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Image does matter. Looking good means feeling good whether at work or play.
Leading sports equipment and clothing supplier Karakal have joined forces with one
of the world’s leading ladies squash players,Vanessa Atkinson, and are hitting the
spot with their New Active 07 range of Ladies Sports Clothing.

The new range makes extensive use of technical, stretch micro tec materials to create
a top quality performance range that combines excellent fit and comfort with a highly
stylish look. All items in the range have been developed and tested with world
leading squash players who are pleased to see such a refreshing move away from
sportswear that to date has been so male dominated.The new Karakal kit is both
flattering and fashionable.

New for 07
The original fit pant has been complemented  with a Capri Fit Pant and Fit Short. All 3 items are now available in Navy and Black.
Skort II is a dual coloured, more fashionable addition to the very popular plain coloured Shorts range.
The new Navy Roma Leisure Pant has been added to complement and contrast  the Roma Jacket in Navy, White and Lilac with contrast
stitching. The jacket was a very popular item last year and has been retained in the range in an improved softer material.
The Jog Pant also has a new addition  -  Capri Jog in Navy.

The Active 07 collection will be available exclusively from Karakal from April 2007.

Listening to customers
Karakal prides itself on the excellent relationship it has with its retailers , seeking feedback from them to constantly supply a product  range
that meets their customers’ needs. Retailers are excited with the extended Active 07 range and Karakal’s commitment to hold core lines for 12
months and fashion lines for 6 months means outlets can regularly re-order popular lines - something they struggle to do with other
companies.

Karakal Ladies Active 07 range for 
Fitness and Racket Sports

Looking good 
for 2007

Looking good 
for 2007

Karakal Ladies Active 07 range for 
Fitness and Racket Sports

Karakal’s entire clothing range will be worn and endorsed by Vanessa Atkinson
World No. 1 ladies squash player 2006.

Karakal’s entire clothing range will be worn and endorsed by Vanessa Atkinson
World No. 1 ladies squash player 2006.

All the mix and match items are available in a range of sizes from XS to XL and colours include White, Navy and Lilac.
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NOW AVAILABLE
SPRING / SUMMER

2007 RANGE
TEL: 0115 985 1212

WWW.MARUSWIMWEAR.CO.UK

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

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

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

FUEL THE PASSION
FEED THE POTENTIAL

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

help them achieve it...

...stock the products the pros use.

www.eas-uk.com
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"People have a real passion for sport, it's not something that comes
and goes. If you have to buy the technical apparel and footwear and
equipment, you really need specialist advice." So said STAG
managing director Ward Robertson recently.

Robertson had been invited to provide listeners to BBC Radio 4's Today
programme with expert opinion on the current state of the independent
sports retail trade and how the market has been evolving. 

It was an excellent opportunity to showcase the positive trends in sports
retail and highlight the specialist expertise that is proving invaluable in
growing sports retail businesses, as well as confirming STAG as a leading
resource for the independent trade.

When asked if independent sports shops were surviving or simply
closing down, in line with STAG's focus on providing members with the
necessary commercial power to compete successfully on the high street,
Robertson told Radio 4: "There is something of a resurgence in the
independent sports trade and some of the very best independent retailers
have actually opened up new businesses in the last two to three years."

Business for STAG has been equally positive, with the group's year-end
results showing a 28 per cent increase in turnover on the previous trading year
and an 83 per cent growth in membership since Robertson took the helm.

Membership is now in excess of 400 retail outlets, with six new sports
trade members joining STAG this month alone. Brands too are benefiting
from STAG membership, with the group's top 20 suppliers all seeing their
business increase significantly.

STAG's buying show, scheduled for November 18-19, is already gaining
momentum, with 50 per cent of exhibitor space booked.

Says Robertson: "The importance of the STAG show is of vital
significance for the sports retail industry - something which is now
being recognised in Europe, as demonstrated by our new partnership
with ispo.

"There is no longer an independently run show - the last attempt
to reintroduce such an exhibition in Telford failed - and we are
uniquely able to bring together a broad-based portfolio of brands
under one roof - with the largest number of UK retailers in
attendance. What's more, STAG invests in helping these key buyers
with the cost of attending."

SPORTS INSIGHT

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

Education Secretary Alan Johnson has included archery in a list of
sports that have soared in popularity in schools over recent years.
Johnson was promoting the virtue of competitive sport at a school
sport conference in Telford in February, at which he condemned the
"absurd" political correctness that has led some schools to ban
competitive sports.

The minister said football, cricket and athletics were the bedrock of
school sport. But he told delegates that non-traditional activities such
as archery, along with golf and cycling, were more popular than ever.

Archery is one of the sports that can be studied as part of the
GCSE in Physical Education. The sport has seen a 171 per cent
increase in schools and about 90,000 state educated children now
take archery lessons, according to the Department for Education.  

David Sherratt, the chief executive of British archery's governing
body, the GNAS, welcomes the increasing interest in archery amongst
school children and students. 

He says: "Archery as a sport has been soaring in popularity over
the past few years and membership of the GNAS is delightfully
healthy. And yes, we're delighted that schools are taking an
increasing interest in offering archery to pupils.”

Any sports shops currently working with schools can get advice
on offering archery equipment from Petron, based in
Buckinghamshire. It can put together packages suitable for schools
just starting to deliver the sport or for those that need replacement
equipment.

For more information call 01296 632573 or email
admin@petron.info 

STAG highlights positive
trends in sports retail

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

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

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

www.eas-uk.com

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

help them achieve it...

...stock the products the pros use.

FUEL THE PASSION
FEED THE POTENTIAL

“Later on we’ll be talking to Zara Phillips, who
won this year’s Horse of the Year Award”

Andy Townsend on Talksport

ASICS GEL-Nimbus IX wins ispo award
ispo and the German edition of
Runner's World, the official
media partner for running_ispo,
have jointly honoured the ASICS
GEL-Nimbus IX for outstanding
achievement in the running
segment.

The award follows the success
of the ASICS GEL-Kinsei
in the same category
in 2006.

In its evaluation,
Runner's World

said: "ASICS has grown to be one
of the leading manufacturers in
the running segment. This success
is not based on extensive
marketing or an aggressive price
policy. ASICS was discovered by
consumers and has become the
market leader in many segments
because of the runner's
preference for the brand."

The GEL-Nimbus IX is part
of ASICS' autumn/winter

07 range.

SENI 07
MAY 19-20
ExCeL, London

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

OUTDOORPREVIEW
JULY 3-5
Harrogate International Centre

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

ISPO RUSSIA SUMMER
SEPTEMBER 5-8
Crocus Center, Moscow

RETAIL SOLUTIONS 2007
JUNE 5-7
NEC, Birmingham

THE OUTDOOR TRADE SHOW 2007
OCTOBER 3-5
Stoneleigh Park

GOLF EUROPE
OCTOBER 7-9
New Munich Trade Fair Centre

SPORTS SOURCE ASIA
OCTOBER 27-30
Hong Kong SAR www.sportssource-asia.com

STAG BUYING SHOW
IN ASSOCIATION WITH SPORTS INSIGHT

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

Diary Dates
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…Mitre has appointed Nicki Lesirge as its
new Marketing Manager, replacing Katrina
McCreadie. Lesirge will bring a wealth of
experience to the role, having worked at Mitre

Sports International for the previous two years… New Balance has
announced that managing director Alistair Cameron has decided to
leave the company after seven successful years leading and developing
the brand throughout EMEA… 

Transfer 
Market

Rebel engineers d3o Lab combine chemistry, engineering
and design to provide the sports industry with cutting edge
‘intelligent’ shock absorption for the 21st century.

Established in 2001 by CEO Richard Palmer, d3o Lab
invented and manufactures the revolutionary d3o
technology. d3o is a patented, shock absorbing material with
intelligent molecules that flow with you as you move, but
upon shock lock together to absorb the impact energy. 

d3o opens up unlimited design possibilities for protective
gear, enabling the athlete to maintain control at a high level
without compromising freedom of movement and balance.

The Sussex-based d3o Lab is the UK home to a dynamic
and growing team of people operating in varied roles.
Within the same space lab and material, technicians work
only feet away from designers, creative zones and sales
teams, ensuring full integration of ideas from all
departments and effective communication in an environment
that breeds results. 

The outlook for the d3o team, led by Richard Palmer and
chaired by Hap Klopp, the man who founded The North Face,
looks as bright as the company’s distinctive orange logo. For
more information visit www.d3o.com or contact George
Wright: georgina@d3olab.com

d3o Lab - cutting edge science,
engineering and design

heading the ball, thus reducing the risk of injury among young
players. The ball is also appreciated by junior goalkeepers as its
spongy impact minimises injuries to the face and head. The
Molten FVA-570 is manufactured in sizes 4 and 5 and comes in a
range of colours.

Says Barry Jeffreys, managing director of Grass Roots Soccer
Schools, in association with Arsenal Football Club: “There is no
doubt that the Molten FVA-570 is the best football around for
young players. The softer impact works a treat and gives the
children added confidence knowing they will not be hurt when
heading the ball. 

“We think so highly of this ball that we will be including a free
Molten ball for each child as part of our soccer schools programme.”

