino acids rapidly
to the body.

Creatine occurs naturally in
the body as an energy source
for short durations of intense
muscle contractions.
Supplementing with creatine
allows athletes to train harder
and longer at a high intensity.

Raises your metabolism,
suppresses appetite and
controls sugar cravings.

Helps to mobilise body fat -
good fat that metabolises bad
fat.

Provides sustained energy and
mental focus.

Nutrition products

Whey protein

Creatine

Fat burners

Omega oils

Energy and
endurance products

si
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Supplements
Protein Flapjack 
Everyone knows that Sci-MX makes the best-tasting sports
nutrition products around. One bite of the delicious new Protein
Flapjack instantly reminds you that great taste goes hand in
hand with uncompromising quality at Sci-MX. 

Made with wholesome Scottish oats, which provides
slow-release energy, and high in fibre, each nutritionally
packed flapjack also contains a generous 21g of quality
protein, including high BV whey, 1g of Omega 3 and
Omega 6, 1g of branched chain amino acids (BCAAs),
which are essential to good overall health, and only
2.8g of sugar per bar.

Whether your goal is to build muscle, reduce
body fat, fuel your training, or even just as a healthy
alternative to snacking on junk food, keep a few Sci-
MX Protein Flapjacks in your gym bag, at your desk
or even in your glove box. 
Sci-MX Nutrition Ltd, Coln Park, Cheltenham, 
GL54 4HJ. Tel: +44 (0) 1242 821304. 
Web: www.sci-mx.co.uk. 
Email: info@sci-mx.co.uk.

VyoMax 
VyoMax Recover is an essential recovery drink formulated to provide your body
with the necessary nutrients it needs after exercise.

� High GI Carbohydrates to help replenish energy
levels rapidly. 

� High in BCAAs. 
� Added L-Glutamine for

optimised protein synthesis. 
� L-Carnitine to aid

recovery and help burn fat. 
� Encourages muscle

growth and helps prevent
muscle breakdown. 

VyoMax Protein Bars:
an ideal way to get that
protein boost any time of
the day in a delicious,
convenient snack bar.
Available in banana and
orange flavours.
For more information call
0161 865 8555 or visit
www.sksports.co.uk.
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Sci-MX Nutrition has recently launched a new protein
product for building lean, strong muscle. GRS-5 Protein
System® is a new generation, scientifically formulated
protein drink designed to supply a sustained release of
proteins for longer periods that ordinary protein. When
subjected to weight or conditioning training, muscles
grow in size and strength more effectively if constantly
supplied with amino acids over a gradual period.
Immediately after exercise, muscles require rapidly
metabolised proteins like whey protein isolate and
concentrate. GRS-5® contains optimum quantities of
both. For the periods in between training sessions, meal
times and during sleep, muscles continue to repair
themselves, and this is when gradually absorbed
proteins are best. So in addition to whey protein, GRS-
5® also contains gradually released proteins from milk,
egg white and soy which together with work in synergy
with a complex enzyme package called OptiZyme™,
which increases the uptake of BCAA’s (branch chained
amino acids) and free form amino acids .

The addition of Aminogen®, a breakthrough
US patented compound which has proven in
clinical research to increase BCAA release by
up to 250%, and boost nitrogen retention by
32%. Essential amino acids and a vitamin
package designed to aid the metabolism of protein
complete GRS-5® as the ultimate choice for anyone
serious about muscle size and strength.
Aminogen® is a registered trademark and patent
owned by Triarco Industries Inc.

GRS-5 Protein System® is
virtually carbohydrate free so
as to promote fat loss and
encourage leanness and
muscle definition. It is also
delicious and mixes easily
with water into a creamy
and satisfying shake.

POLAR RACE 2009
Some cold, hard facts about the 
competitive benefits of Sci-MX Nutrition…

I’ve just returned from competing in 'Probably the worlds toughest
race'. The Polar Race 2009 is a gruelling 350 nautical mile

endurance event to the Magnetic North Pole over a period of 27 days
and nights. During the event, I was pulling a sled which weighed
approximately 150lbs through the most inhospitable environment on the
planet. I had to endure temperatures as low as -61 degrees C, blizzard
winds, the like of which have not been seen for many years and the sight
of a fully grown male Polar Bear attempting to get into my tent at 2am!

