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WHAT’S NEWS

“You don’t know what you’re doing!”
West Brom crowd after a fan had his half-time marriage proposal accepted by his girlfriend

WHAT’S NEWS

ALL THE VERY LATEST IN THE SPORTS INDUSTRY
Send your news stories to the Sports Insight news desk
at siedit@partridgeltd.co.uk or call 01273 748675

FREE ONLINE
HEALTH CHECK
Business Link has launched a free
business health check service at
www.businesslink.gov.uk/healthc
heck to help companies analyse
key areas of their finance and
administration. It also identifies
areas that would benefit from
attention, with the aim of
improving business performance.
Says James Stancombe of
Business Link: “With the current
economic climate, many
businesses will be thinking about
finances and how the credit
crunch might impact on their
business. By identifying and
tackling any problems early on,
they will markedly increase their
chances of success. A few
minutes online using the
interactive health check tool
could be critical to the health
and life of a business.”

SAUCONY PROGRID
TRIUMPH 5 TAKES
TOP SHOE
ACCOLADE

The Saucony ProGrid Triumph 5 scooped Best Shoe at the recent
‘Runner’s World’ UK annual awards. The event forms part of the
Annual Personal Best Awards, which recognises outstanding
products, races and companies throughout the industry.
The RW Best Shoe Award is acknowledged within the
industry as the most important shoe credit available to the UK
market. As the biggest-selling running magazine in both the UK
and the world, ‘Runner’s World’ has a global reputation as the
runner’s bible. The awards are made based on the judgement of
RW staff writers, industry experts and customer feedback
provided by members of the ‘Runner’s World’ website
The ProGrid Triumph 5, which has an RRP of £85, had
previously been awarded ‘Editor’s Choice’ in the ‘Runner’s
World’ spring 2008 shoe guide and ‘Best Buy’ in ‘The Sunday
Times’ ‘In Gear’ section.
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DEBIT CARDS
REPLACING
CHEQUES

SANDRA QUINN: “It seems
that the high street is truly
the place for the debit card”

The latest figures from APACS, the
UK payments association, show
that the debit card retains its
popularity at retailers, with
spending rising 11 per cent last
year. This rise serves as a stark
contrast to cheque spending, which
declined by 7.5 per cent in terms of
value and 13 per cent by volume

over the same period.
The statistics, which cover all retail transactions in 2007,
show debit card spending at 42 per cent (£109billion) of the
total £261billion spent, compared to cheque spending at
three per cent (£7.5billion) and cash at 32 per cent
(£84billion). The findings also reveal that while the debit
card is experiencing a hike in usage, credit card spending at
retailers has plateaued over the past three years.
Says Sandra Quinn, director of communications at
APACS: “As retailers are increasingly deciding to stop
accepting cheques, it is expected that a large proportion of
those payments will migrate to debit card payments. This
will simply accelerate a change that is well underway, as
over the last three years we have seen debit card spending
rise 31 per cent, cheque spending fall 33 per cent and cash
spending reach a point of equilibrium.
“We are becoming increasingly reliant on our plastic
cards at retailers as they offer us convenience, speed and
access to services, such as the cashback facility, which other
payment options cannot provide. Different situations suit
certain payments and it seems that the high street is truly
the place for the debit card.”

MORE MAJOR
STAG SIGNINGS
The STAG Buying Group has
signed up a clutch of major
brands in both the sports and outdoor markets, including
MBT; RFE, which controls Reebok Fitness and Gold's Gym;
Dalesman, one of the UK's leading outdoor distributors;
Glenway Trophies; and Molten Sports.
Commenting on the signings, Ward Robertson, managing
director of STAG, said: “We are naturally delighted that such
well-known brands and leaders in their respective markets
have become members of our buying group.
“I believe it is fair to say that we at STAG and the
members that have joined us have a shared philosophy of
planned and sustainable growth, maintaining the integrity
of our brands and providing the consumer with the benefits
of competitive purchasing. Few are immune from the
prevailing winds of an economy that is now showing every
sign of going off the boil. The buying group concept stands
up well in this tough trading environment when there is
strength in numbers and where it is possible, to use the
Old Wild West analogy, to draw the wagons into a
protective circle.”
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WHAT’S NEWS

DIARY DATES
RUNNING ORDER SHOW / SPORTS SOURCE EUROPE
June 29-July 1
Munich Order Centre

NISTEX
July 3
Cranmore Park, Solihull

OUTDOOR TRADE FAIR
July 17-20
Friedrichshafen

OUTDOOR TRADE SHOW 2008
September 30-October 2
Stoneleigh Park

THE STAG SHOW 2008
in association with Sports Insight
November 23-24
Four Pillars Hotel, Cotswold Water Park

ISPO WINTER 09
February 1-4
New Munich Trade Fair Centre

ISPO CHINA 09
February 19-21
International Convention Centre, Beijing
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SPONSORSHIP NEWS
…MITRE has announced a four-year extension to its contract with the
ALL ENGLAND NETBALL ASSOCIATION to continue as its official ball
supplier until 2012…CANTERBURY OF NEW ZEALAND has revealed
that the NEW ZEALAND BLACK CAPS are the latest team to join its
rapidly growing stable of endorsees. The deal will see Canterbury
become the apparel sponsor of the Blackcaps for the next three
years…CATERPILLAR has signed a five-year multi-million pound
sponsorship agreement with LEICESTER TIGERS. Under the terms of
the deal, Caterpillar will become the club’s sole sponsor across the
Leicester Tigers playing kit with dominant branding throughout the
club’s Welford Road Stadium, including the naming rights to the
North Stand (which is currently being redeveloped) and the members’
lounge…CANTERBURY OF NEW ZEALAND and NEWPORT GWENT
DRAGONS have agreed a four-year deal that will see the rugby
sportswear manufacturer supply the Magners League side with firstteam kit and training apparel from the beginning of the 2008/09
season. The deal also incorporates Canterbury’s IonX BaseLayer
garments, training wear and off-field fashion…ADIDAS has extended
its partnership with the FRENCH TENNIS FEDERATION until 2012. The
two partners will continue to promote tennis and the prestigious clay
court Grand Slam throughout the world…WINMAU and BUDWEISER
have announced a new three-year licensing agreement on darts
equipment, which means Winmau will continue as the principal
licensee for all Budweiser darts equipment in Europe…AVIVA, which
owns the Norwich Union insurance brand, is to rebrand its flagship
sponsorship of UK ATHLETICS under the parent firm’s moniker in line
with its desire to migrate the Norwich Union brand to Aviva over the
next two years…VOLKSWAGEN UK has announced a major extension
to its involvement with cricket through new sponsorship deals with
the ENGLAND & WALES CRICKET BOARD, the PROFESSIONAL
CRICKETERS ASSOCIATION and the UK’s international test match
grounds…THE INTERNATIONAL RUGBY BOARD and WELSH RUGBY
UNION have confirmed fund management firm INVESCO PERPETUAL
as the principal partner of the inaugural IRB JUNIOR WORLD
CHAMPIONSHIP in Wales…HEINEKEN has extended its top-tier
sponsorship of the UEFA CHAMPIONS LEAGUE for a further three
years…CONTINENTAL has renewed its WORLD CUP sponsorship deal
with FIFA, becoming the fifth company to join the top-tier World Cup
sponsors signed up until 2010…THE CO-OPERATIVE GROUP has
revealed plans to support ENGLAND NETBALL'S bid to make netball
an Olympic sport in the 2016 Games…BRIT INSURANCE will be the
broadcast sponsor of SKY SPORTS’ TEST MATCH CRICKET COVERAGE
for the next two summers, including 2009’s Ashes series…
BASKETBALL IRELAND is the latest federation to join Molten’s elite
club in Europe by making the MOLTEN 12-panel G-Series basketball
its official ball for the next four seasons, commencing August 2008…
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“Can the people trying to break into the boardroom please be aware you are on CCTV.”
Mansfield stadium announcer after the team lost to Rotherham

MISLEADING ‘CLOSING DOWN’
PROMOTIONS TO BE ADDRESSED

TRANSFER
MARKET
…NATHAN HILL has been
appointed country manager for
JANSPORT UK AND IRELAND,
the role previously held by
DUNCAN BEMBRIDGE.
Bembridge has been promoted
to European Sales and
Marketing Director…THE
INTERNATIONAL CRICKET
COUNCIL has asked chief
executive MALCOLM SPEED to
step down early from his post.
In addition, former Indian
cricket captain SUNIL
GAVASKAR has quit as chairman
of the International Cricket
Council’s cricket committee
after eight years in the
job…HONDA RACING F1 has
appointed three new members
to its marketing team with
RICHARD BERRY becoming head
of sponsorship, BASTIEN HIBON
named head of brand and
DOMINIC WARNE taking on the
role of marketing manager for
the ‘earthdreams’ campaign…

Following discussion with the Office of Fair Trading, Sportsdirect.com
Retail Ltd, Hargreaves (Sports) Ltd and Gilesports plc have agreed to
provide undertakings not to mislead consumers over any future ‘closing
down’ promotions.
The OFT received complaints that certain shops owned by the
companies were displaying ‘closing down’ advertisements in their shop
windows for several months. However, some of the shops in question
did not close or they closed temporarily for a short period of time for
refurbishment.
The OFT considered the advertisements to be in breach of the
MIKE HALEY: “It is important
Control of Misleading Advertisements Regulations 1988 and in its
that advertising accurately
opinion created the incorrect impression that the shop in question was
reflects traders’ intentions to
close business premises”
to close permanently and, as a result of the imminent closure, the
consumer only had a short period of time to purchase the goods and/or that only a limited amount of
stock was available.
The companies have discussed the position with the OFT and whilst they did not consider that
their advertisements were misleading under the CMARs, they have already responded positively to the
OFT’s concerns by making their advertising clearer and have agreed to give undertakings. In particular,
the companies have provided the OFT with undertakings that they will refrain from publishing any
advertisements that give the impression that, as a result of an intended store closure, consumers only
have a limited amount of time to purchase goods and/or that only a limited amount of goods are
available, when this is not in fact the case. In addition, if the stores are to close temporarily then the
reason for closure and the intended dates of closure will be clearly advertised.
Says Mike Haley, OFT director of consumer protection: “Consumers searching for bargains should
not be misled by claims about closing down promotions. It is important that advertising accurately
reflects traders’ intentions to close business premises, and we therefore welcome the positive response
from Sportsdirect.com Retail, Hargreaves and Gilesports.”

ISRA
The ISRA show kicks of on
Monday July 21st for two full
days. The show, which is run
twice yearly in January and
July, is now the biggest
www.isra.ie
sports retail show in Ireland.
Over one hundred brands are represented directly or through Irish
distributors. The show has grown quickly since the first show 2 years ago
and has now become a high-profile fixture on the trade’s calendar.
The pace of growth for ISRA has being remarkable. Less than two years
old, the nationwide group of retailers now run a very successful website, a
central billing system, buy in exclusive product and run the biggest sports
show in the country.
ISRA Co-ordinator and show organiser, Tom Foley, believes the show is
now very much established, but will still grow and change further over time.
Commenting on the upcoming show, Tom says: “This show will be the
biggest to date with a larger presence of sports goods suppliers and service
suppliers. We intend to introduce new suppliers to the show and continue to
improve the product mix. The show is finding its level very quickly. I would
expect the spend at this show to increase by 25-30% even in the current
climate. Retailers are holding back their spend more and more for the ISRA
show and suppliers are responding with some excellent offers and SMUs.
This became very evident at the last show in January and I am sure it will be
very prevalent at the upcoming show. The show also has a social element to
it - the Monday night of the show normally spills into the Tuesday morning
and beyond. It gives retailers and suppliers a chance to catch up outside of
the work environment. I am looking forward to it, but I am also looking
forward to when it’s all over and hopefully another show run smoothly.”
ISRA also welcomes a new member to the group. Track Sports of
Gorey have now joined. Fourteen years in Gorey, Tracks Sports have seen
the town change from a rural town to a large urban area now part of the
Dublin commuter belt.
Updated news also available at www.isra.ie

FREE SWIMMING IN PUBLIC
POOLS BY 2012
Sports retailers stocking swimming equipment are set to reap the
benefits of a new government target to offer free swimming in public
pools nationwide by 2012. The move, announced by Olympics Minister
Tessa Jowell, is part of a drive to get two million people more active
by the London 2012 Olympics.
A new £130million fund will encourage local authorities to open
up nearly 1,600 publicly-owned swimming pools free to over-60s in
England, provide a ‘challenge fund’ to encourage local authorities to
offer free swimming to under-16s and to rejuvenate and maintain
pools.
Says Jowell: “There is something for everyone in our plans - every
part of the country, every section of the population. Ten million people
stand to benefit from our exciting free swimming plan alone. I hope
this is just the beginning and that by 2012 we can offer free
swimming to all.”
The ASA welcomed the scheme, which will build on existing free
swimming schemes initiated by Sport England, while retailers and
swimming brands will welcome the boost to sales in this sector.
Says Andy Burnham, Secretary of State for Culture, Media and
Sport: “Offering free swimming is just the kind of imaginative action
required to make us a more active nation by 2012. We have chose
swimming because its appeal is universal. It is the perfect antidote to
the couch potato culture.
“That’s why since 1997 almost £250million of public money has
been invested in swimming - more than any other sport. Over the last
three years more swimming pools have opened than closed. So the
pools are there, we now need to make sure they are world-class
facilities and that people use them.
“My ambition is that by 2012 as many areas as possible open
their public pools for free. This is the first step on that journey. What a
fantastic Olympic legacy that would leave.”
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“I came off the pitch and was sent straight into the drugs testers. I sat
there for an hour and a half. Missed the whole lot - and the team coach.”
David James explains why he wasn’t a part of Portsmouth’s FA Cup celebrations