Grass Roots Soccer Schools, in association with Arsenal Football
Club, has opted to use Molten footballs and associated
accessories for all its soccer training schools throughout Kent,
Essex and Surrey.

Molten, the world’s largest manufacturer of footballs, has recently
developed a new ball specifically for the 5-11 age group, which is
perfect for primary schools and clubs. It’s been thoroughly tested by
the Grass Roots Soccer Schools Company, in association with Arsenal
Football Club, prior to signing this exclusive deal with Molten, which
sees Molten balls and accessories used in all its schools and advanced
training centres.

Constructed with a soft, EVA foam under the surface skin of the
ball, the new Molten FVA-570 affords a far softer impact when

Grass Roots Soccer Schools opts for Molten 

Grass Roots Soccer Schools, in association with Arsenal
Football Club, celebrate the Molten deal
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“You got an MBE for scoring seven runs. How
embarrassing is that." 

Shane Warne sledges Paul Collingwood

…Mike Ashley made £929 million from the
initial public offering of Sports Direct…
Matthew Hayden and Andrew Symonds and
bat sponsor Gray-Nicolls raised $20,000 for the
National Breast Cancer Foundation during the

Ashes series… Puma announced a 43 per cent increase in consolidated
sales and record global brand sales of  Euro 2.8 billion in its financial
results for the fourth quarter and financial year of 2006… Sports Marketing
Surveys has expanded its existing global research network with the merger
of its Australian office with that of S-COMM Australia…

Sports
Shorts

Two years on from the introduction of Chip and PIN, the latest
survey from online credit report provider Equifax reveals that 68 per
cent of British consumers believe the system provides a secure and
safe way to pay. However, nearly 50 per cent of respondents would
also like to sign as well as use a PIN for extra security.

"Our survey shows that the majority of consumers have
positively adopted the Chip and PIN technology, which is great
news in tackling credit and ID fraud," says Neil Munroe, External
Affairs Director of Equifax. 

"But what our survey also reveals is that the introduction of
Chip and PIN and the need to remember PINs has meant that over a
quarter of consumers have reduced the number of cards they use."

However, one challenge that still faces Chip and PIN, according
to the Equifax survey, is the environment provided by retailers for
consumers to enter their PIN - 74 per cent of respondents feel that
retailers still do not provide a safe and discreet place to do so.

New tool to remove gamble from
company acquisitions

Chip and PIN safe and secure

A new commercial tool is set to transform the way companies go
about acquiring other businesses, according to its developer.

Devised by Plimsoll Publishing, VIBE (which stands for Valuations,
Industry analysis, Business acquisitions and Electronic delivery) draws on a
database of information covering virtually every company in Britain and
Northern Ireland. It shows, at a glance, if a company is ripe for takeover -
and why.

Plimsoll says the service can be tailored to any one of around 1,200
commercial sectors. The resulting report provides a detailed picture of
the top 500 companies in each sector and delivers its verdict in both
text summary and graphics under the categories 'Eye-catching',
'Desirable' or 'Unattractive'. Each report is supplied in PDF format via
email, CD or on USB memory stick.

Says Plimsoll's Senior Analyst David Pattison: "This is not just a
snapshot of company fortunes, but a package of key information that is
not available anywhere else in a single document. It covers everything
from the age of a firm's directors to illustrations of where the
company's strengths and weaknesses lie.

"We also identify the firms we describe as hidden jewels, where the
fees paid to directors have been distorting the profits for years.

"All the work that any potential acquirer needs to do has already
been done by Plimsoll. You can search the information by size of
company, geography, directors' ages, losses and much more. We also
add internet links to allow further research.

"In addition, monthly updates to the analysis are available on
request to assist those companies that are planning an acquisition, but
are not ready to act immediately." For more information visit
www.plimsoll.co.uk

MILLETS STORES TO CLOSE
Blacks Leisure has announced a number of initiatives that it hopes
will improve financial performance across the group, including the
closure of around 45 loss-making stores, predominantly in the
Millets fascia.

The company has also scaled back its Blacks Out of Town programme,
which in the short-term will be limited to two new openings scheduled for
the financial year to 2008. Blacks said it would recommence the growth of
this format when appropriate.

Blacks is also undergoing an operational review focusing on
enhancements to the company's product, pricing and customer proposition
across all its fascias. To assist in this, the board has asked Don Trangmar, a
non-executive director, to relinquish this role and instead act as a consultant
to the company's Commercial and Product Development Teams on a part-
time executive director basis.

Says Blacks' chief executive Russell Hardy: "We remain confident that
our market leadership in the growing outdoor market, combined with our
rebalanced ranges for 2007 and the operational measures announced, will
help drive a significantly improved performance for the next financial year."
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WHAT’S NEWS
Send your news stories to the Sports Insight news desk at siedit@partridgeltd.co.uk or call 01273 719900
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

…Nike will become Aston Villa’s official sportswear partner from
the 2007-2008 campaign... Saucony is supporting the London
Marathon team being fielded by the London Paper, one of the
capital’s free daily newspapers, by providing shoes for its 14-strong

team… The Jamaica Netball Association has named Gilbert as its official and exclusive
ball and kit supplier for all JNA controlled events…Former world number one squash player
John White has re-signed to  Prince Sports. In his first tournament playing with the latest
racquet in the brand's new O3 series, White exceeded his seeding to reach the final of the 5-
star PSA Tour event in the USA… Anna Kourikova is to become a Brand Ambassador for K-
Swiss…Heart of Midlothian FC has signed a new two-year kit deal with Umbro…The
International Rugby Board has agreed a deal with Coca-Cola for Powerade to become
Official Supplier for the IRB Rugby World Cup 2007… Andrew Strauss has signed a
career-long contract with Gray-Nicolls. Says Strauss: "I have used Gray-Nicolls throughout
my career to date and have been delighted with their equipment and service. It was an easy
decision to commit to Gray-Nicolls for my entire cricketing career”…

Sponsorship
News

YOUNG BLOOD
CHANGING THE FACE OF
THE TRADE
A wave of new appointments at the top of
the UK's largest 500 sports and leisurewear
companies is set to prompt a radical change
in their behaviour and put even greater
pressure on those with ageing boardrooms.

That's the view of Plimsoll Publishing, the
industry analyst that has a track record of
predicting business trends in the UK, France and
Japan. According to Plimsoll, there have been
301 new appointments at director level in the
last 18 months in an industry with 1,049
directors in total. 

Says Senior Analyst David Pattison: "There
has never been a more important time to take
note, not just of the companies you are doing
business with, but of the decision makers
behind those companies.

"We all know that companies don't do
business with companies - people do business
with people. But the people are changing and
firms will be caught out and lose business as a
result simply because they took a customer,
competitor or supplier for granted on the basis
of an older management style."

Plimsoll's detailed analysis has investigated
each company's financial performance and
offers firm views on the challenges the new
directors face, as well as the strategies they are
using to stamp their mark on the industry.

It finds that for 93 of them the challenge is
to keep the company afloat, while for 208
others it is to deliver industry-leading
performance. In both cases, a change in the
way of doing things looks inevitable.

"The reasons for the new appointments are
varied," says Pattison. "Some have been taken
on with the direct objective of finding a buyer
for the company, while others look as if they
have been appointed to see through a
management buyout.

"Whatever the reason, this wave of new
blood is simply the start. Almost a quarter of
directors are over the age of 60 and we will see
yet more evolution in the not-too-distant future."
Other information included in the analysis includes:
■ The average director's salary in the sports and
leisurewear industry was £69,481 last year.
■ Top earners can see their salary rise to more
than £214,000.
■ The typical time in office in the sports and
leisurewear industry is now over five years,
compared to the UK average of just over
seven years.

You can receive a £50 discount on the full
report by quoting the code PR02 when ordering
online at www.plimsoll.co.uk, by calling 
01642 626400 or by emailing
c.sherwood@plimsoll.co.uk

A record 64,000 people visited ispo winter 07, a five per cent increase on last year's
visitor levels, according to show organiser, Messe Munchen, with 20 per cent more
visitors from Great Britain recorded.

It was the first time that the show, which took place in 17 halls over 180,000
square metres, occupied the whole of the New Munich Trade Fair Centre.

Says Manfred Wutzlhofer, CEO of Messe Munchen: "ispo winter 07 will go
down as a record trade fair in ispo history. In addition to an increased amount of
area and number of exhibitors, we can now also report a visitor record.

"The increasing participation and the growing interest from the textile and
shoe retail sectors confirm the continued development of ispo as a unique platform
for the range of offers for sport-oriented leisurewear, in addition to functional
clothes and clothes with technical features.

"The mood at the trade fair was positive, despite the difficult winter season.
Manufacturers presented a lot of novelties at the trade fair and trade visitors were
very interested in the new trends, products and collections."

Record ispo visitor levels



Talking Shop
Robert McLaren,Arnold’s Leisure,West Ealing, London

RETAIL INTERVIEW

Robert McLaren runs Arnold’s Leisure
with one full-time and one part-time
member of staff. A family-run
business, Robert joins his mother and
father in the shop, which stocks both
sports and camping gear.