As you can imagine, the training regime was extremely intensive and as I
am a wiry 6' 3" individual, I was not built for the polar environment where
body and muscle mass is extremely important. After much research I
decided to use Sci-MX’s Mass System shakes for pre-event training and
during the event. 

The polar environment is extremely harsh. The super-cold temperatures
that I endured lead to a huge increase in energy consumption and the
body can burn up to 7,500 calories per day. People who visit this

environment can expect to lose weight, indeed several competitors lost
up to 30lbs each. As an individual with little body fat and a starting
weight of just over 11 stone (pre-training), I could not afford to lose this
weight. During my training I drank 3 Mass System shakes a day and in 6
weeks I started the race weighing 12.1 stone. During the race I drank 2
shakes per day as well as my normal food
intake and on returning to our base
camp after the event, my weight was
12 stone; a loss of only 1 lb! For me
this was absolutely brilliant and
none of the other competitors
could understand how I had
managed it until I showed them
my Mass System. Whilst carrying
the powder was extra weight, it
clearly was worth it in terms of
strength and mass gained during
prolonged arduous exercise. I am
now continuing to use Mass
System in order to bulk
up further. 

James Trotman

“

“
Sci-MX’S BEST SELLING

PROTEIN PRODUCT JUST
GOT A WHOLE LOT BETTER!

Sci-MX Nutrition Ltd, Coln Park,
Cheltenham GL54 4HJ

W: www.sci-mx.co.uk  E: info@sci-mx.co.uk  T: +44 (0)1242 821304  F: +44 (0)1242 820975



44 SPORTS INSIGHT

Polar RS800CX
Polar Electro has unveiled

a cutting-edge new look for
its most innovative and advanced

training computer to date, the
revolutionary RS800CX. 

The RS800CX PTE package comes
complete with both cycle speed and cadence

sensors, as well as Polar’s ProTrainer 5 software. The
RS800CX PTE is coated in a chrome finish, creating a sleek and
elegant look to the wrist unit, and making the Pro Team Edition

lightweight and more streamlined than any of its rivals. In addition,
it provides the perfect combination of features to set a new standard

for all endurance athletes.
The RS800CX PTE has been designed to provide the user with the most

profound understanding in order to improve their technique and performance. With
its professional training software, the user can effectively plan and analyse every detail
of their training. 

Taking heart rate-based training to a new level, the RS800CX PTE’s intelligent
features allow athletes to enhance their training by providing personalised data
about their body and exercise technique. Among a host of performance features, the

RS800CX PTE can include GPS route tracking with the addition of the G3 GPS sensor,
or speed and distance measurements for runners with the s3 stride sensors.

For more information on Polar’s RS800CX PTE training system visit
www.polarelectro.co.uk.

Rucanor fitness and yoga
Rucanor has been supplying the sports trade with a wide selection of
fantastic value fitness products for a number of years and has added further
products to its soon-to-be-released ‘NOS Collection 2009/2010’ catalogue.

Best-selling articles are gym balls, resistance bands, exercise gloves, skip
ropes and the great value step profi. There is also a range of dumbbells, bars
and loose weights, plus benches, a sit-up board and hand grips, all of which
are presented in colour coordinated packaging to make an attractive display.

For yoga there are two sets currently available, which include items such
as a mat, block and belt, while in February a 3mm EVA foam mat with a
cotton exercise belt will be added in three colours.

All of the above and more are available to order for immediate delivery
from stock, either from the sales office, your local agent or online at
Rucanor’s retailer-only website.
Please log into your online account at retail.rucanor.com or call the Sales
Hotline Number (0845 2300147) for further information.

FITNESS & HEALTH CLUBS

Fitness & health clubs
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Heavy Grips are like hand
grippers on steroids
These heavy-duty hand grippers are manufactured
with machine knuckled aluminium handles and
huge springs that will provide a lifetime of use.

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

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

K•Swiss gets serious about
running in 2010

K•Swiss, the iconic performance footwear and sportswear brand, is
set to take its 2009 range of running shoes to a new level in 2010.