WHAT’S NEWS

MANAGERS
FACE
TOUGH
DECISIONS
AS
MARKET
SLOWS
Congestion amongst
the UK’s largest sports
and leisurewear
companies is putting
unprecedented pressure on
their managers to keep the
businesses in the market, says a
new study by Plimsoll Publishing.
The report found that the UK’s largest 100 companies now
control 94 per cent of the market, an increase from 90 per cent
two years ago. As a result, these companies are fighting each
other in a battle for market share. And the latest results from
Plimsoll leave no doubt that this is having a huge impact on their
financial performance.
OF THE 100 SPORTS AND LEISUREWEAR COMPANIES SURVEYED:
■ 34 are showing no sales increases at all
■ 33 are selling less than they were two years ago
■ 66 have failed to increase sales at the same rate as their investment
■ 50 increased their debts simply to hold their place in the market
Says David Pattison, senior analyst with Plimsoll: “The recent
slowdown in the UK economy will only accelerate a longstanding
problem in the market. Following the last few years, which have

been largely profitable, business leaders have been keen to invest
heavily, and in turn have borrowed heavily. Yet due to the
turbulent economic climate of 2008, they are seeing very little by
way of return. This ambitious investment strategy has left some
companies in severe financial danger, and 34 companies have
been awarded a ‘danger’ rating in this study as a result of their
failing business strategy.
“The consequences are serious - these companies need to
have a serious rethink when it comes to their business models. It’s
likely that jobs will be lost and key projects could be cancelled in
an attempt to control the spending, but for some companies it
could well be a case of too little, too late. It’s likely that the
management at some of these companies could be changed to
accelerate the cutback process, as it’s a lot easier for new
managers to come in with a clear remit and instigate these tough
decisions. The other obvious option is that some of these
businesses will be sold off.”
Supporting the opinion for a sell off, the full 272-paged analysis
suggests that the value of these 100 companies has fallen by around
40 per cent in the last 12 months. Plimsoll’s report identifies the
companies who are prime potential acquisition targets.
Pattison continues: “Despite the turmoil in financial markets,
there is no doubting this is an ideal opportunity for the more
visionary leaders in the market to steal some ground on their
competitors by buying up one of these weakened players. It’s a
great time to go on the offensive - if you have the cash reserves
to do it without placing your own business in jeopardy.”
The complete ‘Plimsoll 100 Sports & Leisure Wear Analysis’
offers a full industry overview and analysis of each of the UK’s
100 largest sports and leisurewear companies. Copies are
available for £500 by calling Clair Sherwood on 01642 626422 or
emailing c.sherwood@plimsoll.co.uk. Readers can get a £100
discount when quoting PR05.

SPORTS SHORTS
…With the debut show this summer already creating significant interest amongst exhibitors and visitors alike, it’s
been confirmed that from next year SSE will be an independent part of ispo winter…DR RON HILL, HILLY
Clothing’s technical consultant, won a ‘HEROES OF SPORT’ AWARD at the recent ‘Runner’s World’ magazine awards
ceremony for the best veteran athlete. Hill, the former Commonwealth and European marathon champion, is still
the UK’s fastest veteran for the marathon…VIRGIN has signed a five-year deal to be the official sponsor of the
LONDON MARATHON. Virgin Money, the financial services division of the Virgin Group, will lead the sponsorship.
The £17m deal, which starts in 2010, will see Virgin take over the sponsorship from current sponsors
Flora…HEINEKEN has renewed its contract with UEFA to sponsor the UEFA CHAMPIONS LEAGUE for another three
years…NIKE won SPORT BRAND OF THE YEAR at this year’s SPORT INDUSTRY AWARDS…JJB SPORTS has acquired the fashion footwear business QUBE
FOOTWEAR LIMITED from private equity partnership WEST COAST CAPITAL…BLACKS LEISURE has reported full-year pre-tax profits of £300,000 after what it
described as a “second difficult year”. For the year to March 1, 2008 Blacks’ outdoor division more than doubled operating profit, but trade continues to be
difficult in boardwear. Group operating profit before exceptional items of £9.6m was £2.2m, up from £1.6m the previous year…SPORT ENGLAND has
announced the return of SPORTSMATCH, a scheme designed to encourage sponsorship investment from businesses, trusts and private individuals, with a
new web-based facility…TALKSPORT is set to launch a digital publication, ‘TalkSport Magazine’, which will debut this summer…New website
HEARCRICKET.COM has been launched offering free audio broadcasts of international cricket tournaments from across the world…The INTERNATIONAL
RUGBY BOARD COUNCIL has approved a new £48m strategic investment programme for the 2009-2012 period…The INTERNATIONAL CRICKET COUNCIL has
appointed LICENSING IN MOTION as its official licensing and merchandising partner in an eight-year deal… LIVERPOOL’S revised plans for its new STANLEY
PARK STADIUM have been approved by the city council…NIKE has announced that the NIKE+ HUMAN RACE, taking place on August 31, will see up to 1m
runners from 25 cities across the globe competing in a 10k race…Sports clubs can now measure the impact of their volunteers thanks to a new set of tools
available from VOLUNTEERING ENGLAND and the INSTITUTE OF VOLUNTEERING RESEARCH…US technical outdoor brand GOLITE has appointed outdoor
agency MCS to handle UK and European public relations activity across its performance range of ultra-lite outdoor equipment and apparel…Research
produced by MASTERCARD, sponsor of the Champions League, suggests that MANCHESTER UNITED will earn over £85m from its triumph in Moscow, with
Chelsea picking up around £30m. The calculations include prize money, sponsorship deals, television rights and growth in season ticket sales…
PORTSMOUTH'S 1-0 win over CARDIFF CITY in the FA CUP FINAL on BBC1 attracted one of the lowest audiences in years, with an average of just 5m viewers
tuning in for the game…Total prize money for this year’s WIMBLEDON tennis tournament will increase by 4.7 per cent, from £11,282,710 to
£11,812,000…An independent panel has revealed that 45 PROFESSIONAL TENNIS MATCHES over the last five years remain under suspicion because of
unusual betting patterns…WEMBLEY NATIONAL STADIUM LIMITED is expected to report a loss of more than £20m for its first year of operation… A third of
England cricket players say they would consider quitting the national team early to play in the INDIAN PREMIER LEAGUE, claims a new survey...The ECB and
the PCA have issued a joint statement saying that negotiations with Sir Allen Stanford regarding a new TWENTY20 TOURNAMENT are continuing…K-SWISS
has agreed to purchase 57 per cent of French footwear company PALLADIUM for an estimated €5.3m. Palladium has also approved another deal with KSwiss where the US company will be able to acquire the remaining 46 per cent stake by December 31, 2012...
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TEAMWEAR FOR PERSONALISATION

www.gamegear.co.uk
01332 85 83 85

KK730

WOMEN’S PROACTIVE
SLEEVELESS POLO
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SPORT INDUSTRY
GROUP

www.sportindustry.biz

GRAYNICOLLS
Gray-Nicolls has
continually innovated in
both design and materials,
seeking to reduce weight
and increase player
comfort. The ultra light
Ti-Tech Pro, Pro
Performance and
Predator models have
been ergonomically
designed to reduce
pressure on the temples and
allow players to wear helmets longer without discomfort.
Concerned for player safety, Gray-Nicolls was the first
manufacturer to carry the endorsement of both the Australian and
British Standards Institutes.
The extremely lightweight Ti-Tech Pro moulded helmet features a
unique airflow ventilation design, which significantly aids player
comfort. The shell is lined with a new sweat absorption material,
making batting or wicket keeping far more comfortable even on the
hottest of days.
The helmet’s all-new ISA (integrated size adjustment) system
makes it easier to find the perfect fit for all sizes. A rounded peak
design enhances the players’ peripheral vision by an extra 15 per cent.
The Ti-Tech Pro helmet is fitted with the Ti-Tech grille and made purely
of Titanium, making it both featherlight and extremely strong. Endorsed
by Andrew Strauss of England, Mohammad Yousaf of Pakistan and Shiv
Chanderpaul of West Indies,
Gray-Nicolls: 01580 880357. sales@grays-int.co.uk
www.gray-nicolls.co.uk

KIT STOP
Essential stock for your shop

TIMEX
IRONMAN*
TRIATHLON 75
LAP HI-TI
ASSIST has announced
the launch of a sports
fashion collection for
2008 that features
Hi-Ti technical
functionality,
new materials and
great style.
The ladies’ TIMEX
IRONMAN* Triathlon 75 Lap
HI-TI blends delicate good
looks with the high
specification you would expect
from a TIMEX sports watch. The
low-profile titanium watch strap features coloured resin piping for
comfort while maintaining a thin profile.
The ladies’ TIMEX IRONMAN* Triathlon 75 Lap HI-TI features a 100hour digital chronograph with 75-lap memory recall. The famous TIMEX
INDIGLO night-light and the fact that its water resistance to100 metres
makes the TIMEX IRONMAN* Triathlon 75 Lap HI-TI the perfect ladies
sports watch for functionality as well as fashion.
For full details of the Timex Sports Range call ASSIST on 01978 664743.
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PRODUCT ROUND-UP

YOGA STICK-E SOCKS
Yoga Stick-e Socks are the newest patented product for the yoga
market and recently received international acclaim when they were
selected as a finalist at the ispo BrandNew competition 2008, the
world’s largest start-up competition in the sporting goods industry.
Yoga Stick-e Socks are also applicable for barefoot sports such
as martial arts, pilates and dance. The product has a unique patented
design that provides a hole for every toe to extend
through and remain exposed for gripping. It also
has a non-slip, exclusive ‘stick-e’ bottom. The sock
is made from eco-friendly bamboo, which is
naturally antibacterial, deodorising and cooling.
Colours: beige sock with blue stick-e bottom or
black sock with black stick-e bottom
For further information call David Mckibbin on
020 8459 2605 or email mckibbinsports@aol.com
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CDS LEISURE

CDS Leisure offers possibly the most comprehensive range of official Manchester
United merchandise, with many items produced exclusively to their own designs.
The range covers a wide selection of products such as hats, scarves, caps,
badges, t-shirts, mugs, flags, footballs, sports and school bags, toys, in-car
products, babywear, stationery, computer equipment, pet products, greeting
cards, gift wrap, football accessories and much more, including a range of official
Manchester United UEFA Champions League products.
For details tel/fax 0161 748 8799 or email cds.leisure@btopenworld.com
CDS also has a selected range of official merchandise for other top Premier
League clubs.
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SPORT INDUSTRY
GROUP

www.sportindustry.biz

KIT STOP
Essential stock for your shop

TKC
SALES
TKC Sales has
been appointed
the new official
distributor of H2O
Audio in the UK
and Ireland. The
company,
established
since 1989, is a
leading
independent
specialist
distributor of active
leisure products
including Rollerblade,
Lowa, Nordica, Frisbee
and F-One Kitesurfing.
H2O Audio is the
leading brand of waterproof
and ‘ruggedised’ sports
accessories and has a complete line
specifically designed for Apple iPods. H2O
Audio created the ‘underwater’ headphone category and continues to
design innovative products that enhance the action sports experience.
For more information contact TKC Sales on 0870 8700150 or
email sales@tkcsales.co.uk
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PRODUCT ROUND-UP

TK HOCKEY COLLECTION
The new TK collection is their best ever, according to TK Hockey.
The sticks, bags and player protection - essentials for any hockey retailer are fresh, innovative, visually stunning and represent great value for money,
raising even TK standards to new heights.
New textile products will enhance the company’s standing as the number
one in hockey clothing, while its goalkeeping equipment grows in popularity
each year, backed by the endorsement of the world’s leading goalkeepers. A
comprehensive range of balls and accessories completes the collection.
For more information call 01722 326595 or
email enquiries@tkhockey.co.uk

KIT STOP
Essential stock for your shop
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JUST ADD
BLOOD,SWEAT
AND TEARS

a collection of training aids,
clothing and equipment for
the serious athlete

For more information about the UK’s number one supplier
of specialist training aids and sports apparel visit:

www.precisiontraining.uk. com
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FSPA MEMBER NEWS

FSPA focus

The latest news from The Federation
of Sports and Play Associations

Could you benefit from help
in finding an agent or
distributor for your company?
The half-day Appointing &
Managing Agents &
Distributors Seminar, hosted
by the FSPA and delivered by
Fidelitas, is an invaluable
opportunity to receive
training on all aspects of
employing overseas agents or
distributors.
The seminar will cover:
■ How to find an
agent/distributor for your
company.
■ Planning to make best use of
your time at an overseas
exhibition to help you appoint
an agent or distributor.
■ The role of an
agent/distributor.
■ Motivating and managing your
agents/distributors.
■ Aspects of EU Agency and
Distributor legislation.
Venue: Federation House,
Stoneleigh Park,
Warwickshire CV8 2RF.
Date: July 29, 2008.
Time: 12.30pm lunch and
registration. Seminar
commences: 1.15pm.
The seminar is free to attend if
you are an FSPA member. The
FSPA is also offering this seminar
free to all companies who fall
into the following categories:
■ Exhibiting with BGIA Group at
Golf Europe 2008.
■ Exhibiting with ATA Group at
Tackle Trade World.
■ Exhibiting with FSPA Group at
ispo winter 2009.
■ None of the above: £50 (plus
VAT) per delegate.
For further information about
this seminar and to book your
place contact:
Jacqui Baldwin on
02476 414999 or visit
www.sportsandplay.com
To find out if your business is
eligible for membership call
Michelle Iddon on
02476 414999 or email
michelle@sportsandplay.com SI
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SPORTSMATCH IS BACK
Sport England has announced the return of
Sportsmatch with a new web-based facility enabling
applicants to apply online. Sportsmatch is designed
to encourage new or additional sponsorship
investment from businesses, trusts and private
individuals. Sportsmatch will continue to offer poundfor-pound matched funding to sporting stakeholders

for projects that encourage participation at grassroots level.
For more information visit www.sportsmatch.co.uk.
The British Golf Industry Association, one of the
FSPA’s umbrella associations, received Sportsmatch
funding last year to develop grass-roots golf across
the UK.