Why did you decide to get into sports
retailing?
I joined the family business about four
years ago. I had been working as a
freelance computer consultant and the
work had dried up, so to earn extra cash I
helped in the family shop on a Sunday,
which allowed me to continue to play my
sport. 

I found that my apprehensions about
the retail business were unfounded and
that I actually loved it. So as the last of
my family's seven children to work in the
shop, I was the only one that joined full-
time. I run the shop floor and my father
sits in the office reading his newspaper.
My mother also works four days a week
and we employ students on the
weekends.

How would you describe your
business in terms of stock and sectors,
and how has trade been?
We have an unusual shop in that we
stock both sports and camping - my
father believes that we are unique. I
suppose we specialise in the fitness side
of the sporting trade, although we are a
conventional general sports store. Indoor

gym equipment and boxing are two of
our major sectors. Though for us, as for
most retailers, trade has been poor over
the last year or so.  

What’s your area like for sports retail?
How do you compete?
We don't really have any local
competitors as we try not to sell
similar products to the multiples.
Most of the independents in London
no longer exist. 

How do you think independents
could improve?
I doubt if I could possibly give advice
to any independent, as if they are still
trading then they must be doing

something right and good luck to them
all. What I would say is how great it is
being a member of Allied Partners,
because their information and
expertise from all the different sectors
of sport is, I believe, second to none.

Are there any current or future
marketing strategies you can talk
about?
Through Allied Partners we have
introduced a loyalty card scheme. It's
still in its infancy but, so far, it seems
promising both to us and the other

members that have chosen to participate.
Again through the group, we are

considering setting up our own website
that will allow us to receive suppliers'
deals and offers in the most timely
fashion. Having our own warehouse, in
Shepton Mallett, means we are ideally
placed to attract excellent clearance
offers with a central delivery, which is
very attractive to a supplier that also
wants guaranteed payment and one drop.

How do you find out about new
products? Are you a member of any
buying groups? 
In the past we've been members of both
Intersport and STAG. We are now
fortunate to be a member of the Allied
Partners buying group, where we have
a wealth of experience from a great
bunch of lads and lasses. We hold a
number of shows a year to see the
major products, and an annual show in
Bournemouth for new business.

How do you keep customers coming
back?
We pride ourselves in our stock, our
service and our knowledge and hope
that at least one of them will entice our
customers back. We are basically a
destination shop, and this is becoming
more prominent as our high street is
losing more and more business. 

The local Marks and Spencer,
which my father says was a flagship
store, left the high street a few years
back and there has been a steady decline
ever since.

What do you believe is the biggest
barrier to doing business?
Internet trading has been damaging, but
I believe the supermarket superstores
are killing high street shopping.

Do you have an internet arm? 
We do not trade on the internet. More
and more of our suppliers are treating it
with suspicion, as it is prone to such
heavy discounting. We shall use the
internet more if the proposed AP website
bears fruit. The group uses email to
communicate with each other. A huge
saving of time and money.

What do you like most and least
about the business?
Customers. I believe that answers both
questions. si

“We have an unusual shop in that we
stock both sports and camping”

11www.sports-insight.co.uk



PRODUCT ROUND-UP

Kit Stop
Essential stock for your shop

Westbeach Spring Speed Racer jacket
Westbeach has launched a spring season version of its

popular Winter Speed Racer jacket, only this time made

with a warm weather twist.

Coming in classic black and white stripes, as

well as seagull grey/smokey grey, white/seaweed,

chocolate/curry, sea breeze/chocolate and heli

red/black, the Speed Racer has an inside music

pocket, chin guard, grommet venting and a

durable water repellent finish, as well as a stuffable

left pocket.

Westbeach: www.westbeach.com

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

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

GNG Sport is the UK’s leading manufacturer of
branded rugby training equipment and post protectors.
Want your name across it? Call Neal Spencer on
01924 418935 or email sports@gng-group.co.uk

13www.sports-insight.co.uk

The next generation of training
Equipment From GNG Sport 

“Want your name across it”

Tee it up with Pride
Following the successful launch of the Professional Tee System (PTS) in 2006,
Pride Golf Tee Company has introduced ‘Retail’ and ‘Green Grass’ bags of tees
to suit all store sizes.

The Professional Tee System was created specifically to help golfers
optimise their performance on the tee. With four different lengths of tees
available, PTS is designed to cater for the different sized drivers on the market
today.

Suddenly, traditional 2 1/8" tees, the staple for the last 100 years, proved
to be too short for some modern drivers. As a result, Pride introduced three

longer tees, the ProLength 2 3/4", ProLength Plus 3 1/4" and Pro Length Max,
to cope with growing demand. 

Pride’s latest assortment is introduced at a time when sales of oversize golf
tees are increasing steadily. In fact, sales of long tees grew more than 100 per
cent at Pride in both 2005 and 2006, and are expected to grow by another
100 per cent by the end of 2007. The idea couldn't be simpler - each tee is
colour coded to correlate with the growing list of today’s modern drivers. 
For more information on Pride Tees visit www.pridesports.com or
contact Sharon Smith on 01827 565 44 or
sharonsmith@trisportgolf.com 
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PRODUCT ROUND-UP

Kit Stop
Essential stock for your shop

Zoggs makes you the Predator, not the prey
pred·a·tor
1 - An organism that lives by preying on other organisms.
2 - One that victimises, plunders, or destroys, especially for one's 
own gain.
mask [mask, mahsk] –noun
1 - a covering for all or part of the face, worn to conceal one's identity.

Leading Australian swimming brand Zoggs is turning swimmers into aquatic
hunters with the launch of its new Predator Mask, the latest in goggle function
and design. Featuring a number of Zoggs innovations, this latest larger profile
mask is the perfect choice for fans of swimming, triathlon and watersports; a
genuine stroke forward in goggle technology.

Zoggs has long been at the forefront of swimming equipment innovation
as one of the first manufacturers to feature UV-protective lenses in its goggles.
The Predator Mask goes a step further. The key feature is Zoggs’ CLT™ -
Curved Lens Technology - which provides exceptionally wide peripheral vision.
Thanks to its larger profile mask, it doesn’t matter whether you’re powering
through the open water in a triathlon or skating the waves on a water-ski;
you’ll always be able to survey all around you without obstruction.

A Bio-Tech™ one-piece frame offers superb styling, its Fogbuster™-
impregnated anti-fog lenses keep visibility perfect at all times and the 100 per
cent silicone gasket and double-feather silicone strap ensures a snug yet secure
and comfortable fit. Available in two cool colourways - steely grey and cool blue
- the Predator Mask is designed to be put through its
paces and keep you in the hunt at the front of the pack.

Phone the sales team on 01276 489 089 or email
sales@zoggs.com for further information.
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Sports Insight Buyers’ Guide 2007/8
Book NOW and get a 10% early booking discount

Strapless ECG accurate
heart rate monitoring
technology
S-Pulse is Smarthealth’s
patented heart rate
sensing technology
designed to measure
the electrical signals
on your skin in the
same manner that
an ECG or
electrocardiogram
does.

While the
Smarthealth Heart
Rate Watch attaches
to your wrist like any
other watch, it does
not measure or sense
your pulse at your wrist.
It instead uses S-Pulse
patented technology to
sense your heart rate by
measuring your ECG signal. 

The ECG monitoring is done when you place your fingers
from one hand onto the two top sensors of the watch
attached to your opposite wrist. This creates an electrical
loop across your body that the watch can now read - free
yourself from the chest strap transmitter belt for just £39.99.
Smarthealth is distributed in the UK by ASSIST Creative
Resources Ltd. Tel: 01978 664743.Tel: 02392 823216.

Web: www.djmproducts.co.uk

EXEL Nordic Walking poles and accessories
Nordic Walking UK distributes original Finnish Nordic walking poles and
accessories by EXEL. 

Nordic Walking UK is the leading authority on Nordic walking in this
country and is responsible for the development of the sport nationally.
Nordic Walking UK has trained over 260 instructors and all Nordic
Walking UK instructors use EXEL Nordic walking equipment.  

Nordic Walking UK supports the retailer through building direct links
between local instructor and outlet. Nordic Walking UK, with its partner
ASICS, promotes www.nordicwalking.co.uk as the country’s leading
website for information on instructors and classes and EXEL and ASICS
Nordic walking stockists.
Nordic Walking UK: 020 8878 8108.

Superfeet Orange insole
Superfeet’s new Orange insole (SRP £39.95) has been specifically designed for
the male foot when carrying out high impact and endurance activities.

The Orange maintains the company’s proven biomechanical function while
combining the heel depth of the most shock-absorbent insole with the shape of
its most versatile insole.

In addition to the high-density foam and Agion antimicrobial treated top
cover, the Orange also features a new forefoot shock pad.
Anatom: 0131 2212200. Email: info@anatom.co.uk



Gill Sandford, Marketing Manager at
Nomis UK, talks us through the
offering.

Nomis is the new kid on the block
in the sportswear industry. Officially
launched in January 2006, in reality the
company’s products have been in the
development stage for many years.

Founder Simon Skirrow and Nomis
UK managing director Alistair
Woodhead had previously worked
together at adidas, and when Simon
wanted to launch the Nomis Rugby and
Golf glove ranges he promptly flew
over from his Australian base, bringing
the range of gloves and a bag of boots
with him.