Not only has K•Swiss signed a long-term partnership with
the World Triathlon Corporation, owner of the Ironman brand, but the company
has also introduced a revolutionary Ironman shoe, K-ONA S, which is ultralight
(255g) and built to withstand the rigorous racing conditions of Ironman, together
with the ULTRA-NATURAL RUN II, the perfect triathlete training shoe. Both are
worn by a growing roster of K•Swiss triathletes, including Chris Lieto, a three-
time Ironman champion, and Torenzo Bozzone, to name but a few.

Other new styles within the K•Swiss running range include KONEJO II, a
lightweight stability shoe (354g), KEAHOU II, a neutral shoe, and KONESIC, a state-
of-the-art motion control shoe.

K•Swiss also has a lightweight entry-level running shoe - TUBES run 100 A -
which features Superfoam cushioning technology and anatomically correct flex
grooves for flexibility.
To find out more about the new K•Swiss running footwear range and
training apparel collection, or to arrange an appointment, contact John
Freeman, Sales Manager -Performance, on 07973 225868 or 01494 815668.

100 150 200 250 300 350
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K-ONA S

Ultra Nautral
Run II

K-ONA S

Tubes run
100 A
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Ultimate Grip

For more info and to get your free sample
product please email charles@ultimategrip.co.uk
or call Charles Rinaldi on 0151 324 1195 

www.ultimategrip.co.uk

FOR STRENGTH AND ENDURANCE
The Grip Pro trainer is a finger-hand-forearm exerciser. It will appeal to
all customers participating in any sport, hobby or past time that needs
strong hands and forearms.

We at Ultimate Grip can offer you:

• Professional grade hand grip trainers

• Three levels of difficulty and a competitive price point that

will generate multiple sales as customers move and down

through the levels of resistance

• Low minimum order

• Attractive profit margins

• Immediate delivery from stock

We can also offer you:

• High quality aluminium handled hand grippers 

• Six levels of difficulty that will generate multiple sales as

customers move up through the levels of resistance

• Low minimum order and bulk discounts

• Attractive profit margins

• A true lifetime warranty backing the product up

• Immediate delivery from stock

Grip Pro Trainer

Grip Pro Trainer

Heavy Grips

Heavy Grips
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Type ‘Ways to save money’ into Google
and you’ll be presented with a raft of tips
to ensure the cash doesn’t fly out of your
wallet quite so quickly each month. One of
the most frequent suggestions is to ‘Cancel
your gym membership’. That’s all well and
good, but how far do these ‘top tips’
actually reach into consumers’ minds?

Gym memberships are reportedly being
cancelled in significant numbers across Great
Britain. This is not just due to people making
cost savings, but also to the fact that consumers
are feeling jaded about the atmosphere in many
gyms, high membership costs and lack of
improvement in their body shapes. 

Counter measures
Some of the leading gyms are trying to

TIRED OF THE
TREADMILL
How are gyms combating the fall in member numbers
and how is this drop-off affecting sales of performance
apparel? The NPD Group investigates



counter this by offering short-term
contracts or days for free to entice
customers back through the doors,
but the actual workout areas are still
suffering. Classes are becoming more
popular as people need a goal to
focus on, and often company when
exercising does wonders. A class of
spinners with everyone working
together can be much more
rewarding than a 30-minute solo
session on the treadmill. Also, pilates
and yoga classes are becoming more
popular than traditional workouts.

Gaming consoles that offer keep-
fit activities at home is another
growth area - the Nintendo Wii Fit
has sold over 20million units

worldwide alone. Women in
particular have stated that they would
prefer to stay at home to exercise
rather than make a trip to the gym. A
recent survey stated that, of the
women interviewed, almost half had
a Wii Fit, compared to around 30 per
cent who had a gym membership.
Only 17 per cent said that a trip to
the gym was their preferred method
of exercise.

As people are staying at home
more to exercise, does this mean
there’s been a drop in sales of
performance apparel? The need to
pay more for a new training top will
dwindle if the consumer is only
exercising in front of the TV.
Looking at the sales of gym wear in
Great Britain for 12 months to March
2009, the total amounts to almost
£200million (figures provided using
NPD’s Online Consumer Panel).