TEAMWEAR FOR PERSONALISATION

www.gamegear.co.uk
01332 85 83 85

KK610

PROACTIVE
SPORTS POLO
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PEOPLE
What does a retailer receive
when he purchases an Xpres
system?
This is dependant on the type of system
purchased, but Xpres systems are available
with a full installation and training package
from our qualified staff in addition to ongoing
technical support and customer service. Xpres
also offers a range of marketing materials to
help businesses promote their new services.

Do you have any new product
launches planned for 2008?

MOVERS
& SHAKERS
Ryan Hornbuckle, marketing director at Charterhouse Holdings plc
Can you tell us about Xpres?
Xpres has been the UK’s number one supplier of
digital transfer systems and consumables since
1980. Thanks to a combination of low set-up
costs and the high demand for smaller runs of
imprinted sportswear, personalised clothing and
accessories, an Xpres transfer system can either
provide the foundation for a new
personalisation business or makes a perfect
add-on business opportunity.
More traditional forms of garment
decoration such as screen printing and
embroidery often have high set-up costs,
making it difficult to produce lower-volume runs
cost effectively. A digital transfer system,
however, allows even a one-off transfer to be
produced quickly and profitably, together
with the ability to produce logos with very
intricate detail.

Who are the company’s typical
customers?
Xpres customers are as diverse as the systems
themselves. Many are already involved in the
personalisation of clothing - whether
sportswear, promotional wear, work wear or
corporate clothing - but we also supply systems
and consumables to trophy makers, photo labs,
sign makers and corporate gift suppliers.

How has the business performed
in the past 12 months?
Xpres has expanded rapidly over the past five
years, thanks to developments in transfer

technology, and the past 12 months have been
no exception. Lower entry costs for hardware,
combined with our widest-ever range of
consumables and imprintable products, has
proved to be a winning formula and we are
selling to a wider variety of customers and
industries than ever before.
Our corporate headquarters and distribution
centre in Castle Donington, Derby provide the
perfect platform for continued growth and
enable us to offer our customers the very
highest level of service and support.

Being in the technology industry means that
there’s always a new product or innovation.
The Versacamm VP 300 is a brilliant wideformat printer/cutter that can be used to
produce garment transfers, banners and signs.
Among a range of new transfer materials we
offer for this machine is ‘Subli-Block’, which has
been designed to produce full-colour club and
sponsor’s logos for football shirts. This material
eliminates bleed-through of sublimation dyes
used in the manufacture of football shirts onto
the transfer itself.
A further key introduction for 2008 is the
Duo Trans 4880 - a new two-in-one professional
printer for the volume user. With the ability to
print up to A2 size in superb detail, the 4880
has two separate ink banks - one for
sublimation and one for regular ink - meaning
that you can now produce sublimation transfers
and full-colour garment transfers using just one
machine. The Duo Trans is, therefore, perfect for
those looking to personalise clothing, in addition
to the wide range of promotional sublimation
gifts available from Xpres. SI
Visit www.xpres.co.uk to see the complete
range of digital transfer systems from Xpres.

What were the best-selling Xpres
lines of 2007?
The Ultragraphics system continues to be
incredibly popular with the textile decoration
market due to the superior print quality
achieved and ease of transfer application. This
is a very versatile package that combines the
best-selling Xpres Cut vinyl cutter with a
choice of printers. In addition to producing
single and multi-colour logos, this system will
also produce full-colour, fine detail transfers.
The vinyl cutter has an optical alignment
system that automatically detects
registration marks produced by the printer,
enabling fast and accurate cutting out of
transfers. This method of personalisation is
extremely cost-effective, producing highperforming transfers durable enough to be
washed at up to 80°C, making it ideal
for workwear, corporate wear and
sportswear applications.
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PRODUCT FOCUS

WHAT’S

HOT

MBT range of physiological footwear
Monika Hudson, MBT UK Managing Director, talks us through the offering.

Can you give us some background
on the brand?

What are the key MBT features
and benefits?

The MBT phenomenon began over 10 years ago
with Swiss engineer Karl Müller’s discovery of
the unique relationship between walking
barefoot on uneven, soft terrain and Masai’s
upright gait and posture. Followed by years of
extensive study, research and development, the
first MBT anti-shoe was born.
This year has seen dramatic advances for
the MBT brand, both worldwide and here in the
UK, in terms of product design and technology,
distribution and marketing. We’ve launched our
seasonal range with fresh and exciting designs
that suit all weather types - dry and cool
technologies for the summer and GORE-TEX®
water repellents for the winter.
In the UK alone, distribution has not only
increased to over 420 stores, but now more
than ever we are seeing an ever-increasing
demand from specialist outlets like Scholl and
sweatyBetty, brown shoe shops like Sole
Solution and department stores like Harrods,
Harvey Nichols and John Lewis.

At MBT we believe walking in conventional shoes
on flat, hard terrain, ie the pavement, has a
negative impact on our bodies. Conventional
shoes unnaturally stabilise and constrain the foot,
therefore important muscles lose their function.
So we at MBT designed footwear that transforms
flat, hard surfaces into an uneven, soft terrain via
unique technology - a curved sole and a
patented Masai Sensor - that recreates the effects
of walking barefoot, naturally. The ‘natural
instability’ created underfoot strengthens the
muscles while increasing muscle activity.
As a result, MBTs tone the entire body and
help to prevent varicose veins and diminish signs of
cellulite through increased skin-boosting circulation.
They improve posture and have been proven to
reduce damaging shock forces to the joints, thus
protecting and preventing a whole host of
degenerative muscular and skeletal problems.

Why has the range sold so well?
The success rests largely on the following
factors:
■ Market leader position as the first and original
physiological footwear
■ Global exclusive retail distribution in 24
countries
■ Attractive margins over the industry standards

Who is it aimed at?
Originally developed as a solution to everyday
medical conditions like back pain, nowadays MBT
appeals to everybody who takes their health and
wellbeing seriously. Enjoyed by sports professionals
as a training device, and recommended by
physiotherapists as a prevention and post-injuries
rehabilitation tool, MBT physiological footwear is
also the first choice of time-poor men and women
looking to shape up and keep fit without putting
pressure on their joints.

■ Brand truth - MBT really works

How is it marketed?

■ 12 years of ongoing extensive research by
leading independent institutions

To satisfy the demand from such a wide
audience, we are working with a variety of
partners, including 420 retail outlets - primarily
independent footwear stores and medical
professionals. MBTs require a personalised
introduction and fitting, which is why our
footwear is not available online.
Since MBT’s launch into the UK market at
the end of 2002, we have received an incredible
amount of regional and national press, radio and
TV coverage like Channel 4’s Supersize vs
Superskinny and the Paul O’Grady show. This
year we appointed our first global advertising
agency, which is based in the US. This resulted in
the launch of our very successful anti-shoe
advertising campaign. The campaign runs across
lifestyle and consumer press and on Underground

■ Numerous testimonials by customers whose
lives have been changed by wearing MBTs
■ MBT Academy’s medical advice to customers
and excellent customer and repair service
■ Patented, unique technology that changes the
surface we walk on
■ Continuous strong advertising, marketing and
PR support for all partners
■ Unique support offered to in-store staff by
our dedicated training and events team
■ Strong relationship and endorsements
from medical, fitness and health experts, as
well as celebrities

billboards and is strongly supported by PR and
promotional events and activities. To help our
partners capitalise on its success, we have also
developed a brand new in-store and window POS
and marketing materials.
In the medical community, MBT’s Academy
and Panel of Experts have seen an ever-increasing
recognition and demand for their presence at
numerous medical conferences, as seen at NEC’s
recent Primary Care exhibition.

What is the most effective way a
retailer can market the range?
MBT is a premium brand with unique benefits
supported by unique communication and
marketing tools and service. We encourage our
partners to capitalise on the bespoke
merchandising support we offer and to facilitate
our brand experience through the exceptional
service provided by our training and events teams.
Due to the strong relationship and recognition
in the medical market, we encourage our retailers
to work closely with local health professionals in
building the brand’s awareness and driving sales.
With the brand-new seasonal range and quality
designs supported by innovative global marketing
and PR, MBT continues to expand its independent
retail network and is proud to help improve
SI
people’s health and wellbeing.
For more information contact the MBT UK
sales team on 0207 684 4664 or visit
www.swissmasai.co.uk
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RETAIL INTERVIEW
stores and differentiate yourself from the
competition. I have links within the local tennis
centre and local clubs and try and help them on
open days with demo racquets and spot prizes.
For the independent to survive, providing online
shopping is now essential.

Are there any current or future
marketing strategies you can
talk about?
We are always aiming to sell more, as with any
business. However, having the right product at
the right time at the right price is now essential.

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

Talking Shop
Nigel Yeomans is the
owner of Field Sports Direct, a small outlet based
within Duffield Squash and Tennis Club in the
Midlands, which has a successful internet business
of the same name
What is your sports retailing
background and how did you
come to be running a sports
retail business?
Field Sports Derby was started by my father in
1948, as there were not many sports shops
around. I have been working in sports retail for
over 40 years and started as a shop assistant,
then moved into managing the store and
eventually owning the business. Since we
relocated to Duffield Squash and Tennis Club and
downsized we now have two staff, and as we
are now no longer based in Derby the company
has also been re-branded as Field Sports Direct.

How has trade been in the last
12 months?

Currently, we are not a member of any buying
groups. I have found that by paying my bills on
time I can get good enough deals and a
reasonable discount. We find out about
new products either from company
representatives or online, as many new
products are launched abroad before they are
available in the UK. For example, some
products appear in Germany up to six months
before they reach the UK.

How do you keep customers
coming back?
By providing excellent service and a good range
of quality product at a competitive price. To give
an example, we aim to complete racquet
restrings quickly - often within an hour if
possible - and that often surprises many of
our customers.

After downsizing and relocating from where we
had been for over 40 years, it has been very
difficult. I think it will take us three years to
become fully established locally and online.

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

Current best-sellers?

How is your online arm going and
what percentage of your sales are
internet-based?

Everyone is looking for a bargain. Special offers
on squash and racquetball are popular as
everyone is money-conscious at the moment.
Also, due to the better weather, the tennis side
is on the up this year compared to last,
especially around the £100 mark.

Customers who think it is always cheaper to buy
on the internet or in larger stores.

Our website (www.fieldsportsdirect.com)
was set up in May last year and is going well.
It currently brings in about 35 per cent of
our sales, although this is increasing
monthly and will take about three years to get
fully established.

How would you describe your
outlet?

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

We now stock tennis, squash, badminton and
racquetball equipment. We also offer services
that are difficult to find locally, including racquet
restringing. We try to keep as much stock on
display for our customers as possible.

Locally we have a number of multiples and
online we have thousands of competitors. To
compete we always aim to give an excellent
service and be competitive on price. There are
no longer any sports shops in Derby that can
offer a personal service and the advice that we
provide. We also offer a wide selection of
racquets and allow customers to try demos
before they buy.

What do you like most and least
about the business?

How do you think independents
could improve?

Other than the relocation and downsizing, the
biggest challenge in sports retail has been
competing against the multiples, keeping up
with the paperwork and paying the bills. SI

What is the strongest sector of the
market for you at the moment and
over the last year?
We are now specialising in racquet sports and
this is becoming our strongest sector.
We also obtain more unusual items such as
snooker tables, table tennis tables and flat and
crown green bowls.
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It depends on the independent, but give a
better service that is not offered by the larger

I love meeting people and giving advice on the
product they wish to buy, and it’s great when
they return and say that they made the right
choice. My dislikes are ordering so far in
advance and the paperwork.

What have been your biggest
challenges in sports retail?

Voted

No.1
Sports Bra
by readers of

To ﬁnd out more contact your Shock Absorber
sales representative, or call Gill Gosden on
01483 291450

shockabsorber.co.uk
Ofﬁcial Supplier
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Key
event

Munich shows that sourcing means sports business

With the debut show this summer already
creating significant interest amongst
exhibitors and visitors alike, SSE (Sports
Source Europe) is set to be a key part of the
sports business calendar going forward.
From 2009 SSE will be an independent part of
the worldwide leading winter sports trade fair,
ispo winter. Rather than a sourcing hall within
this established global show, SSE will take place
as a standalone forum alongside ispo within the
Munich Exhibition Centre.
“The ispo Group has organised sporting
goods trade shows for more than 35 years,” says
Manfred Wutzlhofer, president and CEO of
Messe München GmbH. “Based on this
experience and the continous trend forecasting
and dialogue with trade and industry, all relevant
sporting goods and sports fashion categories are
brought into the annual focus. Now the
emphasis is put on the sourcing segment, which
has always been part of the successful ispo
events worldwide. With Sports Source Europe, it
now receives its very own platform.“

Dynamic
Conceived as an international sourcing forum,
SSE is the dynamic new sporting goods business
platform, introduced to save time and travel
when creating merchandise ranges. A wealth of
sourcing resources from textiles to equipment,
footwear, apparel and accessories will be
featured all under one roof, providing the
chance to talk manufacturing with the best right here in Europe.
Exhibiting companies from all over the
world will present goods and services in 17
different categories, including ball game
equipment, cycling, fabrics and materials for
sportswear, fitness, golf equipment, indoor
sports, publications and services, racquet sports,
skating and skateboarding, sports safety and
protection gear, sports shoes, shop fittings and
equipment, sportswear and accessories, track
and field, water sports and winter sports.
A global communications programme has
been contributing to the success of SSE,
which included promotional visits to ensure that
the important sourcing countries of China,
Taiwan, Hong Kong, Turkey and Pakistan all
participated. These key sourcing destinations can
now be reached in an international village at
SSE in Munich.