Alistair introduced Simon to Mike
Fisher, now Nomis UK chairman, and
although the gloves tempted, the boots
were a knockout. 

As Mike says: “The boots were
great looking, very cool with a
distinctive new feel about them, and I
immediately wanted to be part of what
I knew would be a fantastic business.
We all felt the same - that we were
looking at the future of an innovative,
fresh look at what had become a
slightly stale market area in sportswear.

“The next step was to take the
boots to Intersport, within 60 stores in
the UK. Since then the rise in sales has
been phenomenal, combining sales of
boots and gloves to the rugby and
football markets.”

Key features and benefits
Nomis’ goal is to create the most
comfortable products possible, and with
the new Control Technology applied to
the leathers, and most recently the
nomud technology applied to the
outsoles of boots, wearers are given
more control in all conditions.

The brand provides unique
experience and understanding of
its market, therefore producing
an unrivalled product with
confidence. The range allows
retailers to choose from a

high
product end

through to
the kid’s

arena, with no
take down in

materials and comfort.
All products are packaged in a

ready-to-use shoe bag complete with
extra studs, insoles, laces and, in the
Instinct and Flare ranges, a booster
cloth for cleaning.

Why have the products sold
so well?

The Nomis Glove boot range has
been the best-selling boot since entering
the market. It has a full one-piece
kangaroo leather upper that’s
fantastically comfortable and the Wet
Technology is obvious and very easy to
demonstrate in-store. 

Retailers are able to demonstrate
the comfort, stability and performance
very quickly to the consumer. It
outperforms other competitors in-store
and the retailer enjoys selling the Glove
because they can make a better margin
on this product than its competitors.

The 3/4 finger rugby glove is also
selling extremely well and the bright
orange colour is becoming synonymous
with the high quality delivered by all
Nomis products. It is now the most
popular glove in the Guinness
Premiership.

Who are they aimed at?
The range is developing fast into
different arenas, both indoor and
outdoor sports, from grassroots to the
Premiership. The range is designed for
all levels at broad market prices.

The latest campaign sees the
launch of the ‘Force’ rugby boot,
designed featuring thicker leather and a
toe-cap for added protection. 

Nomis is the only brand to develop
a specifically designed range of
football boots for women,
combining new
colourways with a
redesigned heel and
ankle counter. The
boot has already
made
headway,
with a

number of the England team choosing
to wear the Spark and Glove range.

How are they marketed?
The marketing is very much product led
and demand is increasing rapidly.
Sponsorship endorsements with high
profile players deliver the ‘Nomis aware
revolution’ every time they play. The
availability of players for promotional
campaigns for our retailers throughout
the UK is in progress.

We have a very dynamic website
team, constantly working to develop
brand awareness and keep retailers up to
date with the latest in design technology.
Regular advertising in specialist
sportswear magazines and newspaper
articles is a key area, while branching
into new territory such as cycling and
sailing enables the brand name to reach
different areas.

The company is expanding rapidly
and has appointed a new Marketing
Manager, a Northern Sales Manager and
a new distribution network with
Rugbytech.

What is the most effective
way retailers can market
the range?
Marketing avenues are available to the
retailer through many arenas, working
closely with the Nomis brand, keeping
abreast of what’s new and feeding off
the product range. 

A product’s brochure, window
displays, POS materials and the latest
freestanding units, complete with gloves
and boot holders in the distinctive
Nomis orange and black, are available to
all retailers.
A constant team of sales managers are
on hand to offer advice, discuss products
and develop an important working
relationship with their own network of
retailers.
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Nomis product range
What’s Hot

PRODUCT FOCUS
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training
J U S T  A D D  B L O O D ,  S W E A T  &  T E A R S

As endorsed by Graham Taylor
England Manager 1995-1997

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

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

Call us now on 0115 900 2340 
Fax: 0115 900 2341  www.reydonsports.com
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awareness quickly. The creative had to be different to
stand out from the crowd. This was certainly achieved
and has been a major contributory factor to the highly
successful introduction of the Skins brand into the UK. 

How does a retailer go about becoming a Skins
stockist?
To want to stock and sell the best. We have targeted the
leading independents nationwide, and in particular the
'specialist' outlet type. This is on the premise that the
retailer, and members of staff, needs to understand the
technical attributes of the product so that they are able to
effectively communicate the features and benefits of the
Skins products to potential purchasers. 

In this context, we attach a particularly high level of
importance to staff training. Basically, we're keen to
develop a partnership with like-minded retailers who
have the desire to work with a premium product/brand. 

What marketing/POS support do you offer retailers? 
We will continue to market the brand
aggressively via a combination of
consumer advertising, in-store display
units, hanging banners, posters,
consumer literature, public relations
and sports marketing activities.

How have sales been in the last 12 months?
Amazing - consumer demand and the sell-through rate
has exceeded all expectation levels.

Who are Skins aimed at? 
Active participants in all individual and team sports (both
genders) who are seeking to enhance performance levels.
The product is not exclusive to the 'elitist', on the
contrary, and this reflects the growing awareness of the
compression product category at all levels.

What are the benefits of wearing them? 
The principal benefits include reduced muscle fatigue and
soreness and faster recovery post-activity. Hence the
Skins mantra: 'Train harder, play longer, recover faster'.

Can you tell us about the R&D that's gone into Skins?
The Skins product was launched in Australia in 2003,
after four years of intensive research. The key challenge
was to define the correct fabric mix and construction,
relative to the gradient compression levels that had to be
incorporated into the finished product. 

This was ultimately achieved and the gradient
compression aspect remains unique and synonymous to
Skins products. 

You don't pay sports stars to wear your products.
Why is that? 
We have a unique product proposition which is
recognised by physiotherapists and
fitness/conditioning coaches as being the ultimate
compression/therapeutic garment available.
Subsequently, we are approached by individual
players and teams who are prepared to purchase
Skins products independently. 

Your award-winning advertising campaigns
are certainly different. How did you come up
with the concept? 
The creative was developed in Australia with
the principal objective of building brand

Seconds
David Ling, general manager of Skins
for the UK and Europe

si



Train Harder   Play Longer   Recover Faster

BioAcceleration TechnologyTM

What are Skins™?

Skins™ are ground breaking, 

body-moulded, gradient compression 

performance equipment for active people. 

Whether training or competing, Skins™ 

enable you to perform at a higher rate 

for longer and recover faster. 

Who’s wearing Skins™?

Skins™ are worn by the who’s who 

of domestic and international sport. 

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

information at skins.net

How do Skins™ work?

The secret is in the revolutionary BioAcceleration 

Technology™. Developed by leading sports 

physicians, it combines gradient compression 

to reduce lactic acid build-up and enhance 

circulation, key muscle wrapping to focus muscle 

power and body temperature optimisation to 

keep you comfortable in warm or cool conditions. 

Skins™ is the only gradient compression 

equipment that uses your Body Mass Index 

(BMI) for a precision fi t.

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

Recommended and endorsed by

FURNACE/SKI5256/SI

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

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

To focus muscle power and 
dramatically reduce muscle vibration

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

Optimises your body temperature 
in warm or cool conditions

SPF 50+

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



FSPA update
The latest news from ispo winter, the annual British 
Golf Industry Association golf competition and BASES

FSPA MEMBER NEWS

Golf industry day 
More than 20 teams from the golf
industry are expected to be teeing up
on Woburn Golf & Country Club’s
famous Duke’s Course for the annual
British Golf Industry Association golf
competition, which raises funds for
the Golf Foundation.

Woburn’s inspiring venue should
be a strong draw for the industry to
book teams for the event, which is
held on April 17. The golf day, which
is preceded by a gala dinner and
charity auction the day before,
provides an excellent opportunity for
many influential people in the golf
world to meet and catch up with old
friends.  

Attendees at the gala dinner will
hear an after-dinner speech by golf
fanatic PY Gerbeau, formerly chief
executive of the Millennium Dome
and now chief executive of X-
Leisure. 

The golf day moves back to
Woburn, the venue for the 2003/4
events, after two happy years at
Frilford Heath. Competitors will
enjoy a team stableford competition
on the Duke’s Course, a selection of
special prize challenges during their
round and a prize-giving lunch.

Last year, through the efforts of
the BGIA and its members, £19,000
was raised for the Golf Foundation’s
grass roots junior golf initiatives.

Future looks bright for
BASES
The British Association of Spectator
Seating Equipment Suppliers held a
meeting in February with a view to
increasing membership of the
association in 2007 and beyond.

The meeting served as an
introduction for current and potential
members and gave the association an
opportunity to sell itself to
prospective member companies, as
well as gain valuable insight into their
opinions of BASES and what they
expect from a trade association.

The overwhelming opinion was
that it was a very positive meeting
and BASES has the potential to be a
strong force in the industry. The first
major project of the increased BASES
membership in 2007 will be the
updating of the ‘BASES blue guide’,
which contains recommendations for
the specification and use of different
types of seating. This document is
often the first port of call in a project
and is seen as an invaluable source of
information for both architects and
companies alike.
For more information on BASES
email bases@sportsandplay.com si
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and the show was enjoyable and well
worthwhile. Premier Sock Tape look
forward to the support of both the
FSPA and UKTI in the near future.”