Comparing this to the 12 months
to March 2008, we see a four per cent
decline. However, the actual number
of items sold has increased as the
discount stores, including Primark,
increase their sports clothing ranges.
When splitting the purchases by
gender, it becomes clear that the
focus has turned towards females
within the fitness category. Prices
have been reduced by the majority of
the top brands, which have
consequently seen volumes steadily
rise. As a result, the market value has
remained relatively constant, but has
not grown. For males, the decline is

more evident - values are down 12
per cent to March 2009.

Low cost 
There are alternatives to the
established health clubs. Before the
sale to Dave Whelan, JJB Sports had
used one of its gyms to create a low-
cost, but highly interactive workout.
The MiFit gym was set up with a
one-time joining fee - around the
price of a standard monthly fee - plus
a monthly charge of £9.95. Members
were given a key upon joining,
which connected to every piece of
machinery. As you ran through your
workout the key saved your
performance data and the next time
you exercised you could see if you
had improved.

The Gym Group also offers a
new no-frills solution, with 24-hour
gyms for £15 per month and no
contract. New locations are opening
throughout 2009. The lower
monthly costs and abolition of
contracts that force members to give
notice before they leave provides
people with the financial flexibility
they require in times like these.
People still want to keep fit, train
for a sport, or just stay in shape, but
many are now looking for health
clubs to provide a little assistance.

The NPD Group monitors the sales of
sports footwear and sports apparel in
many countries around the world. For
more information contact The NPD
Group sports team on 01932 355580.

si
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Launch their new website www.footballsouvenirs.net

At TFS we provide the
independent retailer with the

largest range of Official Football
Souvenirs worldwide, all

products listed are available for
despatch from stock.

We are able to offer a fast and
efficient service to all our

customers whether they are
based in the UK or overseas.

We fit around your busy
schedule, order online day or
night and your order will be
despatched within 24hrs.

Unit 1 - 2 Jackson Court
Gallowfields Trading Estate

Richmond
North Yorkshire

DL10 4FD
01748 826024

sales@footballsouvenirs.net





E-TAILING

No business owner can have failed to
notice the massive growth in social
networking sites across the internet,
with Twitter being the latest social
networking phenomenon. Business is
waking up to the power that social
networking sites can potentially
deliver. However, an important issue is
the choice of the right social
networking platform for your business.

Proprietary platforms have evolved
into web-based systems that have
adopted the SaaS (Software as a Service)
delivery model. It is now possible to
place a social networking component
onto your website using just your
favourite internet browser. And, with fast
build times and free try-before-you-buy
options available, it is easy and cost-
effective to test a number of platforms in
real time before you invest.

The social networking space
embraces the Web 2.0 paradigm. Many
of the network construction services such
as those from KickApps and SocialGo
utilise user-generated content and
embrace the Web 2.0 philosophy that
places the citizen journalist at their heart.

Major gain
For businesses, cost and the technical
issues regarding implementation are
important factors to consider. Most social
networking sites can be managed via
your PC’s desktop, but more advanced
integration into your business could
require additional IT investment. The
major gain for smaller businesses is that
all of today’s social networking services
are highly customisable.

Outside of the technical issues that
your business will have to address is the
additional resources that may be required

to manage your networking over the
long-term. Simple moderation of your
social network can be time and resource
intensive. Your vendor should advise on
how to best approach this aspect of your
network. The advice is usually to start
small and add new features over time as
your business gains experience of using
the network’s management components.

One of the most advanced community
platforms is from Sparta Social Networks
(www.spartasocialnetworks.com). Using
its CommUnity Core platform, you can
decide how sophisticated your network is
from day one, but add complexity easily
at a later date.

Many social networking sites are built
using widgets. These pieces of code group
together to form complex web pages.
Blogging has used widgets for years to
great effect. Using them to augment a
social network delivers a superb user
experience. Awareness Networks
(www.awarenessnetworks.com) is one of
the leaders in the social networking space,
citing McDonald’s and Sony as users of its
platform. A level of HTML knowledge is
useful to gain the most from it, especially
if you have specific requirements. 

Many small businesses in particular
will be attracted to SocialGo
(www.socialgo.com). The speed with
which you can build a sophisticated
social network is astonishing. And with a
basic network being completely free, you
have little to lose. Template based, this
approach to the design of your network
may not suit everybody, but it does
simplify the whole process.