SSE 08 opening times
Hall 4 of the M,O,C,.
Sunday, June 29 to Tuesday, July 1, 2008.

Sunday and Monday from 9:00-18:00.
Tuesday from 9:00-15:00.
For free registration and full information
visit www.sports-source-europe.com

M,O,C, - the venue for SSE and
Running Order

Ispocard holders
Will continue to enjoy many trade show benefits
at both of the new exhibitions this summer,
including complimentary admission and use of
the airport shuttle bus and Munich’s easy-to-use
MVV public transport system, for free. SI

Munich’s superb M,O,C, is already a permanent
showcase for more than 500 names from the
sports, footwear and fashion sectors as well as
an exhibition centre. The venue is conveniently
reached in around 15 minutes by public
transport from Munich city centre. Take U6 line
(in the direction Garching) and get off at
Kieferngarten, which is just five minutes walk
from the M,O,C,.
Shuttle buses will run from the airport every
30 minutes to the venue for a cost of only €7
one way or €12 return. There is also parking
available at the M,O,C, but if you choose to
drive there are roadworks on the A9 and
therefore we recommend an alternative route.
For more information on the venue visit
www.moc-muenchen.de

RUNNING ORDER
SHOW

ispo’s new travel service can help with any hotel
bookings - it is an easy-to-use, one-stop shop
with a range of deals for all budgets.

Sunday, June 29 to Tuesday, July 1, 2008.

TRADEFAIRS.com
Tel.: (+49 69) 95 88-36 16
Fax: (+49 69) 95 88-19 13
E-mail: messe-muenchen@tradefairs.com
Internet: messe-muenchen.tradefairs.com

Running parallel to SSE, this is the first
global running trade show of its kind, with
a focus on core running products as well as
associated segments such as triathlon.
RUNNING ORDER SHOW OPENING TIMES:
Atriums 1 and 2 of the M,O,C,.
Open daily from 9:00-19:00.
Registration is free online until June 16,
after which a €20 one-day ticket (inc VAT)
can be purchased at the event.
For further information visit
www.running-order.com
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INDUSTRY ANALYSIS

OR

Can the Olympics drive male teenagers back into competitive
swimming? The NPD Group investigates
Now is the time to get serious with teenagers. The
Olympics are just around the corner and with it Great
Britain has announced a swimming squad that features
some of the greatest prospects this country has seen for
a long time. With the women’s medley team averaging
just 17 years of age and up-and-coming diving star Tom
Daley just 13, an interest from younger people in aqua
sports is surely guaranteed.
British Swimming’s Smart Track programme could indicate
that all is healthy in keeping youngsters competing in the pool,
but NPD’s Consumer Panel shows that the 18-34 age group is
purchasing swimwear more for leisure than for sport. It would
appear that once British teenagers leave school they simply
don’t associate swimming with sport (see Fig 1).
Global spending on swimming is healthy, with estimates
for 2006 at around the $11billion mark. Great Britain makes
up over $300million of this market, so could clearly do with
some fresh impetus.

not, the gap is noticeable. According to NPD’s Consumer Panel,
13 per cent of 18-34-year-old females buy swimwear for sport,
compared to six per cent of males in the same age range.
Across the ‘big five’ markets it is only in Germany that
females are ranked higher than Great Britain in this category,
but the percentage of German males is far higher than Great
Britain. As stated, only six per cent of British males aged 18-34
purchase swimwear for sport, whereas German males from this
category add up to over 20 per cent. France, Italy and Spain
also have a healthy number of males competing in the pool.
There has been a drop-off in spending on swimwear,
particularly for sports use, in Great Britain since the previous
Olympics in 2004. Men’s spending has fallen away at a much
sharper rate then women’s. Around 35 per cent of spending
on swimwear for sports was recorded for both genders in the
six months following the last Olympics, and this has fallen
away to the levels seen now. Traditionally there is always a
drop-off in spending following any major competition if the
sport isn’t broadcast regularly.

Gender gap
So is there a gender gap? The answer would appear to be yes.
Females make up 61 per cent of the British market when it
comes to buying swimwear and whether they use it for sport or
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Accessible
So what can swimming do to attract more male teenagers?
The sport needs to be seen to be more open and accessible.
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Fig.1. Percentage of British spend on swimwear for sport and leisure
Jan-Dec 2007
Source: NPD GB Sports
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With a number of sports there’s a widely held belief that
they’re a closed shop - and swimming is no different. The
fittest, strongest people always rise to the top, but swimming
is a sport that anyone can participate in and fun has to exist if
success is to be enjoyed. Why is it that five guys can enter a
midweek football league, take it seriously in the hope to win,
but still enjoy every game? The same cannot always be said of
swimming. A person can show an interest and join a club, but
then there is a constant push from a coach to be in the pool
three-four times a week to succeed.
Britain needs a top-line swimmer as a role model such as
Michael Phelps or Ian Thorpe in order to create a sustained
interest in swimming amongst males. In fact, Speedo used
Phelps in its campaign for the Fastskin FS-Pro swimsuit and
broadcast the advertisement on the NASDAQ tower in Times
Square. One can only imagine the
interest if in the future Tom Daley is
used to advertise his swimwear on a
screen in Piccadilly Circus. Targeting
teenage males will have to come
down to shrewd advertising at the
right times and in the right media.
Speedo’s new record-breaking LZR
Racer will generate mass interest, but
it has to be advertised widely to make
a difference.
It is clear that British females don’t
necessarily need a reason to carry on
swimming (as seen in Fig 2). Males, on
the other hand, clearly need a push in
the right direction. So the best way to
start is to grasp the opportunity of the
Olympics and build on the upsurge of
awareness as a result of the event. The
hardest part will be sustaining such
raised interest levels. SI
For more information on global spending
figures and NPD’s Consumer Panel call a
member of the NPD Group sports team on
01932 355580.

Fig.2. Percentage of British spend on swimwear
for sport by gender Jan-Dec 2007
Male
28%

Female
72%
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EMPLOYING STAFF

SILVER
SERVERS
The position of over-50s in
the workplace is increasingly
important as the UK
population ages, Dave
Howell reports
We all know that the general population is
ageing, but have you seriously considered
how you can utilise the wealth of experience
that is available to your business by
employing older workers? Currently, the
over-50s represent nearly 30 per cent of the
working population. By 2020 there will be
5million more people over 50.
The sports retail sector may be dominated by
fashion that is intimately linked to the lives of the
younger members of
our society, but when
you consider that
18million people will
be aged 60 plus by
2026, this is a market
that few retailers can
afford to ignore.
With initiatives from
national agencies like Sport England actively
promoting sports to the older generations, you
suddenly have a new and potentially lucrative
market to sell to.

Many older people report
that they cannot get jobs,
training or promotion
simply because of their age

Lishman, director general of Age Concern
England, says: “Many older people tell us that
they cannot get jobs, training, promotion or
volunteering opportunities simply because of
their age. This seems senseless when you
consider the wealth of knowledge and skills that
older workers have built up during their working
life. Many businesses are missing a trick by
discriminating against older workers.”
It’s no accident that the large chain stores

ranging from ASDA, Barclays, JD Wetherspoon
and The Co-operative Group stating the benefits
and positive contribution older workers have
made to their organisations.”
What all these businesses have in common
is a wide appeal to a large potential customer
base. As a sports store owner with perhaps a
very small local market it can at first glance
seem uneconomical and impractical to hire older
people onto your workforce. The reality is very
different. Smaller
enterprises can use
their employees as a
differentiator. What’s
more, if you research
your local market you
may be surprised to
discover that older
people make up a
large proportion of your demographic. It
therefore makes commercial sense to pursue
these potential customers.
Becoming an employer of older people has
never been easier. Central government has long
realised that older workers will become a firm
fixture within the employment landscape over the
next few years. There is plenty of help and advice
available to ensure your transition to an employer
of older people is trouble-free. One of the best
sources of advice is the Age Positive website
(www.agepositive.gov.uk). You’ll find a range of

“What all these businesses have in common is a wide
appeal to a large potential customer base. As a sports
store owner with perhaps a very small local market it
can at first glance seem uneconomical and impractical
to hire older people onto your workforce”

Commercial edge
You already know that having the right staff in
your store can mean regular sales, but who is
going to sell to and appreciate the needs and
concerns of your older customers? This is where
recruiting older employees can give your store a
commercial edge over its competitors. Gordon
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are recruiting more older members of staff than
ever before. A spokesperson for the Department
for Work and Pensions (DWP) said: “Our
research with employers of different sizes across
various sectors shows that the business benefits
of employing older workers include high
retention rates, low absenteeism, increased
employee commitment and motivation, flexibility
and a wider pool of skills to draw from. Older
workers are also perceived to have good people
skills and cope well with change. We have
received very positive feedback from companies
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documents covering everything from workforce
management to understanding the current crop
of age-related employment legislation.

Discriminaton laws
Once you have made the decision to look for
older employees for your store, you must take
into consideration the discrimination laws that
could impact on your business. It is now
unlawful to discriminate against anyone over the
age of 16. All employers are covered by the
legislation. For instance, asking for a date of
birth or number of years experience on an
application form could be deemed to be
discrimination, so be aware of these points
when designing your recruitment process. The
Chartered Institute for Personnel and
Development states that on average businesses
spend £3,600 recruiting a new member of staff.
It’s therefore crucial that you find the right
people quickly to avoid any unnecessary costs.
If you use a recruitment agency, it is still
ultimately your responsibility to ensure no
discrimination takes place in the recruitment
process. In addition, as you are actively looking
for older workers for your store, it’s easy to fall
into the trap and discriminate against potential
younger employees. If you’re unsure, ACAS can
give impartial advice (0845 747474 or visit
www.acas.org.uk).
Your store may also have a formal training
platform in place that links to promotional
prospects. Older workers can bring a great
range of skills and knowledge, but they will also
need additional support if you intend to offer
them training as they will in some cases have
been outside of the formal education system for
decades. Age Concern England’s Gordon
Lishman says: “The population is ageing, so
employers should start to adopt agemanagement strategies. They also need to
ensure that their recruitment and progression
policies and practices are age neutral. People
should not be denied jobs because of their age,
and workers of all ages should have an equal
chance of training and promotion.”
Clearly one of the most concerning issues
for all store owners is how older recruits will
integrate into an existing workforce that can be
of a very young age. Research from Jobcentre
Plus would indicate that this is a perceived
problem with little weight in reality. The research
concluded that 40 per cent of older workers
believe their younger colleagues can teach them
skills. Lesley Strathie, chief executive of
Jobcentre Plus, comments: “The research shows
that having the right balance of age and skills
can bring numerous benefits to establishing a
complete workforce for both employers and
employees. Both older and younger workers
appreciate and learn from the qualities each
brings to the workplace. It’s not always easy to
get the mix right, which is why Jobcentre Plus
advisers work closely with employers and
candidates to match the right opportunities with
the right people.”

Commitment
For the smaller enterprise diversifying your
workforce can be a major commitment in time
and resources. But you don’t have to think about
full-time employees as often older workers will be
looking for part-time work. This is ideal for all
owner-managers who can test the water of
recruiting older people to see first hand if this
produces the results that are expected. Think
about how you can enhance your existing
workforce now as this will be time well spent if
you discover that older members of staff do
indeed have a positive impact on your bottom line.
Legislation and the extending of the
retirement age all have an impact on you as an
employer. “As the population of the UK gets
older we will see people working for longer,”
says Gordon Lishman, director general of Age
Concern England. “We already know that the
age of retirement, set by the government, is set
to rise to 67 and there is the potential that this
will rise further. Over the next 20 years, the
labour supply shortfall created by demographic
change must be addressed as a priority. For
economic sustainability, and to meet employers’
projected demands for labour, a rising share of
adults aged 50 to 69 will need to be in
employment. Our calculations show that to
achieve the government’s overall aim of an 80
per cent employment rate by 2015-2020, an
extra 3million people will need to be in work, of
whom more than half could be over 50.”