The exhibitors in the British
group, and those who applied for a
grant through the FSPA, were among
a total of 1,970 exhibitors who
displayed their products in 180,000
square metres throughout 17 halls.

The FSPA also helped obtain
grants for British companies for whom
the UK Pavilion was unavoidably
situated in the wrong part of the show.
One such company was SkiWeb.

Says the company’s Sian Brooks:
“ispo has helped us expand and
brought us customers from all over
Europe, Australia and even Japan by
giving us, a small company from
Wales, the opportunity to show our
products to a very wide audience.

“The FSPA helped us get
organised and gave us support before
and during the show. Knowing
someone is available throughout the
show for whatever concerns we had
was a great support and gave us more
confidence in what is an extremely
large and competitive exhibition.”

Overall, there was a tremendous
response to the British companies and
their stands were busy throughout the
four-day show. With the ongoing
support of UKTI and the increasing
size and success of the show, the
FSPA will be looking to expand the
UK Pavilion for next year’s event.

The Federation of Sports and Play
Associations took a number of
companies to form a UK Pavilion at
ispo winter, which attracted a
record 64,000 trade visitors and
provided an unrivalled opportunity
for British companies to source new
contacts and contracts worldwide.

Steve Barratt, managing director
of Premier Sock Tape, had this to
say: “As it was our first ispo show, we
were left amazed at the response to
the products. We will be following up
the opportunities opened in at least 10
European and worldwide countries. 

“The support of the FSPA was
excellent, both before and during the
show. They made the whole
experience as easy for us as possible
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With fi tness boot camps fast growing in popularity in the UK, 
Billy Blanks’ BootCamp and Tae Bo fi tness systems are set to 
take the UK by storm!

Billy Blanks, seven-time World Martial Arts Champion and creator of 

Tae Bo has developed two systems to be launched by trusted brand Gaiam 

that promise to provide an energetic, fun and ultimate total body workout.

NEW
to the

UK!
THE FITNESS 
TRAINING 
THAT’S 
SHAPING 
AMERICA

Billy’s BootCamp
Taken from Billy’s experience of real basic training 

exercises with the US military, this energetic, fat-

busting and muscle-sculpting regime combines Tae Bo 

kickboxing with fat-burning cardio and muscle-toning 

callisthenics, all set to upbeat music.  

Includes:

• 3 x workout DVDs

• Billy Bands – BootCamp’s secret weapon!

• 7-day Success Plan – low-carb eating guide

Billy’s Tae Bo Contact Compete
As the creator of Tae Bo, Billy combines martial arts 

moves, boxing and dance to provide a motivational, fun 

and effective, all over workout.    

Includes:

• 2 x workout DVDs

• Upright speed bag – to help tone and 

 strengthen the body

Strong media advertising and PR campaigns are scheduled to launch 
this range from Billy Blanks.



ispo - inspired
A new summer concept, a partnership with the STAG 

buying group, steadily increasing numbers. ispo had all 
the incentives for energising retail thinking, says Lauren Fox 

ISPO REVIEW

It was only a matter of time before
the trade caught up with ispo. Or
rather, caught on to what this
amazing showcase of sport is all
about. In recent years ispo has been
evolving dynamically, moving in
directions that match the modern
sports market.

Firstly introducing separate sports
communities and then driving these
initiatives forward with concepts that
benefit both exhibitor and visitor alike.
Seedbed starter opportunities,
discussion forums and the addition of
features that match the mood and the
movement in kit production, such as
wearable technologies.

ispo is focussed, functional and,
equally important, a style statement -
which is what the new summer show
will be all about. ispo Sport and Style.
Acknowledging the fact that the
boundaries between fashion and
function have blurred and having a cool
factor makes you pretty hot property.

New partnership
For those who think this has no bearing
on the core sports trade, there are those
who would beg to differ. This February
STAG took a party of retail members to
Munich, having recently formed a new
working partnership with ispo - STAG
being the first UK buying group to do
so, even providing a hospitality area for
UK visitors.  

Sports Insight chatted to the STAG
retailers on attending ispo. Some had
never visited the show before, some had
stopped attending. They all found it
quite an eye-opener.

Gary Hillard of Doug Hillard
Sports, Bristol had never attended ispo
before and although the winter show
did not particularly reflect his buying
area, he was nothing but enthusiastic.  

“I was stunned by the immense size
of the show and although there were
only a couple of halls that had directly
relevant product, the whole thing was
generally interesting in terms of ideas,”
he says. “We have just installed a new
showroom so it was really useful, plus
it was great to be with other STAG
members and be able to exchange
thoughts and get varied opinion on
things. I am definitely going to look
again in the summer and more people
should do the same.”

Terry and Trudy Ferbrache of
Fletchersports had very specific reasons
for finding ispo a great commercial
opportunity. Based in Guernsey, they
have real problems getting to view what
is new and upcoming in the trade as it
is difficult for brands to present to them
and even more so since airline baggage
restrictions were introduced.  

Consequently, they make various
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buying trips to the UK. According to
Trudy Ferbrache: “The show was very
good indeed. Even though we are not a
winter sport company, there was plenty
of other product to see. We made new
contacts and found products we would
not have known about in the UK.  

“Munich is cost-effective to get to
and great to visit, everything is
superbly organised at the show, stands
are merchandised well, very much like
shops. What would be fantastic would
be if more UK agents or distributors
were available on stands to do
business with.”

STAG joint managing directors,
Ward Robertson and Ricky Chandler,
were in agreement over the value of
ispo for the UK market. Chandler had
attended the show several years
previously and like many had expected
to see a domestic German sports show
with a fairly traditional footprint. 

Showcase
“What really stood out was the
conceptualisation of the whole thing,”
he says. “Not just hall after hall of
brands, but creatively planned in a
way to showcase everything and to
move traffic round the show so that
people were given a wider view of
the industry.”   

Chandler was equally positive
about the need for UK retailers to
attend ispo: “People have simply
stopped bothering to travel, but they
need to. ispo is busy and full of ideas,
what’s more, it is now great value for
money to attend. We came with
specific appointments and found plenty
of UK-relevant exhibitors and visitors
to talk to and the whole show left our
group energised and enthusiastic.   

“The organisation is outstanding
and the people running the show are
willing to listen and embrace ideas. It
was a great reflection of the way the
industry has been developing, with a
core focus alongside a fashion-led
influence. Hi-Tec, for example, were
able to display their outdoor and
soccer collections and showcase their
new Jodie Kidd sport and lifestyle
range in ispovision, both in relevant
show sectors.” 

Robertson had never attended ispo
previously and was not only impressed
by the structure of the show and the
volume of brands on display, but
equally by the commercial inspiration
to be gained. 

He says: “If you make your living
in this industry, you need your head

examined if you don’t attend ispo.
The ideas available on how to
improve your business alone were
worth the trip tenfold. UK industry
professionals are missing a huge
chance to learn new ideas, see new
ways of merchandising, spot new

trends and network with like-minded
individuals. The show is really, really
important if they are at all progressive
in their thinking.”

Ricky Chandler certainly got to
experience the increasing relevance of
mixing sport and style, taking in the
GQ Sport Style Award, complete with
burlesque show by Dita Von Teese,
and packed with industry leaders and
the media. This, after an appointment-
packed day at the show that included
an introduction to ispo’s ‘Shop
Summit’, an interactive area where

LEFT: STAG took a
party of retail
members to Munich,
having recently formed
a working partnership
with ispo

“The show is really, really important if they
are at all progressive in their thinking”

BRAND NEWS

Hi-Tec JK Golf and lifestyle 
Jodie Kidd’s first product collection
for the brand has proved beyond
doubt that this was a smart sport
and style association.

Kidd’s design input is totally
real, not just a ‘signature’
collection. Talking exclusively to
Sports Insight, Kidd explained the
thought behind the outstanding
new JK lifestyle range: “The
collection features ‘squash’ and
‘spike’, based on Hi-Tec’s sporting
heritage. The brand is fantastic to
work with, thoroughly creative and
open to any necessary
developments to make sure the
product really works as it should.”

The blend of Hi-Tec footwear
expertise and Kidd’s fashion edge
is already capturing the attention
of the likes of Top Shop, which is
upping its sporty involvement.

Adidas enters
boxing arena
Those famous
three stripes will now
pack even more of a punch, following
the ispo launch of a full range of boxing
equipment carefully developed over the
last couple of years to include enriched
technologies that will provide optimal
comfort and security for boxers.

The range is launched in association
with Double D (licensed worldwide
distributor for adidas combat sports
products) and distributed in the UK by
AVA Sports (01234 268 060).

Asics makes statement
Also speaking out at ispo was Asics,
with the launch of its pan-European
campaign aimed at positioning the
brand as a complete sporting goods
outfitter alongside its number-one
running brand reputation.

At the heart of the campaign is
‘Block Party’, a 45-second television
commercial produced in London.
Alongside this, a new ‘Cube Design’
corporate identity was also revealed.

Asics also announced its first-ever
global brand slogan - ‘Sound mind,
sound body’ - a translation of the Latin
words forming the name Asics.