If the user interface and total control
over your network’s pages is a priority,
KickApps (www.kickapps.com) could be
ideal. As monitoring your network is
important, the dashboard feature that

Systems are now available that can have your new
social network live in minutes using nothing more
than an internet browser. Dave Howell reports

KickApps contains, which enables you
to keep an eye on your network’s
activity, could be ideal for your business.

Ideal service
Other network service providers that are
worthy of note include Ning
(www.ning.com), which is very much
like SocialGo in that it hides much of the
technical components of your network
behind an interface. If you like the look
and feel of MySpace, then Crowd
Factory (www.crowdfactory.com) could
be the ideal service for your business.
And Omnifuse (www.omnifuse.com)
could be an ideal commercial partner if
you intend to use your social network
for proactive marketing.

To successfully implement a social
network on your website you must
clearly understand your business’
goals. Blatant promotion and
marketing will result in a backlash that
could damage your store’s reputation.
This doesn’t mean your network can’t
be used as a promotional tool, and that
you should not attempt to monetise
your network at some point. The clear
advice is to tread carefully at every
stage of your network’s development.

As most of the social network
construction systems are web based,
adopt a try-before-you-buy attitude. Test
these systems and relate them to your
existing IT infrastructure. Have clearly
defined goals and budget, as you will
have to factor in a subscription cost of
some kind, plus potential set-up and
maintenance fees. Make sure you have a
full understanding of the total cost of
ownership of the network before you
commit to a system that should be
governed with a service level agreement. si
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ABOVE: Many
companies have realised
that social networking
sites have much power
when it comes to
building on and
improving businesses
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Warehouse: BB SPORTS DISTRIBUTORS, 

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

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

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

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

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

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

or directly on 00 33 546 563 616

SUBLIMATED JERSEYS PROTECTION TEAMWEARPROTECTION TEAMWEAR

Since 1988

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

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

Archery suppliers since 1963

Bows, arrows, crossbows, 

targets, accessories.

Tel:   01296 632573

Email: admin@petron.info

Web: www.petron.info

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 •

DISTRIBUTORS OF OFFICIAL FOOTBALL
MERCHANDISE

Trade Accounts now available online
www.footballsouvenirs.net

30 Racecourse Road, Gallowfields Trading Estate, Richmond, North Yorks DL10 4TG

Telephone 05600 767108 Tel/Fax 01748 826024

FOOTBALL SOUVENIRS LIMITED

Rugby

Wholesaler

Wholesaler

Table Tennis

Boxing / Martial Arts

Fitness Equipment

Merchandising

Athletic/School Clothing

Football Collectables

EPOS

Archery

Fitness

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

www.thewholesaler.co.uk
Tel:  0121 711 3612

email: sales@cimac.net    www.cimac.net
Official distributor for adidas boxing equipment



2009 RANGE

Sportech are pleased to announce
that we are 10 years old. We would
like to thank all our customers for
their support and loyalty and look

forward to the next 10 years.

At the moment, we are very busy
with the selling of our RIDGE 53

BACK TO SCHOOL 2009 range as
highlighted below, and we are very

excited about our new range of
breathable/ waterproof outdoor

wear, that is now available.

Tel: 00353 16293848    www.sportech.ie

Looking for established UK

Distributors

Please contact us on

info@sportech.ie

For more

information
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TAIL-ENDER

I thought it wise not to ask exactly
how my devoted assistant Norman
had heard about the Cristiano
Ronaldo soccer boots, which were
in a container lorry parked behind
the police station and were
available at a knockdown price if
we took the lot. Certainly the
invoice that Norman showed me
was pretty impressive, and when I
Googled for the suppliers they did
actually exist.

It seemed an opportunity too

good to miss, particularly as Norman

had a mate who had offered to take

25 pairs sight unseen to kit out two

teams he managed as part of an

ASBO anger management course. He

said the red boots wouldn’t show the

blood. The only problem was that,

with the credit crunch and the repairs

we had to do to the front door after

that glass pane fell out onto a passing

health and safety officer, readies were

in short supply. But surely this was

just the sort of situation where our

bank could offer a helping hand?

Rigmarole 
After all, only the previous week I’d

had a call from someone who said she

was Jackie, my new small business

enterprise adviser and personal

relationship manager, and I was

welcome to drop in for a coffee (or a

mineral water if I preferred) and talk

about future plans and how she could

help. She’d even given me her direct

line so that I wouldn’t have to go

through all that ridiculous automated

answering service rigmarole.