The commercial climate that your store is
operating in is changing. The customers that will
become the lifeblood of your business will
modify their profile out of all recognition as the
population ages. Says a spokesperson for the
DWP: “The retail sector, for example, employs
just over 3million people (10 per cent of the
national workforce) in 202,000 firms. By 2014
the sector will need an additional 1.4million
new workers to meet demand. People should
have the opportunity to work up to age 65 and
over if they wish to do so. Currently over
1.2million people have already chosen to carry
on working past state pension age - many of
those people taking part-time positions.”
In the medium term you need to think
about the strategy you will adopt to ensure you
can service the new customers that will become
a factor in your store’s future income.
Recruiting older members of staff could be one
component of your marketing strategy that
could deliver a sustained upswing in profitability
you were not expecting.
There is no escaping the fact that as the
population ages retailers will have to react to
this shifting market. With more older people
possessing a large proportion of disposable
income, all businesses have a commercial case
to support this market. One clear way of doing
so is to diversify your workforce to enable your
business to reach this new market, and reap the
financial rewards on offer. SI

WWW.SPORTS-INSIGHT.CO.UK 31

Gilberts:Layout 1

2/1/08

12:09

Page 1

The GILBERT footwear collection for 2008 sees classical styling
married with cutting edge technology and design. The range offers
lightweight yet durable performance boots that provide stability and
support and have been designed to meet the demands of all rugby
players. The range is endorsed by some of the world’s top
international players and focuses on technological advancements,
which will benefit players, whatever their level.
The Synergie Elite is designed to meet the demands of top-level
rugby. With a traditional centre-lacing layout and a full premium
leather upper, the Synergie delivers outstanding comfort and fit.
The boot utilises the new XSP outsole, an innovative new design
with Pebax shank and chrome support unit for superior lightweight
responsiveness. The internal torsion support system supports
strategically positioned studs for superior weight distribution and
outstanding balance. Further technological advancements have
been made to the Elite Protex foot bed. Through heel cushioning,
mid foot stability and breathable memory foam, it offers ultimate all
round performance
The Viper Pro is an all round performance boot with amended
styling and superb technical features making it the ideal choice for
the serious player who demands that bit extra from his or her
boots. The upper is made from nappa leather for outstanding
comfort with functional chrome branding offering dorsal protection.
GILBERT have developed a range of boots designed for rugby
covering all playing positions, and the hugely successful Vanguard
is designed to cope with the demands of playing in the pack. It
utilises a lightweight protective carbon heel wrap and wide fitting
last to provide enhanced protection and fit. GILBERT prides itself
on developing Rugby boots for Rugby players and as such is one
of an ever-decreasing number of brands to offer a serious
performance shoe in the mid cut category. The Vengeance Mid
hard toe boot is designed for support and protection with the
additional ankle support.
When it comes to value for money GILBERT excel with
outstanding options in the Saracen and Sidestep X2. A new option
for 2008, the Saracen is a durable boot for players of all levels,
offering comfort, style and durability. GILBERT’s success story, the
Sidestep has received cosmetic updates for the 2008. A classic
black and white option is available in a variety of models, including
junior, senior, hard toe, Hi Cut hard toe and a hard ground moulded
sole unit option. Following the success of the Sidestep in recent
years the red black option will continue to supplement the stylish
new black white option.

FOR MORE INFORMATION ON GILBERT’S BOOT
RANGE, OR TO ARRANGE TO SEE SAMPLES, PLEASE
CONTACT YOUR LOCAL SALES REPRESENTATIVE
OR ALTERNATIVELY CALL 08450 66 1823.
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SMART-SCREEN TECHNOLOGY
technology for a wide range of clients
including independents, banks and
multinationals like Virgin and Argos.

Affluent over-50s

SMARTER
RETAILING
Smart-screen technology is revolutionising the way
people shop. Tony James reports

Picture the scene: a customer enters your
store, but instead of consulting an assistant
or browsing through merchandise displays,
he or she immediately makes tracks for an
attractive kiosk kitted out with online
interactive touchscreens. The customer scrolls
up ranges of products, sees them in action on
video links, compares performance, quality
and price, orders online, arranges a delivery
date and leaves the shop, pausing only to say
thanks and goodbye. This is no futuristic
scenario - online self-service transactional
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kiosks and networked media displays are
now one of the fastest-growing retailing
developments since the supermarket format
was invented 90
years ago.
And consultants reckon that they could
be the lifeline small independents have
been praying for ever since the multiples
moved in next door. For instance, ‘smarter
retailing’ experts like Kudos Digital Group, a
London-based software and solutions
provider, have devised smart-screen

Studies have shown that the fastestgrowing group of internet kiosk customers
are the affluent over-50s, who make up
nearly half of all retail consumer demand.
“Older customers are anxious to use selfservice through internet kiosks as long as
they can be guaranteed quick and efficient
service,” says online development
consultant Jeff Thomson. “Strangely they
are the least suspicious of innovation if it
saves time and money.”
Experts forecast that in the next couple
of years there will be a sharp increase in the
number of small independent retailers
developing multi-channel businesses based
around internet kiosk facilities. Indeed,
smart-screen kiosks could well be the key to
the survival of at least 10,000 small
independents, enabling them to offer a
much larger ranges than could be physically
kept in small or medium-sized premises.
Jeff Thomson says that interactive
screen technology has already
revolutionised ecommerce in the past three
years. Nine million households in the UK
now spend over £2,000 a year on nonconsumable retail purchases through the
internet and this should increase by at least
30 per cent in the next five years.
“Retailers are dealing with a new breed
of customer,” Thomson says. “They are
technologically literate and less tolerant of
hanging around in queues waiting for
attention. It’s all part of the new generation
of in-store solutions based on what is
essentially self-checkout.”
Latest estimates are that £80billion of
UK spending is now influenced by the
internet - a 20-fold growth in less than six
years. But despite their already dramatic
effect on retailing, particularly in the US,
smart-screen kiosks can still cause problems,
according to Gill Mander, retail analyst at
consultant Gartner G2.
She says: “Some still require a high level
of customer interaction while delivering a
relatively limited service. Our research
shows that customers are happy to use
kiosks for jobs such as checking the price
and details of an item before ordering
online, if the information is quick and easy
to access. It is critical that customers get
what they want with a couple of
keystrokes. If they have to navigate through
a dozen menus they just won’t bother.”
Barrett Ladd, an analyst with
consultants Gomez Advisors, confirms that
in-store internet kiosks are not always a soft
sell. He says: “The success of interactive
systems that let shoppers browse through
product catalogues depends heavily on the
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retailer’s customer base and whether the
technology goes beyond what can be
bought in the store. If you can’t deliver
what you offer it’s a recipe for disaster.”
For instance, a study by Summit
Research Associates involving over 600
retailers in more than 40 countries showed
that three out of 10 in-store kiosk projects
failed because the systems weren’t
sufficiently maintained or because
customers weren’t properly briefed about
their advantages. “The biggest gripe we get
about online interactive services concerns
communication,” says Jon McNerney, boss
of interaction specialist Talisman, which
recently completed a ‘mystery shopper’
study to test the efficiency of interactive instore services. “Level of service is really
going to separate the winners from the
losers. Looking after customers once they
are using your online facilities has never
been more important.”
And Jeff Thomson adds: “When
introducing unfamiliar media screens and
self-service systems, make sure the
customer’s first impression is a positive one.
The equipment should provide information
in near real-time, be easy to handle and
have an efficient payment mechanism.
Involve staff as early as possible in the
project so that from the outset they are
familiar with the system and can encourage
customers to use it. Big media screens create
impact and when managed well, such
projects can result in significant rewards
for retailers.”

Invaluable
Alex Camara, managing director of Coinstar
UK, a leading interactive kiosk developer,
stresses that kiosks are becoming invaluable
for what are known as ‘distress purchases’ from adding minutes to prepaid mobile
phones to accessing information on services
and products without having to find an
available member of staff. Camara says that
the introduction of interactive touchscreens
has transformed the potential of self-service
kiosks. He explains: “People have taken to
touchscreens very well. Installed in busy
parts of a shop or store, kiosks offering the
right services are growing in popularity far
beyond our expectations.”
Camara places great importance on the
appearance and location of interactive
screen kiosks. “We make sure that
customers know what a kiosk is offering
from at least 18 feet away,” he says. “As
well as saving on staff, kiosks can ensure
trade from customers who would simply
leave the shop if they had to wait in line
at a counter or check-out. This can
significantly reduce the number of lost sales
for retailers.”
Sports goods giant adidas is one of the
latest multinationals to integrate smart-

screen technology to provide customers with
what president and CEO Eric Stamminger
describes as “an engaging interactive
experience”. He explains: “Our adidas sport
performance centres are an important
communication platform for us. Here we can
showcase our understanding of sport and
communicate directly with our customers.” In
all its major stores, adidas has installed
smart-screen networks comprising plasma
screens, interactive terminals and projectors
with integrated sound and lighting systems.
A major pioneer of interactive internet
kiosks, office products retailer Staples now
has the facility in nearly 1,000 stores,
enabling customers to order 45,000 items
from the company’s online catalogue, plus
more than 100,000 software packages and
business services including banking and
insurance. Customers can either be billed
later or, if they prefer, can settle up at a
checkout before leaving the store. Staples
reports that smart kiosks have dramatically
increased operating efficiency, improved
stocking and ordering systems and
generated massive customer interest.

Firing the imagination
In fact, interactive kiosks have fired punters’
imaginations ever since they were first
dreamed up in primitive form by University
of Illinois medical student Murray Lappe over
20 years ago. Dr Lappe later founded
eScreen and became a major figure in US
medical research.
When the first kiosk was installed in the
students’ union, 30,000 students, teachers
and visitors stood in line to try it in its first
six weeks. Since then, interactive smart

screens have had an almost magical ability
to encourage online sales, particularly
impulse buys, as long as the site is geared to
fast, convenient sales.
Says Ruth Stevens of eMarketing
Strategy: “Do everything you can to get out
of the way of the online purchase. Make
sure your site has smooth navigation.
Reduce the number of clicks required to get
to the purchase. Streamline the order page
and try to eliminate scrolling. Impulse buyers
soon give up if ordering gets tedious.”
But Jeff Thomson warns that there are
always potential problems with impulse
buyers let loose in a self-service online
facility. He cites the case of a young man,
unemployed and known to be a
compulsive shopper, who was about to
order £2,000 worth of home gym
equipment on credit from a South London
retailer’s interactive kiosk.
Although anxious for the sale, the
retailer persuaded the potential purchaser
to answer three questions: ‘Did he need it?’
‘Would he use it enough to justify the cost?’
and ‘Could he afford it?’ When the answers
all turned out to be ‘No’ the young man
was advised to go home and think about
the purchase before committing himself to
further credit.
“You might say that such softheartedness has no place in business, but in
this case it paid off for the retailer,” Jeff
Thomson says. “The young man
disappeared from the area leaving nearly
£15,000 of unpaid bills, mostly involving
stores which had happily encouraged online
interactive impulse sales - and only asked
questions when it was too late.” SI

The introduction of
interactive touchscreens has
transformed the
potential of selfservice kiosks
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New VyoMax Lite Bar
• 15g Protein with
no aftertaste
• Low Glycaemic Index
• Less than 3g Saturated
Fat per Bar
• Aspartame Free Sweetened with Sucralose
• Not Genetically Modified
• No Hydrogenated Fat
• Added Fibre to help keep
hunger at bay

Ideal as a
handy snack to help
you get through the day.
The taste and texture of these bars is second to
none, make your tastebuds zing with Lemon Crunch,
try a taste of the exotic with Coconut Crunch and indulge
yourself with Chocolate Crunch.

Try them for yourself today!

Order Online at www.sksports.co.uk or Telephone us on 0161 865 8555
e-mail info@sksports.co.uk
Available from all good gyms, sports nutrition & health food stores.
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FITNESS & HEALTH CLUBS
make a big statement to current and potential
members revising your free weights facilities
could be a fantastic option.

Functional

Fit for a

purpose
There has never been a better time to consider
reverting back to traditional forms of weight training,
says Tom Haynes of York Fitness
Over the years there have been many new
fads that have come and gone in the health
and fitness market, but one item has
always remained popular: free weights.
There is nothing that comes close to the
natural freedom of movement you achieve
when using them.
When looking at what it
costs for a single machine
such as a chest press,
the option of a good
bench press, bar and

plates outweighs it considerably. Yes, single
machines do have a place in health clubs, either
for new members who are unsure of how to
use weights correctly, or for clients who are
happy to make do with what they have, but to

The buzzword in the industry seems to be
‘functional’, but what does this mean? Fit for
everyday life? Fit for a sport? Simply, it’s being fit
for a purpose. With many jobs today being
more sedate than in previous generations, it’s no
wonder our bodies cannot cope with the
stresses placed upon them when doing everyday
chores such as gardening or having a kickabout
with the kids. The result is more injuries to areas
such as the lower back, and in sports
environments, lower limbs.
Generations past used to work the land and
in prehistoric times hunt and fend for
themselves. All of these required functional
movements such as lifting bags of grain,
dragging items such as trees or
jumping/bounding. These are multi-plane
movements, which require muscles to work in a
multitude of directions and at different
intensities, resulting in a more functionally
strong body and leading to fewer injuries.
The idea of functional training is to recreate
the movements that we used to do and
implement them into our workout regimes.
Movements such as dead lifts are still frowned
upon, but if done correctly will create a good
base for greater overall and core strength
improvements down the line.
When you have bought the equipment and
covered the teaching of exercise, you will have
another string to your proverbial bow. As a
result, you stand a good chance of keeping
happy members and adding new members to
your facility, giving you an increase in turnover
and profit. SI

Some of the things health club managers should ask
themselves when revising free weights or adding
functional training equipment to a site:
WHAT SORT OF CLIENTELE DO I WANT TO ATTRACT?
This will help you decide how big your dumbbells should be, whether you need items such as
medicine balls and what sort of quality of equipment should be aimed for.
WHICH MANUFACTURERS IN THE MARKET PLACE DO EXACTLY WHAT I AM LOOKING FOR?
This will help you get the correct, in-depth information on the equipment you require without
the confusion of several brands being offered by one retailer. The key is often to go direct.
WHERE HAS THE KIT FROM THE MANUFACTURERS PREVIOUSLY BEEN INSTALLED?
Has it been purchased by top-flight football and rugby clubs? These are considered the toughest
environments for kit to be used in. Endorsement of equipment is a grey area as it’s a case of
‘money talks’. So look at the users not the endorsers.
WHAT IS THE LEAD TIME ON ORDERS?
Many companies will take an order in the UK and then send it halfway round the world, so lead
times can be up to six months in some cases. Don’t be scared to ask whether it’s in stock or
when it is due into stock - these are critical questions, as your members don’t want to wait on a
promise. Delivery times should be around four-eight weeks if kit is to be specially made, but
some companies have UK stock and delivery can be 14 days.
NOW THAT I HAVE THE KIT, ARE MY STAFF EDUCATED IN USING FREE WEIGHTS?
If you are looking at targeting sportsmen and women, then it would be advisable to put staff on
weightlifting courses such as those offered by UKSCA. These courses are for basic weightlifting
movements such as squats, dead lifts, snatch, etc, but can be tailored to improve a specific sport.
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FITNESS & HEALTH CLUBS

SPORT INDUSTRY
GROUP

www.sportindustry.biz

SWEAT GUTR
The Sweat GUTR is the ultimate sweatband
solution - built to keep sweat from running into
your eyes and blurring your vision. It works by
channelling sweat away from your eyes, so you
can focus on what matters - not the sweat.