See the commercial at
www.asicseurope.com/soundmind
soundbody

experts offer free practical advice on
everything retail-oriented.  

ispo will be exhibiting at the STAG
show this November. Says Chandler: “I
think it is fantastic that they want to
come and experience first-hand the way
our UK market does business. I don’t
think we will be able to match the
burlesque show, but they are still going
to find it all quite an eye opener!” si



Welcome to the new research
pages presented by The NPD
Group.

Over the next year The NPD
Group will share insight in the
sports footwear and apparel markets,
providing analysis extracted from its
consumer tracking surveys plus new
point-of-sale monitor. 

Price deflation, a fashion-
oriented market, retailer acquisitions
and expansion - these are just a few
of the key factors that have
contributed towards mixed news in
the Great Britain sportswear market
in 2006.

Retail
Retailing took a small step forward in
2006, with retailers taking strides
towards substantiating their point of
difference. JD confirmed its
differential to the consumer - still
sports but focusing on sport for
fashion. JJB Sports looked to attract
a different consumer to Sports World.
Mike Ashley’s empire on one hand
drove its own prices down, whilst on
the other took out the middle tier of
small chain sports retailers, including
Gilesports, Hargreaves and, more
recently, Streetwise Sports. 

This level of activity is likely to
reduce in the short term, whilst focus
is shifted to management of the newly
floated Sports Direct International.

Let’s not forget the importance of
the independents, specialists and
smaller chains. Having to compete for
consumer business, the small retailer
can’t compete on price yet continues
to carve out a relatively strong
business. They will continue to be the
focus for manufacturers aiming to
differentiate, spread risk and lessen
dependency on the high street chains.

So what does this all look like in
terms of figures? The sports apparel
and footwear market combined
registered £4.3 billion in 2006,
accounting for just under 300 million
units, as detailed in Fig 1.

And it’s definitely not all doom
and gloom. These latest annual
figures from The NPD Group indicate
a positive one per cent gain in money
spent on sportswear (footwear and
apparel combined). Furthermore, a
five per cent increase in the number
of units purchased was reported in
2006, compared to 2005.
Discounting

ABOVE:
The replica market
increased by 22 per
cent last year

ABOVE:
The sports footwear market registered £1.4 billion in
sales and 56 million pairs

SPORTSWEAR MARKET ROUND-UP
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Mixed news
Price deflation, a fashion-oriented market, retailer acquisitions
and expansion - just a few of the key factors that have
contributed towards the Great Britain sportswear market in 2006

AT RETAIL
■ JD confirmed it’s still sports-
oriented, but with a focus on sport
for fashion
■ JJB Sports looked to attract a
different consumer to Sports World.
■ Sports World took out the middle
tier of small chain sports retailers,
including Gilesports, Hargreaves and
Streetwise Sports.



BELOW:
Puma has benefited from
the trend towards sport-
inspired leisure footwear.
Can the likes of K-Swiss
and Lacoste do the same?

Certain trends emerged over the past
year, including an increase in own label
at low prices, plus a shift in product
styles from high-priced technical
products being marketed and sold for
fashion use to lower-priced sport-
inspired sports leisure footwear.  

As Puma did two to three years
ago, K-Swiss and Lacoste are
certainly the brands benefiting
from this trend in the present
climate.

But with the shift of
fashion from high price to
lower-priced products, plus
the increased amount of
product sold at reduced price,
the sports footwear market, not
surprisingly, saw a decline in money
spent.  

Predictions for 2007? Will we see
an introduction of more premium
product offerings in an attempt
to counteract price deflation?
Will the focus shift away
from sports leisure to
technical products once
again? Or will there be a
surge in own label low-priced
goods to get the consumers
through the door?

However, in both apparel and footwear it
is interesting to note the continuing trend
of discounting. The discounting of

products is playing an increasing
role in today’s sporting goods
market. 
Arguably led by the larger

retailers, discounting is however
registered across the board -
from the larger chains and mail

order, to
department
stores and the

smaller sports
goods stores.  

It is a trend that
saw 60 per cent of

sports footwear and
56 per cent of sports

apparel items being
sold at reduced price in

2006. Compared with 2003
(see Fig 2), reduced priced items

are increasing significantly year on year
- 52 per cent of footwear and 46 per cent
of apparel was purchased at reduced
price in 2003.

Apparel
Sports apparel held the total sportswear
market up, increasing by five per cent
year on year in value and seven per cent
in volume driven through replica. It will
come as no surprise to see the replica
market increase by 22 per cent, mostly
thanks to sales of the England football
shirt following the World Cup. 

That said, non-replica sports apparel
also increased sales - in both value and
units - in 2006, largely thanks to sales of
men’s and children’s products.

Footwear
In 2006 the sports footwear market
decreased five per cent in value and three
per cent in volume, registering £1.4
billion sales and 56 million pairs. With
sports footwear, price has increasingly
become a tool for gaining competitive
advantage. 
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AT A GLANCE
■ The sports apparel and footwear market was worth £4.3
billion in 2006, accounting for just under 300 million units
■ There was a one per cent gain in money spent on
sportswear (footwear and apparel combined)
■ 60 per cent of sports footwear and 56 per cent of sports
apparel items were sold at reduced prices in 2006
■ Sports apparel increased by five per cent year on year in
value and seven per cent in volume driven through replica     
■ The replica market increased by 22 per cent
■ The sports footwear market decreased five per cent in
value and three per cent in volume

The NPD Group: 01932 355580. www.npd.com

si



all stock and inventory activities. “I
think that retailers are certainly aware
that they need good stock control,”
says René Vicente de Sousa, Senior
Procurement Specialist of the
Professional Practice Team at the
Chartered Institute of Purchasing &
Supply. 

“Smaller retailers also only see
part of the retail chain and know how
their own stock control fits into this as
a whole. Their customer is driving
their stock holding, so they quite
rightly focus on this element of the
stock process, but often they won’t
look back down the chain to their
suppliers. This may simply be because
they don’t have the resources or
expertise to do that.” 

Looking at the whole supply
chain that delivers the stock items
you’ve ordered will pay dividends, as
taking an interest in how you fit into
this chain will enable you to see and
react to problems as they arise.
Popular items will clearly be in
demand, so any steps you can take
early to secure your stock supply will
be reflected in your takings. 

Popular stock items that are a
reaction to a trend or successful
marketing campaign only form part of
your overall stock offering. It’s also
important to ensure that you have
your annual best-sellers available as

well. Talk to your suppliers and try
and understand how you fit into the
chain and, more importantly, what
you can do to improve the supply
chain to benefit your business.

Technology has clearly had a big
impact on inventory control. The
humble barcode can trace its
ancestry back to 1948 and is still an
excellent means of tracking stock.
With today’s EPOS tills able to
gather a myriad of data about a sale,
ensuring you are set up to make the
most of this information makes
commercial sense.

Says Chris Barling, CEO of
Actinic, an ecommerce software
specialist: "Up-to-date information
means you can reduce stock levels by
streamlining your purchasing,
automatically generating orders for
the products you really need. 

“Some retailers have experienced
stock reductions of up to 30 per cent
following the installation of an EPOS
system. Even for small retailers, the
value of the stock released could pay
for an EPOS installation on its own.
It’s worth doing the sums. 

“The stock data can also be used
to increase profitability. By
identifying slow and fast-moving
items and pricing them accordingly,
you can trim your prices to make the
best of prevailing trading conditions.
For instance, if an item is flying off
the shelves, then adding a few pence
to the price may be a shrewd move.
At the same time, slower-moving
items may be overpriced and you can
adjust them accordingly." 

In the online retail space, stock
control has become something of a
fine art. The most successful 
online players have honed their
inventory skills to enable them to
offer a vast array of merchandise at
competitive prices. 

For the smaller business, it’s still
possible to use the internet
effectively to give a more integrated
approach to stock control. Try and
look at your online and offline
businesses as facets of the same
enterprise. Look for economies of
scale, but also look for lines that
have a different sale profile. 

The high street shopper does
behave differently than your online
customers. You may have to develop
some separate inventory techniques
to support these different channels,
but you’ll also be able to spot
similarities you can exploit with the
stock you hold.

STOCK CONTROL

Do you have a clear idea of how
much stock your business is
currently holding? Do you know
what your most popular lines are?
Or how about which items have
been returned with few or no sales? 

These are fundamental questions
that all successful retail businesses can
answer accurately. The key to
generating these figures, which in turn
enable you to reduce costs and
improve margin, is good stock control.

Whether you trade in the high
street, online or a combination of
both, knowing your stock position is a
business necessity. Larger stores are
adopting electronic stock control in
ever-increasing numbers as they
perfect ‘just in time’ stocking practice.

Profitability
With RFID providing infinitely more
features that all retailers can utilise,
the everyday stock take is becoming a
reality. For smaller retailers who have
limited merchandising space, it’s even
more important to get your stock
levels correct. Couple this with a
detailed knowledge of your market,
what lines your customers want and
when they want them can provide you
with the tools to vastly improve your
store’s profitability.