When I rang Jackie’s line, an

automated voice asked me to press the

asterisk key and select from 14

options. Number nine: “Speak to a

consultant” was followed by the slow

movement of Beethoven’s pastoral

symphony and an invitation to take

part in a prize draw for a visit to a

nuclear power station.

Nearly 40 minutes later, I heard

the first human voice - a man who 

said his name was Sean and he was

just about to go to lunch. He said 

that Jackie had left after only a week

to concentrate on preparing her 10-

year-old son for his audition as a 

Will Young impersonator on the X

Factor and she hadn’t been replaced.

In any event, the bank had no funds

available for transactions involving

discounted consumer goods from 

non-EC countries, and did I know I

was £9 over my overdraft limit and

that a letter from the manager was 

in dictation?

Norman, who had been loitering in

the doorway to listen, said he wasn’t

surprised by any of this, which was

why he and his wife now had nothing

to do with banks. It dated back to

when he ran his own sports shop, lost

his two biggest customers and was

scratching around desperately to fill

the financial void.

Hearing that Norman was no

longer supplying his local third

division football club with training kit,

and had also lost, though no fault of

his own, a contract with a big local

leisure centre, Norman’s bank

manager, benign and supportive during

the good times, turned overnight into a

financial rottweiler. He called in

Norman’s business loans and wrote or

telephoned almost daily for his money.

The result was that Norman, by then

living mainly on chips and aspirins,

suffered a stress-induced mild heart

attack and landed up in Liverpool

Royal Infirmary. 

Three weeks later, home, but still

frail from his ordeal, Norman watched

from his bed as the bank manager,

looking furtively left and right, scuttled

up the garden path, pushed something

through the front door and legged it

down the road. And the special

delivery? A house repossession order

folded inside a get well soon card.

Business grant
“We’ve made our own arrangements

since then,” Norman said. “If you want

those boots you’d better get a move on.

The police are putting cones around the

lorry and my mate is making inquiries

about some Peruvian plimsolls.”

My friend Harbottle, who runs a

sports shop of sorts in the next parish,

is always banging on about how easy

it is to get a business grant, so

yesterday I went down to the local

Business Link. To be honest, the

meeting was not entirely a success,

and I came back wondering why I

had been given such short shrift after

going to the trouble of wearing a suit

and my late dad’s golf club tie. “I’ll

tell you why,” said my wife. “Your

tie’s inside-out and the moths have

got at your trousers.”  

You’ll be pleased to know that

this little tale has had a happy ending.

The football boots, in all their

crimson glory, are now in our

stockroom after Norman persuaded

his wife to lend us some of the £500

she keeps in her private safe deposit -

a plant pot in the garden shed.

It has to be said she drives a hard

bargain - five per cent, a large box of

Quality Street and permission for

Norman to leave early next Thursday

to take her to the Indian for their silver

wedding anniversary.

A sideways look at the world of independent retailing
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Under thecounter

“Nearly 40
minutes
later, I

heard the
first human

voice - a
man who 
said his

name was
Sean and

he was just
about to go
to lunch”



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

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

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

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

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

creative coaching equipment
t. 0161 484 5000   e. info@zsig.com   www.zsig.com



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

Fivefingers are the new functional footwear that is taking the market by storm.  When it comes to gait
function in human beings, the experiment's been done and the result is "the foot".

To add anything to the perfect design nature has sculpted only makes sense if you want to protect the foot
from unnatural dangers (read: nails, needles, rusty metal, broken glass).  Our ancestors evolved in some of
the rockiest and sun-baked terrain, so the idea of needing shock absorption for running is heavily flawed...
and what's more... according to some, the shoe industry has known that fact for a long time.
(McDougall 2009). Reference: McDougall C, (2009) Born to run.  Profile Books Ltd. pp176

To find out more about the controversies of the running shoe market and to learn about barefoot

technology that truly delivers, please go to: www.primalLifestyle.com

10 of the 
Benefits of
“Barefoot” - Fivefingers-style
Fivefingers Footwear - Rubberised Protection - Maximum Sensation

Five fingers for fun Fivefingers for fashion Fivefingers for function