■ Completely resistant to saturation
■ Ultra-comfortable and completely adjustable
■ Sleek design allows for better airflow
■ Easy to clean - just rinse and go
■ Built to last

Benefits:
■ Reduces the amount of sweat in your eyes

For more information call 353-1-2846107, email
sales@irishfit.eu or visit www.irishfit.eu

FITNESS & HEALTH CLUBS
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VYOFIT TETRA
Great tasting, scientifically formulated and fortified with vitamins and minerals, VyoFit is ideal
for anyone who wants to put the best in and get the best out of their body.
The VyoFit ready-to-drink, aspartame-free, low-fat formula provides 21.5g of high-quality
protein, which is what your body needs to help build new muscle; 21.5g of carbohydrates, which
can help provide your body with energy for maximum performance; and a wide spectrum of
vitamins and minerals that your body needs to help build muscle and promote optimum
recovery when used in conjunction with a balanced diet and regular exercise regime.

MAXI FORCE
ENERGY DRINK
A guarana and caffeine
energy boosting drink,
perfect for endurance
sports or intensive
exercise. The ingredients
used have been chosen
to help improve
performance and
stamina and help to
reduce the effects of
tiredness and fatigue.
Maxi Force is a greattasting, refreshing,
fruit flavoured drink
that is available in
sparkling or still.
For more information call Samir or Tracey Kiami on
+44 (0)161 865 8555, email tracey@sksports.co.uk or visit www.sksports.co.uk
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Irelands number
in Sports and
Leisure supplies

Call: 01-460-4760

www.spsportscatalogue.ie
For all your pool, equipment, sportswear and ancillary products
you can now order on line.
1000’s of products at your finger tips 24 hours a day, 365 days a year

Special Insight offer
10% off on loose catalogue goods when
you mention insight magazine.
Order now by calling 014604760 or order on line
www.spsportscatalogue.ie
Offer only available to ROI only

Just launched

www.spsports.ie
For all your sports and leisure equipment, whether
its for commercial or home use, servicing or line
marking, use SP Sports. We are your one stop
shop for all that’s sports and leisure.
Special Insight offer for Insight readers
Treadmill TUNTURI T80 for €2450
*Price is ex VAT.

2008 SUMMER 10% discount on all Semi Commercial Fitness Equipment
Silent operation system with a strong motor. Shock absorbing T-Flex™ running base with orthopaedic belt
gives an extra touch of running comfort. Position speed control (PSC) Tunturi"s patented hands-free
speed control system: machine slows down when the user slows down and accelerates when the user
speeds up the pace. Simple folding with a safe double-locking system immobilizes the belt - useful for
families with children. Pure Scandinavian design, use of high quality materials. Hand built in Europe.
Sturdysteel frame. Large control keys within easy reach distance during training.
Offer only available to ROI only
SP Sports, Unit F5, Riverview Business Park, Nangor Road, Dublin 12
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Revolutionary
Sci-MX Nutrition has recently launched an all-inone lean muscle gain formula called OmniMX™. Inspired by the Latin word Omni meaning
’everything, all’, Omni-MX™ is now available!
Sci-MX Nutrition believes Omni-MX™ is Britain’s
best all-in-one lean muscle building formula and
it contains proven, tried and tested ingredients
that increase muscle size, strength and power.
The retail price for a 1.68 kg, 24 serving
pack is £45.99. This equates to £1.91 per
serving which compares favourably with the
UK’s best known all-in-one formula in terms of
value as well as nutritional profile, making
Omni-MX™ unquestionably superior to any
similar product.
Each daily serving of Omni-MX™ provides
an optimum dose of 70g of GRS-5™ protein
blend, 10g creatine, 10g l-glutamine, 3g HMB,
2g beta-alanine, 11g BCAA’s, ecdysterone,

New all-in-one lean
muscle gain formula
from Sci-MX Nutrition

chromium and Bioperine™. Available
in delicious banana, chocolate and strawberry
flavours.
Whether you want
to build muscle size,
burn fat, increase
strength and
power, improve
your physical
appearance by
getting into
shape, or
enhance your
sports
performance, SciMX Nutrition
offers a range of
nutritional
supplements to help you achieve your goal.

thumbs up
Sci-MX gets the thumbs up from
Rugby’s top echelons.
Sci-MX Nutrition is the official sports supplement partner to the Guinness
Premiership rugby side Worcester Warriors for the 2007/2008/2009
season, with matches televised live on Sky Sports and the BBC, where the
Sci-MX logo on players’ kits is displayed to an average of 1.2 million
viewers per game throughout the 8 month season. Sci-MX’s nutritional
advisors work closely with the team and coaching staff to ensure that they
follow the most effective nutrition plans for their specific physical needs,
position and training regime.
Team captain and England cap, Pat Sanderson, recently said “I’ve tried
just about every brand of supplement that exists. The Sci-MX range is the
most effective and offers the widest variety of products, covering every
aspect of muscle building and conditioning. Pro athletes cannot wager
using poorly manufactured products due to the risk of contamination. SciMX’s stringent quality control and batch testing gives me complete peace
of mind so that I can focus on what I do best”
Sci-MX Nutrition has also been appointed as the official supplement
supplier to the Irish Rugby Football Union (IRFU). As a prestigious
international rugby union, the IRFU applies stringent criteria when
appointing a nutritional partner. This move also means that all Irish
national club sides will also be using Sci-MX Nutrition.

Sci-MX Nutrition Ltd, Coln Park, Andoversford Industrial Estate, Cheltenham, GL54 4HJ.
E: info@sci-mx.co.uk
T: +44(0) 1242 821 304
F: +44(0) 1242 820 975

www.sci-mx.co.uk
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is the changing demographic of the UK: more
old people are finding that they want to still
play sport, but that they are more likely to get
injured. Increases in the incidence of rheumatism
and arthritis are also keeping the supports
market busy.

Mourning the indies
However, the demise of many independent
retailers has had a huge effect on the market,
says Tony Aries, managing director of TransGlobal Sports, which distributes LP Supports.
“The market's not growing any more as so
many independents have gone to the wall,” he
says. “We’ve lost a huge chunk of business over
the last couple of years, although the internet
market is strong for supports, so at least that's
an area that's healthy. The changing
demographic in the UK has helped as older
people are staying fitter longer, and they are
more prone to pulling or tearing something, so
that market is quite strong. The most popular
supports are still for ankle and knee injuries,
which always sell well, and last year we began
designing and patenting our own supports.”
Despite the changing retail landscape, the
company is managing to retain its position as a
competitive global supplier. “We’re still launching
new products despite the slowdown,” says Aries.
“A year ago we opened a new design and
development department with three or four new
designers, and we have since patented both a
new ankle and a new tennis elbow brace. The
way forward is to launch more specialist, more
luxurious supports of superior quality. But we
really miss the independents because they
tended to really support the range we supplied
while the chains are just not interested.”

Net gains
Mueller brand manager Greg Soffe of 1000 Mile
Sportswear echoes Aries’ sentiments: “I’m not

SUPPORTING ROLE
Sporting accidents are a fact of life, but these days retailers can recommend a wide
range of products designed to prevent or relieve injury, says Catherine Eade
Increasing awareness of wellness and keeping
fit means there is no shortage of individuals
taking up sport. A third of the population
currently participates in some sport or activity
- around 20 million possible consumers.
At the moment the key sports in the UK
market using supports and performance apparel
are football, rugby and cricket, but there is
penetration into other sports such as hockey, while
the US market has proved to be a country in which
performance clothing across many sports is strong.
There are three main channels catering for
support goods: sports retail is the most
established channel of distribution, and stockists
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are still experiencing steady growth. Chemists
are also enjoying a good market - in the main
due to government health policy encouraging
people to self-diagnose and treat - while an
increasing number of health websites sell sports
supports and rehabilitation gear online.
The business of sports injury prevention is
currently worth around £20million per year and
rising. The trend over recent years has been for
people to be more aware of their own bodies,
and with an increasing number of people selfdiagnosing injuries and treating themselves,
retailers who stock sports supports are finding a
healthy market. Also driving growth of supports

sure that the prevention/supports market has
grown a great deal over recent years due to the
fact that there are far fewer quality independent
sports shops around,” he says. “However, with
the rapid rise in internet retailing, which lends
itself perfectly to a high quality technical brand
such as Mueller, we have seen dramatic
increases in sales - particularly where retailers
have also opened an internet site. Mueller has
witnessed in the region of 40 per cent growth
per annum, although this is not necessarily
reflective of the industry as a whole.”
Scandinavian supports manufacturer
Rehband Sports, the market leader in
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Scandinavia, has achieved growth of between
10-15 per cent per annum over the last five
years, says managing director Anders Bergquist,
who explains: “Our plan is to expand in Europe,
and we are also talking to different companies
to establish our brand in the UK.” Bergquist
believes around 25 per cent of athletes now
wear supports, adding: “If you take a look at
the most popular sports using our products it is
football, handball, racquet sports, strong man
competitions and many more.
“The advantage of Rehband is that we have
developed our product range in close
cooperation with doctors, physiotherapists and
athletes. We also have depth of knowledge
within our company about high-tech products,
electric prosthetics and other medical-technical
products, which we use when developing our
sport products. With this know-how we have
developed products which are superior in
comfort, fit and performance. We have a new
line of products specially adapted for strong
man and weightlifters, and a new ankle brace,
which will be launched in August.
McDavid country manager Paul Sherratt is
also bullish about the market, saying:
“Without doubt the sector still has enormous
potential. McDavid has seen massive growth in
the US market since 2000 and for the last few
years in the UK the momentum has been
building as athletes begin to recognise the
benefits of wearing the products.”
Greg Soffe gives a clear picture of the
varying market for supports among athletes:
“Professional athletes competing at the highest
level and who have access to the best training
facilities and medical support will only tend to
play or compete when they are injury-free and
prefer not to wear any supports,” he says.
“Mueller supplies most coaches and
physiotherapists with a vast array of sports
medicine products, which are regularly used
during training and for the prevention and
treatment of injury. Support products are worn
during competition by athletes competing in
highly stressful events such as weightlifting and
field sport throwing events where additional
support is required to the muscles or joints.

“It’s the serious amateur sportsperson or the
‘weekend warrior’ who wears support products
on a regular basis; those who may have slight
knocks or niggles or the odd ache or pain, not
bad enough to stop them playing, but who need
a sports support to help support their injury or to
help prevent a previous injury recurring.”

Common injuries
The most common injuries are to the knee and
ankle - either impact injuries caused by tackling
or collisions, or overuse injuries that have a
number of causes. In line with this, Mueller has a
comprehensive range of knee and ankle braces
on the market ranging from compression
supports to high-tech braces, says Soffe.
Says Sherratt of McDavid: “Our core hDc
(heat dry cool) garments are selling particularly
well, such as the Compression range and the
ColdWear range of thicker garments for more
extreme temperatures. The HexPad has also been
well received as the next generation of
undergarments, especially in rugby. There are
many brands with performance apparel, but there
are no other brands who have taken this concept
a step further and incorporated padding.”
1000 Mile’s best-sellers include the one-sizefits-all knee and ankle supports and the jumper’s
knee patella strap. Says Soffe: “Muellers’
innovative one-size range is always popular, as
are the Cho-Pat running specific supports. Hg80
has in 18 months risen to be the market leader
for top-end retail supports. In addition, Mueller is
about to launch a ladies-specific range.”

Pink power
Vulkan is one brand that has done just that. Says
Mobilis Healthcare assistant brand manager Cher
McDonald: “Recognising a clear gap in the
market, Vulkan has just launched a fuchsia pink
women’s version of its Advanced Elasticated
lightweight supports range, with 25 per cent of
the price of every pink limited edition support
going direct to Breakthrough Breast Cancer. We
wanted to acknowledge our female customers
and recognise that their bodies are different, so
we redesigned and re-sized one of our bestselling advanced supports and made them pink

to raise vital funds and awareness for
Breakthrough Breast Cancer.
“So far the response has been
phenomenal. No other supports manufacturer
in the world has a range of joint supports made
specifically for the female frame which
simultaneously commits to raising over £20,000
for the UK’s leading breast cancer charity. As
well as our regularly active customers, people
running in charity events have been impressed
by this product, buying them for neighbours,
family and friends. The colour and charity
connection has really turned a new market
onto the benefits of taking care of their joints,
especially for those who are not regularly
active, or those who see charity events as their
motivation to be active.
“Where most sports support products are
found in sport environments, these products
have a much more generic appeal. They are
light and comfortable enough for less strenuous
activity as well as running and sport, and are
ideal for other activities, from gardening and
golf to expressive dance and ballet.”