For the high street retailer, having
the right merchandise should govern

In control
Handling your store’s inventory efficiently is
good business practice, says Dave Howell
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ABOVE:
Knowing your stock
position is a business
necessity



now being used on individual items.
Initially, at the item level this will apply
to high-value goods. The vast majority
of retailers won’t be early adopters, but
what they can offer is more agility and

flexibility with the stock that they hold. 
“If the store’s owner knows their

customers, they can ensure they have
stock of those lines when they need
them. RFID can certainly help to ensure
that the correct stock arrives in store on
time to meet the demand. Ultimately, if
the item isn’t on the shelf, that could be
a lost sale.” 

The near future will see the
introduction of Near Field
Communication, a consumer-focused
technology similar to RFID that can be
accessed via a mobile phone. This
means that customers will be able to
read an RFID tag as well. This will give
them more information, such as where
and how the product was made and what
its operating conditions are, for instance. 

What we will soon see is that RFID
can also be used as a sales technique.

Gathering the raw data that you can
base your stock control on is clearly an
important first step. You may already
do this via your EPOS-enabled devices
that use barcodes to track each item as

they move into your store and then out
when a sale is made. 

RFID
One technology that you will certainly
be coming into contact with more
regularly is RFID (Radio Frequency
Identification). This is, in fact, not a
new technology as it dates back to the
late 1960s. RFID is really an umbrella
term that covers any system that uses
radio waves as a means of identifying
goods that have been suitably tagged. 

The technology has now been
perfected and is coming down in price.
The wholesale use of the technology is
a few years off yet, but it’s coming to
your store soon.

Says Kevin Kelly, Marketing
Manager at the RFID Centre, an
independent information and
demonstration visitor centre: “The
typical small business has short runs of
time-specific goods such as sports
shirts that change often. But also
shrinkage is part of the inventory stock
control process. 

“The issue for high street stores at
the moment is that they are not keeping
large amounts of stock over long
periods. All of their stock is, in effect,
out in the store. Centralised warehouses
now supply straight to rack. And to
ensure you have your replenishment
levels correct, RFID can help with that. 

“I think that for a store of 10,000
square feet and over, RFID can be a
real benefit and be cost-effective. With
say 3,000 stock items, they aren’t going
to know of any problems until the end
of the month when they do the stock
take. This kind of technology can
manage complexity.”

Using this technology in your
business could be closer than you think.
As René Vicente de Sousa describes,
with the supply chain increasingly
moving towards the universal adoption
of RFID at the merchandise level,
retailers will find it hard to ignore this
burgeoning technology: 

“If you look at the background to
RFID, it was first applied to containers
of merchandise and then pallets and is

With technology like the magicmirror
(see http://tinyurl.com/34k2du), it
becomes not just a stock or inventory
system, it becomes part of the sales
channel for the store, too.

With affordable stock control
systems available to any size of
business, there really is no excuse for
not being in full possession of your
store’s stock position at any given
time. It’s important, though, to couple
this raw data with your own hard-won
customer profiling and understanding
of your local business. 

Stock control is about more than
simply counting merchandise in your
store, or warehouse if you trade
online. It’s about matching your
buying to the demand of your
customers. Try and integrate your
ordering, stock control, point of sale
and accounting procedures together.
You’ll then have all the information
you need to be confident that every
item you stock will give a good return
on its cost.

“Some retailers have experienced stock reductions of up to 30 per cent
following the installation of an EPOS system. Even for small retailers, the
value of the stock released could pay for an EPOS installation on its own”

si
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BELOW:
Technology has had a
big impact on
inventory control



primarily, but times they are changing
and this latest accomplishment does no
end of good for the club and women’s
sport in general.

“It has had a massive effect in
raising our profile in other countries
and shows that English women’s
football is well and truly on the rise,”
explains White. “The club has been
inundated with interest for players from
many countries wanting to come and
learn from and play for Arsenal LFC.”

And that’s not the only interest.
Women’s football is gaining popularity
in bounds, with clubs, schools and
associations working across the country
to encourage young hopefuls by
providing training, academies and
scholarships as well as opportunities in
employment and travel.

Since its creation in 1987 by Vic
Akers, the women’s current General
Manager, Arsenal LFC has won 21
major trophies, mirroring the force and
strength of the men’s team. This is a
force the club makes efforts to pass on
to girls of all standards via soccer
schools, where young hopefuls, from
first-timers to fanatics, can experience a
variety of areas of the game.

Experience
Part of White’s job is going to schools
to encourage and provide girls with the
experience of playing football. “I often
do sessions with up to 25 girls, which
would have been unheard of when I
was at school,” she reveals. “To see so
many girls now who want to play is
brilliant and that they have a chance to
make up their own minds.”

This sporting philosophy is also

taken on board across the country as
part of the FA's Development Strategy,
which includes “47 specific women's
and girls' Football Development
Officers working strategically to help
introduce the playing opportunities
required” and who are “dedicated to
developing the links between clubs and
schools”.

The appeal is definitely there, but
potentially it’s the media that holds the
most accessible sources to attract more
of the public and provide information,
including the airing of matches and the
opportunity to watch the players.
White hopes that getting to the UEFA
Women’s Cup Final will encourage
more promotion of the game. “Having
role models was what helped me want
to take up sport, so hopefully this will
help encourage other youngsters to
play sport in the future,” she says.

Steps are being made to show
more women’s football, with
increasing demand proving these are
steps worth taking. “The BBC has
taken a lead in covering the women’s
FA Cup Final in the past and, more
recently, the dramatic game against
France, which saw England qualifying
for the World Cup,” says Angelo
Evangelou, Communications Officer at
the Womens Sports Foundation. 

Slow it may be, but progress is
progress and a good attitude helps.
During the Women’s UEFA 2005
football championships, Sport England
noted a shift in culture in the
appreciation of women’s football that
“women can play too”. 

Arsenal Ladies’ sponsor Nike is
more than impressed with the team
and its effect on the profile of women’s
football, and some of the girls even
have individual sponsorship. “Nike is
one of the brands most associated with

WOMEN’S FOOTBALL

When we hear the name Arsenal, most
of us think Premiership football giant
with a manager and team to respect,
possibly spurn, even fear, wherever your
personal allegiance may lie. So this must
be Wenger, Henry, Ljungberg and co -
right? Nah, take a closer look - there’s
more to football than balls.

Making all the right moves this
season, it’s women’s football Premiership
League leader Arsenal Ladies Football
Club that has been displaying some pretty
impressive play lately, culminating in
becoming the first British women’s team
to reach the UEFA Women’s Cup Final,
when they will be competing for the title
against Sweden’s Umeå IK this spring. 

Treble
Not only that, reaching the final is the
cherry on top of the club’s 20-year
anniversary celebrations and could be the
first success on the way to achieving a
‘treble’ of sorts, with the league win
looking strong as well as some of the
players going on to play for England in
the Women’s World Cup in China later
this year.

“Every player wants to challenge
themselves and play in the big
tournaments,” says Faye White, Arsenal
captain and England defender. “We are
all ready and raring to compete against
top players from other countries; not only
does it improve you as a player, it helps
to really push the sport on and highlights
that the standard of women's football is
increasing and up there with other top
nations.”

It’s true the mere mention of a
Premiership club will still lead most of us
unwittingly to talk about the men’s teams

Ladies’ first
Shooting to thrill, Arsenal Ladies are the first Brits to reach
the UEFA Women’s Cup Final. Francesca Twinn reports
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girls under 15 played football in 2005-
2006 and 140,000 girls and women
are now involved in regular affiliated
competition in the UK), we will be
introducing a new women’s-specific
boot later this spring.”

Of course, the triumph here
belongs to Arsenal Ladies, who have
finally offered some testing
competition in Europe. “Germany and
Sweden have been titans in women’s
football for a long time now. Umeå
have signed International players from
Brazil, Finland, Sweden. They're big,
physical athletes,” says Emma Byrne,
Arsenal Ladies’ goalkeeper. 

“I think the standard in England is
improving dramatically and we are
slowly catching up. It's difficult for
women's clubs to offer foreign players
attractive contracts with the lack of
financial support.”

The financial side couldn’t slip by
without a mention, however. Byrne
says Arsenal FC has been a huge help
and the team is “very much viewed as
under the main umbrella of the club in
terms of support”.

“David Dein is our chairman,” she
continues, “and he is fantastic
backing. We have a massive
advantage over the smaller clubs as
our name carries weight. Equally with
the male players' support, it helps to
achieve coverage through provision of
supportive quotes, their participation
in promotional photo shoots ahead of
matches.”

“Because the gaffer is their kit
man, we have a close link with the
men,” adds Byrne. “They're proud of

women’s football over the years,” says
Charlie Brooks, Nike UK Head of
Corporate Communications. “Like the
recent women’s Euro championships,
Arsenal’s achievement will only help
increase media coverage and general
awareness and hopefully the upcoming
Women’s World Cup will help raise this
further.”

Media
Despite all this good cheer, there is still
a call for a massive increase in media
attention, with an incredibly low five per
cent of daily average space dedicated to
women’s and girls’ sport, according to
the Womens Sports
Foundation report ‘Playing
Catch-Up’.

“Women’s football is
generally on the rise in the
UK, but this needs to be complemented
by the media interest in the game,” says
Evangelou. “Arsenal Ladies are on the
verge of creating history and there
should be enough interest from the
media to cover such an event. 