Technology advances
New materials and manufacturing techniques
have also meant an increase in product ranges,
says Soffe: “The best example of this is the
Mueller Hg80 range of braces. Inner sleeves are
made from Hydracinn, a Mueller-exclusive fabric
which is latex and neoprene-free, making it
hypoallergenic. Hydracinn also wicks moisture
away effectively so that it causes no sweat - a
must with close-fitting supports. A revolutionary
antimicrobial barrier, AEGIS, is then bonded on
to protect against odour-causing bacteria and
fungus. Inner grip strips hold the braces in place
and prevent slipping.”
The need for surgery may decline with
technical advances and new imaging methods
to diagnose and treat injuries, while improved
rehabilitation techniques will in future lead to a
more natural progression to recovery for
musculoskeletal injuries. But today the most
obvious choice for athletes is sports supports
and apparel. Retailers may do well to consider
this healthy market. SI
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MUELLER
SPORTS
MEDICINE
Leading sports support
brand, Mueller Sports
Medicine, has launched
Lifecare for Her supports sized and
contoured specifically for
women. Using ultra-thin,
breathable fabrics,
Lifecare for Her offers
comfortable all-day
support for knees, wrists,
ankles and elbows. Aegis
Microbe Shield technology
protects against microbial
growth, controls or eliminates odours, stains and deterioration and because the supports
are Latex-free there is no chance of allergic reaction.
Increasing demand from female consumers for gender-specific product, along with
the eye-catching, feminine colourway, should make this range an easy sell through. It
will be supported by advertising and PR, POS material and compact display stands.
Available from July 2008.
Contact 1000 Mile on 01923 232244 or email sales@1000mile.co.uk for more information.

SPORTS SUPPORTS
MCDAVID HEXPAD
Super lightweight, compression, breathable, impact protector,
machine wash and dry - the next generation of baselayers
HEXPAD SLIDING SHORT
When the summer arrives pitches dry out and the
ground gets hard. As a result, rugby and football
players back in training are looking for extra
protection for hips and thighs as sliding around on
these surfaces takes its toll.
Available in black or white, the McDavid
HexPad sliding short is designed with these
conditions in mind and combines the benefits of
McDavid’s hDc moisture management system to
regulate the body temperature with
compression fit to support the large muscle
groups and reduce fatigue and injury. Finally,
hundreds of individual foam hexgons are
bonded to the fabric in strategic areas for
maximum protection.
HEXPAD SOCCER GOALKEEPER SHIRT
This is a long-sleeve compression shirt with
HexPads protecting the arms and shoulders.
Conforms to and stretches with your body for
continous protection. Ultra hDc moisture
management technology for heat control
comfort and protection.
This and other HexPad products are in
stock now from McDavid on 08701 188002
or email info@mcdaviduk.com
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All sports kit
made to measure
for your
customers.
We produce kit for football and all
other team sports, as well as
custom made teamwear, leisure wear,
tracksuits and so much more.
All in your customer’s choice of colours.
Excellent value for all enterprising sports
retailers, and ideal for resale onto local sports
clubs, schools, colleges and universities.
Embroidery and print service available.
All garments designed and manufactured by
Team Colours the leaders for versatility in style.
Contact Team Colours now
for more information.

www.team-colours.co.uk
enquiries@team-colours.co.uk
Team Colours Ltd. Dept SI0708, 81 The Maltings, Stanstead Abbotts, Hertfordshire, SG12 8HG.

tel 01920 871 453 • 01920 877 270 • fax 01920 872 278
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HI-TEC HYDRO
The Hydro (£35) is a clever and
extremely versatile boat shoe
specifically designed for on, near
and off the water. The innovative
design is a fusion between classic styling
and the latest in footwear technology.
Providing you with confidence and grip for all
your onboard activities, the shoe features a unique
drainage and aeration system and an essential non-slip and
non-marking rubber outsole. The Hydro is made from an
extremely lightweight, anti-microbial rubber, plus an odour resistant
foot bed, making it ideal to wear with bare feet. Offering sandal-like
wet and dry comfort, the rubber does not soak up any water, drying
almost instantly whilst your foot is protected as with a traditional boat shoe.
For further information on the HI-TEC collection visit www.hi-tec.com or call
01702 541 771.

KUDOS RETAIL
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OUTDOOR

HELLY HANSEN
Helly Hansen’s new Volt, Charger and Rapide jackets are designed specifically for
outside activities and offer ultimate protection. These new jackets for men and
women provide the perfect companion for those seeking adventure in the open air.
The new hybrid Volt for all-mountain weather protection is a smart, year-round
jacket with a rugged Helly Tech XP shell and waterproof protection. Lightweight
stretch fabric in strategic zones promotes flexibility and breathability, while
maintaining professional-grade performance. When additional protection is
required, the full storm hood is roomy enough to be worn with a helmet.
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The Charger jacket has a modern, yet time-honoured mountain design. Featuring
extra durability in stress zones, a snap-away hood adjustment and water resistant zips,
this classic jacket is perfect for anyone who wants to hit the hills and recharge.
The Rapide jacket has a versatile all-season stretch woven soft shell for
dynamic outdoor pursuits. With super breathability, full body stretch and superb
moisture management technology, this great value piece offers an athletic fit with
ergonomic construction.
For more information on Helly Hansen clothing and orders visit
www.hellyhansen.com or call 0115 960 8797.
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RUNNING
SUMMER RACING FROM SAUCONY
Saucony’s top-selling racing shoes, the Fastwitch 3, has sold out once
again following yet another award for the brand’s footwear
collection - this time the ‘Best Choice’ gong
from ‘Running Fitness’ for the racing shoe
offering ‘support and speed’. The
Fastwitch top-scored out of all 12
styles on test with 80 per cent. With
Saucony’s heritage in running and
triathlon, both the supportive
Fastwitch (RRP £60) and its neutral cousin,
the Type A 2 (RRP £70), have become staples
at running specialists around the country.
Additional stock has been rushed in to meet
demand and should be in the UK warehouse by
early July.
For more information contact
Saucony’s UK HQ on
02392 82 3664 or visit
www.saucony.co.uk
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HILLY UPGRADES
POPULAR SOCKS
HILLY Clothing has recently upgraded two of its
popular socks, namely Off Road and Marathon
Fresh. The wool content of the socks has now been
replaced with Merino wool and both socks are
antimicrobial.
The high cushioning provides excellent shock
absorption and the socks are ideal for both training
and competitive use. The Off Road sock has a nylon
welt so that it won’t slip down when wet. Both
socks retail at a highly competitive price point and
offer excellent value for money.
HILLY has also given its sock packaging a
design change across all styles, making it highly
visual and consumer friendly when merchandised
in store.
For further information contact HILLY on
0161 366 8207.

RUCANOR RUNNING
Rucanor may not be the first brand name to spring to mind when thinking about
running products, but in its ‘Never out of Stock Collection 2008/2009’ catalogue there are
products designed specifically for runners, as well as numerous other products that neatly fit
into this category.
The biggest sellers are the fist bottles, which are available in 130ml or 300ml
sizes, while popular additions this year have been a runner’s belt with removable
pouches for 4x175ml bottles and an EN471
compliant high-visibility mesh vest with
reflective bands. Also available are reflective
armbands, lights and blinkers for safety and
Coolmax socks to help keep feet fresh.
For training there are weights, benches,
gym balls, skip ropes and ankle and wrist
weights to improve stamina, plus a range of
heart-rate monitors and stopwatches to
measure your performance. If you’ve been
unfortunate enough to sustain an injury,
Rucanor can also provide relief
with a comprehensive range of
neoprene and elasticated supports.
Whilst your customer is trying on the
shoes they came in for, don’t forget to offer
them all of these high-margin products whilst
they’re in your store.
For further information on these or any other products from the
Rucanor range call the Sales Hotline Number: 0845 2300147.
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Is the market expanding with the
government’s focus on obesity
and health? Which particular
sports are growing?
Any government initiatives designed to get kids
more active and involved in sporting activities
are welcome. Widespread participation in sport
is one of the key factors in producing success at
the highest level. With this greater focus we’re
aware of numbers of players increasing across
all racquet and team sports.

What is Dunlop Slazenger doing to
take advantage of the focus on
school sports?

Well schooled
The schools market is thriving, thanks to the
government’s increased focus on getting children
active and the continuing availability and breadth of
good product, says Catherine Eade
One look at any education department
website about the importance of sport in
education reveals the depth of the current
government’s commitment to providing
sport for all.
At the end of last year a document
heralding the ‘quiet revolution’ in school sport
revealed that government targets on school
sport have been met. The Department for
Children, Schools and Families 2006/07 School
Sport Survey found that 86 per cent of pupils
now participate in at least two hours of PE and
school sport per week, meaning that the
government met its target - for 85 per cent of
children to do two hours of PE and school sport
per week by 2008 - a year ahead of schedule.

Key findings
Other key findings from the report, based on a
survey of more than 21,700 schools, reveal the
following encouraging discoveries:
■ Competitive sport is on the increase - 98 per
cent of schools reported that they held at
least one sports day during 2006/07, while
a further 58 per cent of schools hold intraschool competitions.
■ The variety of sports offered at schools is
rising - secondary schools now offer an average
of 21 different sports, ranging from
mountaineering to kabaddi as well as traditional
sports. The average range of sports offered by
primary schools has increased to 16.
■ Many schools are embracing non-traditional
sports - the proportion of schools offering golf
(up from 23 per cent to 31 per cent), cycling
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(up from 34 per cent to 42 per cent), archery
(up from 16 per cent to 22 per cent), canoeing
(up from 24 per cent to 29 per cent) and
orienteering (up from 55 per cent to 59 per
cent) have risen significantly.
■ Familiar sports remain pre-eminent in schools
- the five most popular sports offered by schools
are football (98 per cent), dance (96 per cent),
gymnastics (95 per cent), athletics (93 per cent)
and cricket (90 per cent).
■ Schools are building more links with local
clubs - on average, schools now have links to
seven different sports clubs. Two years ago the
average was just five. The most common links
are with football clubs (78 per cent), cricket (56
per cent), dance (45 per cent), rugby union (44
per cent) and swimming (42 per cent).
■ Schools are getting better at identifying
sporting excellence. The proportion of pupils
registered as ‘gifted’ and ‘talented’ has more
than doubled in four years, from three per cent
in 2003/04 to seven per cent in 2007.

Tide is turning
While this is certainly encouraging news for the
school sport market, the value of the sector
proves difficult to pin down as it hinges on
current trends, as well as being at the mercy of
the vagaries of local councils and national
government. But with the tide turning for the
better when it comes to health and fitness
issues, it is clearly having a beneficial effect on
sales in the sector. Sports Insight spoke to David
James, head of sales at Dunlop Slazenger
International Limited, about school sports:

DSIL has a proud history of supporting the
education sector in the UK. As custodians of
three of Britain’s most famous sporting brands,
we have a vested interest in helping to produce
the stars of the future. We work closely with
our key trade partners who service this sector in
delivering the most appropriate ranges from
both a design and specification perspective. As
well as producing specifically created ranges for
the education market, we continuously update
our extended range offering for the schools
sector, incorporating cosmetic designs in line
with those used by our stable of endorsees
across all the sports.

Are customers repeat buyers?
Many schools have long-standing relationships
with their suppliers in this sector and there is a
strong ethic of loyalty to both supplier and
brand. It is, however, becoming a more
competitive market in the lead-up to 2012 and
all parties have to continue to develop exciting,
desirable ranges and strong commercial
propositions to survive and thrive.

How do you think retailers who
cover this sector can improve sales?
Stock availability - having the right product at
the right time is key to servicing this market.
Suppliers and trade partners need to continue to
work closely to ensure that our schools have full
access to their choice of product at all times. SI
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Maru’s
new look
for autumn
and winter
- available
from July 1

Swimming

Maru’s stunning
range of
autumn/winter
swimwear and
equipment
includes a new
collection of
vibrantly
patterned, longlife Pacer
swimsuits with
lower leg height
targeted at the
active swimmer.
For the
leisure swimmer, Maru has excelled itself with an eye-catching range of
raspberry and black suits and tankinis, while for men the ‘longer look’
trend continues from swim shorts to jammers. When it comes to kids,
sparkle is all the rage for girls’ swimsuits and cool dive shorts for boys.
New equipment includes professional-class, Techo Racer ultra-low profile
racing goggles, new Bubble bags (backpack to grip) designed for
swimmers and kids’ silicone fun hats and funky fish swimbags.
To find out more call Maru Swimwear on +44 (0) 115 985 1212,
email sales@maruswimwear.co.uk or visit
www.maruswimwear.co.uk

Jakabel
Jakabel is your one-stop supplier for sun protection, safety and fun in the sun and in the water.
The company has a large range of pool toys, UV50+ children’s swim/playwear and the most
attractive wetsuits on the market, including the unique camouflage blue and pink wetsuits with
matching shoes and headbands. Jakabel’s bright colours and funky styles appeal to kids from 12
months to 11 years.
Jakabel is the exclusive distributor of the Swimsafe Floatsuit, the only
UV50+ sun protective suit with floats, which is comfortable
and guaranteed not to tip over. Jakabel holds stock and can
deliver within three days all year round.
To view the complete range visit www.jakabel.com, contact
Josu Shephard on 020 8715
2385 / 07957 541406 or email
josu.shephard@jakabel.co.uk
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Swimming with Konfidence
Swimming is not only a vital skill in terms of safety, but also the
stimulation and liberation it brings children is priceless in aiding
their development.
Konfidence has been specialising in the design and
manufacture of neoprene buoyancy and warmth protection
swimwear since the launch of The Original Konfidence Jacket in
1998. Widely used by teachers of both able and disabled children,
the Original Konfidence Jackets have proved invaluable in
providing stability and confidence to the wearer as they develop
their swimming ability.
Konfidence also provides warmth protection products through
its range of wetsuits covering from three months to 14 years old.
The company’s Micro Neoprene T-Shirts for children and adults
also provide a perfect innovative alternative in situations where a
full wetsuit would prove impractical.
Visit www.konfidence.co.uk to see the full range of products,
including the full Baby Swimming and Sun Protection ranges.
For more information on becoming a trade customer call
01579 371000 or email sales@konfidence.com
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Sports Insight Magazine
is expanding 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
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eBAY REVISITED
As a continued force in global ecommerce, eBay
cannot be ignored. Dave Howell surveys the
current state of the eBay market
Launched in 1999, eBay UK now has 14million active
users. As a sales channel it has achieved astonishing
growth over a very short period of time. As a means of
reaching a wide audience for your business’s products
eBay can be the perfect platform. According to the
latest figures from Nielsen Netratings, 40.62 per cent of
active internet users visit eBay UK at least once a
month. As a primary platform for your business or
simply an online outlet for a select range of goods,
eBay continues to offer all retailers a market that can
have a huge positive impact on profitability.
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How you approach your exposure on eBay and how you
handle your online store are important decisions to make as
they can impact on the efficiency of a store’s performance.
One development last year was the closure of eBay
Express. Initially set up to sell fixed-price goods, the
mechanism suffered from a lack of market profile as all
standard eBay stores could offer full-priced new goods. All
existing eBay Express listings have now been migrated to the
main eBay server.

Versatility
The great thing about eBay that makes it an ideal platform
for small businesses is its versatility. You can test your store’s
products with a few listings without having to spend
thousands of pounds developing a full ecommerce site. Later
you can expand your operations by opening a store that
carries your business’s branding.
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http://pages.ebay.co.uk/help/account/blogs-ov.html. If you
already have a blog hosted elsewhere, you can enhance it
with a number of eBay-inspired widgets. Hundreds of
widgets are now available. One of the best sources is
Widgetbox (www.widgetbox.com).

Partnerships

The basic eBay Shop continues to be outstanding value at
just £6 a month. In addition, as your needs grow the
Featured and Anchor stores are also available at £30 and
£300 respectively. Each store is managed effortlessly via
eBay’s familiar user interface. A detailed overview of eBay
Shops can be found at:
http://pages.ebay.co.uk/storefronts/seller-landing.html.
What was once seen as little more than an online junk
shop has become a commercial force in the market place.
As such, eBay has had to put on its business hat and offer
enterprises that are often spending thousands of pounds a
month in listing fees a comprehensive range of services. You
can explore these services on eBay’s business centre pages:
http://pages.ebay.co.uk/businesscentre/index.html.
One of the most astonishing developments of recent
years has been the rise of the blog. What started as a few
online diaries has spawned a vibrant community that is now
finding ways to monitise the social networks that have
grown up around some of the most popular blogs. eBay has
also jumped on the blog bandwagon and offers its own
blog system. Starting a blog for your business can be a way
of making additional contact with your potential customers.
More information about eBay blogs is at:

As an integrated platform eBay offers a superb set of tools
that even micro-businesses can use with ease. One of the
outstanding developments of recent years was the
integration of eBay and the online payment system PayPal.
Now under one roof and seamlessly integrated into eBay,
the symbiotic relationship with the two systems has
flourished. With over 20million UK accounts, your store
can benefit from a payment platform that is supported by
the vast majority of online consumers.
The most recent development is that Protx, which has
been offering low-cost credit and debit card payments, is
now in partnership with PayPal. The deal means that
Protx’s 17,000 online merchants will benefit from
integrating PayPal Express Checkout onto their websites as
an additional way for their customers to pay.
Says Simon Black, managing director of Protx: “This
partnership will benefit our merchants by making the
managing and tracking of online orders even more
straightforward, as well as giving their customers more
choice in how they want to purchase goods over the web.
We have tested the service with both new and existing
customers, who have found the service extremely easy to
set up, as no integration work is required. As a business
we want to provide functionally rich payment solutions for
our customers at highly competitive rates. This is why we
are offering our merchants PayPal Express Checkout at no
extra cost.”
eBay has also developed its own desktop client, not
surprisingly called eBay Desktop (http://desktop.ebay.com/).
Compatible with Windows or the Mac, Desktop is a free
download that enables you to manage your eBay activity
without opening an internet browser. If you’re already a
fan of eBay’s other auction automation applications like
Turbo Lister, Desktop is a worthy addition to your eBay
software library.
Lastly, if you’re a Mac user and want to take a bit
more control over how your eBay auctions look, iSales
(www.equinux.com) has now reached version 5.2. The
package enables you to create eye-catching auction listings
with just a few clicks of your mouse. Like eBay Desktop,
iSales can manage every aspect of your auctions from
initial listing to payments, all wrapped up in a great user
interface as you’d expect from a Mac-only
application.
eBay continues
to be a
force in the
market
place. As an
alternative
sales channel
it is second
to none, and
does offer every business - but smaller enterprises
in particular - a platform from which to develop
their ebusiness. With new tools and a continued
commitment from eBay’s developers, if you’ve
never looked seriously at eBay before, or have not
investigated how you can enhance your existing
presence, now is the time as there is a
ready and waiting audience for your
store’s products. SI

BELOW: Starting a blog
for your business can be a
way of making additional
contact with potential
customers
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Sportswear

Athletic/School Clothing

VIGA

Athletic Clothing Co. Ltd

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

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

www.sports-insight.co.uk

Agents Required

To advertise your
business in

Sports Insight
Contact Keith Marshall

AGENTS REQUIRED

email: keith@sports-insight.co.uk
tel: 01206 505947

We are seeking experienced, specialist agents to work with SpringBoost
footwear (an exciting brand of posture-improving sports & lifestyle shoe range).
If you have a footwear and/or sportswear track record and are looking for an
exciting global brand with huge opportunties please contact:
Dr Brian Ellis Well Group
Brian@wellgroup.co.uk Tel - 01482 333510
GSM – 07886501883 www.wellgroup.co.uk

www.sportsinsight.co.uk

Table Tennis

Various UK regions available

Archery
Archery suppliers since 1963

UK Table
Tennis Ltd

Bows, arrows, crossbows,
targets, accessories.

The Table Tennis
Specialists
Phone: 0845 2600 780
E: sales@uktabletennis.co.uk

Tel:
Email:
Web:

Fax: 0845 2600 790
W: www.uktabletennis.co.uk

Teamwear

Goals

Fitness, Yoga & Pilates

www.sports-insight.co.uk

01296 632573
admin@petron.info
www.petron.info

Are you missing out on
the latest industry news?
Do you need to be aware of market
trends or just want to be in the know?
If the answer is yes, then subscribe to the FREE,
Sports Insight newsletter.
Offering all the news, views, trend reports and
comments directly to your inbox, the Sports Insight
newsletter is a must for anyone in the industry.

Wholesaler

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

www.thewholesaler.co.uk

Each week, the newsletter will include:
• The latest News headlines
• New Product launches
• Job Vacancies
• Exclusive Feature articles.
• Free-entry Competitions
Subscribe to our FREE newsletter online at

www.sports-insight.co.uk
EPOS

Cricket Sweaters

Custom-made cricket sweaters
in club colours.
Plus Bowls/Schools/Golf.

Contact: Balmoral Knitwear

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

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

NEW

To advertise here call 01206 505 947 or Email keith@sports-insight.co.uk
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SPORTS INSIGHT BUYERS' GUIDE 2008/9
Book Online at www.sports-insight.co.uk
Tel 01206 505947 or Email keith@sports-insight.co.uk
Merchandising
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

Teamwear

Football Collectables

FOOTBALL SOUVENIRS LIMITED

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
Fitness

www.sports-insight.co.uk

Sports Buyers
Guide 2008/09
Book NOW!! to
ensure your inclusion.

email: keith@sports-insight.co.uk
tel: 01206 505947

www.sportsinsight.co.uk

www.sports-insight.co.uk

Teamwear

To advertise your
business in

Sports Insight
Contact Keith Marshall

Sports Buyers
Guide 2008/09
Book NOW!! to
ensure your inclusion

Wholesaler

• Huge range of Licensed Premiership Football
souvenirs available from stock.
• Best Wholesale Prices – Immediate Delivery
• Latest Products and Designs
To place an order or request a catalogue:
Call 08702 646 255 Fax 08702 646 257
Email sales@bbsports.co.uk
Warehouse: BB SPORTS DISTRIBUTORS,
29A Apple Lane, Trade City, Exeter, EX2 7HA

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

UNDER
THE
COUNTER
A sideways look at the world of
independent retailing
Not long ago, my assistant Norman
confided to my wife that he was thinking of
leaving because I was so nasty to him. I was
out at the bank when she popped in to ask
whether I wanted a lamb chop for supper
and if I could pick up the dry-cleaning. As
there was no one else in the shop, Norman
took the opportunity to tell her what a
horrible person I was to work for.
“Every morning I say ‘good morning’ and
he never answers,” Norman said. “The same
happens when I say goodnight, or if I wish him
a happy Easter or say that I was sorry to see that
Derby County lost to Sunderland. He did reply
once when I wished him a merry Christmas, but
that was only to say that he hoped I wasn’t
expecting a bonus.”
“How long has this been going on?” my wife
asked. “Oh,” said Norman, giving it some
thought. “Between 24 and 25 years.”

Warmed-up lasagne
I didn’t get the
lamb chop for
supper but had to
make do with
warmed-up lasagne
and a lecture about
staff relations. “No
one else would put
up with you,” my
wife said. “You’d
be lost without Norman. It doesn’t cost anything
to be civil.” She was right, of course.
Admittedly, Norman does more than his fair
share of shop work, mainly because he has been
under suspended notice of dismissal since 1986
for reasons that had something to do with
falling asleep under the counter on a pile of Paul
Gascoigne shin-pads. I can’t remember any
more details because, quite honestly, I’d had a
small sherry myself.
“It’s difficult to catch what Norman’s saying
since he’s had his new teeth,” I said. “But I will
make an effort if that’s what you want. Can I
have the lamb chop tomorrow?”
I mention all this rather tedious information

only to illustrate the fact
that the pressure is on
us lone traders to
change our
ways or perish like
dinosaurs in the Ice Age. There’s even a thriving
industry devoted to making us be pleasant to
each other in the name of business efficiency.
It’s called ‘corporate bonding’ and there’s
also something called the Work Force
Commitment Index, which shows just how
much employees are wedded to the job and
how much they appreciate the boss. At the last
count, over 400 UK companies now offer
corporate bonding courses ranging from
wandering round Dartmoor in your underpants
to making a bridge out of cardboard boxes,
which, in some mysterious way, is supposed to
make you nicer to the people you work with.
So, after a few more days of Norman
looking at me like a spaniel in an RSPCA rescue
home, when a cut-price offer arrived for a

weary coves were locked into a pitch-dark
concrete cave and told to create a prehistoric
society. Hidden in the cave were candles and
fire-making equipment but they had to find
them in the dark.
After an hour of hearing them discuss
forming a prehistoric strategy committee, I
shouted that there was a trapdoor at the back
of the cave and a good pub down the road.
They had another meeting to discuss the
ethics of the situation and formed a subcommittee to decide whether to pick up the
cigarette lighter I’d pushed under the door.
Eventually after a vote of four to three with two
abstentions, they decided to remain prehistoric
and in the dark. I asked for my lighter back and
went to the pub.
Hours later,
when finally
released, the
prehistoric captives
gave me a good
ear-bending about
trying to destroy
team commitment
and not entering
into the spirit of
comradely co-operation. With that sort of
attitude I’d never get a job in their company and at that moment, having to buy your own
insurance stamp seemed a real bargain.
You’ll be pleased to know that both my
wife and Norman have noticed a dramatic
improvement in my people skills on my
return from the course. They congratulated me
on taking on the challenge of something new
and different.
“You just don’t know what you can do if
you try,” said my wife offering me another lamb
chop. The best news of all was that my ankle
started to get better the moment I got in the car
to come home. SI

“I mention all this rather tedious information only to
illustrate the fact that the pressure is on us lone traders to
change our ways or perish like dinosaurs in the Ice Age.
There’s even a thriving industry devoted to making us be
pleasant to each other in the name of business efficiency”
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‘corporate bonding’ experience at an adventure
centre in the next county I was finally shamed
into taking it. But someone somewhere
obviously had my interests at heart: I turned my
ankle getting out of the car and sadly couldn’t
take part in virtually any of the many and varied
activities planned for the dozen or so fellow
candidates on the bonding course.

Frightened flabby folk
So I drank a thermos of tea in the car and
listened to ‘The Archers’ omnibus as frightened
flabby folk sprayed paint guns at each other,
clung shuddering to cliffs and waded into icy
streams. In the evening, nine shell-shocked and
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