“The UEFA Cup Final and the
upcoming World Cup provide a great
package for any media broadcaster and
high viewing figures for previous
games of similar stature show demand.
What is needed is for the media to pick
this up and give the promotion and
platform both competitions deserve.”

Nike is aware of the input and
continuing support necessary, and as
provider of Arsenal Ladies’ kit, it is
concentrating on more specialised gear.
“From our point of view, we introduced
women’s performance football products
a few years ago, but struggled to make
this work economically,” explains
Brooks. 

“However, given the massively
increasing participation (1.7 million

our achievements and always wish us
well before big games. David Dein
and Ken Friar were at our game and
were thrilled when we won. It's a nice
feeling to know the whole club is
behind you.”

And that includes the fans. Says
Byrne: “At the big games we fill
Boreham Wood - 4,000 people, I
think. We get a mixture of men and
women, generally families. The fans
really helped when we played against
Brondby in the semi-finals. They were
great support.”

White says getting to the final has
given women’s football a massive

boost. “Hopefully we will
be able to finish the job
off and take it to an even
higher level in terms of
media coverage and then

supporters and attracting sponsors
into the game,” she says.

“It has built a really good rapport
and team spirit within our dressing
room,” adds Byrne. “It puts Arsenal
Ladies on the map. We will be known
around Europe as being one of the
best clubs in women's football, which
can only be an advantage.

”Reaching the UEFA Cup Final
has been the biggest achievement
ever. It's a competition for the elite
and we've made it to the final. We are
the underdogs as Umeå have won
before. It took a lot of grit and
determination - we're willing to go
that extra step to try and win.”

Women’s football is well and truly
out there, it just needs a chance to
show its face a bit more with a lot of
help from all areas of sport, from the
media to advertisers. Well, they say
girls are only interested in beauty, and
like the Gunners, you’re darn tooting
we are - the Beautiful Game.

“Reaching the UEFA Cup Final has been
the biggest achievement ever”
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■ Umeå IK v
Arsenal Ladies,
UEFA Women’s
Cup Final 1st Leg,
Gammliavalien,
Sweden, Saturday,
April 21, kick-off
2pm.
■ Arsenal Ladies v
Umeå IK, UEFA
Women’s Cup
Final 2nd Leg,
Boreham Wood
FC, Sunday, April
29, kick-off 12pm.si
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Over the past few years, GILBERT has re-affirmed its position
as a leader in the international netball market.

Gilberts Netball range

Eclipse Dress

Investing in new partnerships with
both the International Federation
of Netball Associations (IFNA) and
a host of netball bodies of all levels
around the world. With the help of
these initiatives, they are able to
better focus product development
across all netball product
categories, progressing them in
order to bring them in line with the
undisputed ball engineering
excellence so successfully adapted
from their 180 year-old rugby
business. The continued evolution of
GILBERT’s ball technology has
ensured that they have retained their
place as market leader. They are
currently proud to be the Official and
Exclusive Ball Suppliers to IFNA
(including the 2007 World
Championships) as well as several
international federations including
World Champions New Zealand,
Australia, Jamaica, South Africa,
Scotland and Wales. 

Netball Bibs

Netball is an exciting, fun and
competitive sport enjoyed by all ages,
and the team at GILBERT Netball
endeavour to ensure that their products
are designed to match. They aim to
ensure that everything they do benefits
not only the brand and the end-user,
but also the netball community as a
whole. A new development team,
headed by former England Netball
Captain Hellen Manufor, has been put
in place to ensure that GILBERT
continue to develop both apparel and
balls for use at the very highest level. 



for the players of all levels whilst
the Pulse sleeveless top (made
from polyester eyelet fabric
incorporating Coolmax™ yarn)
and skirt provides a more
traditional option. Available in
3 stock colourways (Red,
Navy, Black) these garments
enable GILBERT to provide
a solution for every team’s
on-court requirements,
whatever the level.
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Spearheading this exciting new era, the
national teams of Jamaica and South
Africa have already chosen
GILBERT Netball to be their Official
and Exclusive Apparel Suppliers,
taking advantage of the new range that
meets the individual needs of both
players and coaching staff, combining
high performance and functionality.

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

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

The new Eclipse Dress has been designed with he elite player in mind and
combines stretch fabric with Spandex™ for added flexibility and movement with mesh
insert side panels for increased ventilation. The Phoenix range, made up from a new
high stretch polyester and elastane short sleeve top and the existing Phoenix skort offers
a high performance two-piece option 

Radius Pulse Skirt

Phoenix Pulse
Black/Blue

Sleeveless Tops

Performance Shell Top

Gilbert Netballs

The addition of a new range of training wear,
including the Performance Shell Top (pictured) and
Bottoms, length leggings and a variety of other  off-
court apparel mean that GILBERT Netball are now
in a position to equip your team with everything they
may need. 



GILBERT Netball
The addition of a new range of training
wear, including the Performance Shell

Top (pictured) and Bottoms, 3/4 length
leggings and a variety of other off-court

apparel, means that GILBERT Netball is now
in a position to equip

your team with
everything they

may need. 
Spearheading this

new era, the national teams of
Jamaica and South Africa have
already chosen GILBERT Netball to be
their Official and Exclusive Apparel
Suppliers, taking advantage of the
new range that meets the individual
needs of both players and coaching
staff, combining high performance
and functionality.
The new GILBERT Netball range will
be available for delivery from June
2007. Call your local GILBERT contact to
arrange a visit. Alternatively, call 08450 66 1823
to place an order.
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IN SEASON NETBALL

RN655 GEL-NETBURNER PRO III.
Size: 4-9, 10 
The ASICS Gel NETBURNER PRO III is designed for

a fast pace on the netball court and is supportive

of the heel and ankle, allowing for quick

direction changes in mid stride. 

A new multi-directional herringbone outsole

pattern provides superior grip, while the high

abrasion outsole material adds to durability. The

NETBURNER PRO III comes into its own in shock

absorption, with Visible rearfoot and forefoot

GEL further enhancing cushioning at key shock

points and helping reduce stress loads. 

ASICS is the official footwear supplier to

the England Netball Team.

For more information on the ASICS

GEL NETBURNER PRO III contact

ASICS Sales on: 01925

243360 or visit

www.asics.co.uk

Netball



GEL-NETBURNER PRO III

Size: 4-9, 10

RN655-0155

New
multi-directional herringbone 

outsole pattern provides superior

grip. AHAR+ high abrasion outsole

material adds to durability.

Increased shock absorption with 

visible rear foot and forefoot gel.

Further enhanced cushioning at

key shock points helping reduce

stress loads.

THE MORE

YOU PUT 

IN, THE

MORE YOU

GET OUT.

asics.co.uk

Pictured, Ama Agbeze, England
Netball captain and the ASICS
Gel-Netburner Pro III.
ASICS is the official footwear
supplier to the England Netball
Team.

To order please call 01925 243 360 or email info@asics.co.uk



A static market and an ongoing price
war. It hasn’t been a great 12 months
for racquet sports, but companies in
this sector are demonstrating a
willingness to rise to the challenges of
a difficult market.

Take Hi-Tec, for example.
“Business over the last 12 months has
been a challenge,” is how Helen
Durant, the company’s PR &
Advertising Manager puts it. “The
market is not standing still and it is
how you adapt to these changes that
will determine how successful you are.

IN SEASON RACQUET SPORTS
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“Competition has been intense, as
we expected, but Hi-Tec has evolved
and next season will prove this.”

Struggling
Over at Dunlop, Toby Marcham, its
Indoor Sports Group Product
Manager, had this to say: “With
2006 being a football World Cup
year, tennis always struggles to
attract starters and re-starters to play,
which generally kick-start your sales
over the summer. With the World
Cup being staged at the same time as

Wimbledon, participation in the
sport was down.”

Squash, on the other hand, was
less affected because its key season is
winter, according to Marcham’s
colleague, Shaun Crampton,
Dunlop’s Tennis Promotions
Manager.

“2006 was another strong year
for Dunlop sales as the world’s
number one brand,” says Crampton.
“Within mainstream media, exposure
is more limited and therefore
motivation to participate is different.

Tough times
A number of factors have contributed to a static
racquet market



commitment from the UK governing
bodies to ensure focus on growing the
sport.”

Derek Price, managing director of
ball producer J Price (Bath) Ltd,
reports that a number of major
customers have fallen on difficult
times during the past few years. “We
experienced a substantial number of
bad debts,” says Price. “However,
after two years of declining sales, our
order book is now looking much
healthier again, so 2007 should be
back on keel, despite the continuing
decline of tennis.

“Sales of regular tennis balls,
compared to earlier years, are fairly
minimal because we cannot compete
with the major brands, all of whom
buy or produce in the Far East and
seem to be forever lowering prices.”

Concern
Trading remains challenging at Head
UK, too. “The biggest area of concern
is in the top end of the market, the
£100-plus price point, where sales
volume continues to decline quite
significantly,” says Dave Shaw, the
company’s Category Manager Racket
Sports.

“The end result of this is that the
average selling price continues to
suffer as more racquets have to be
sold to achieve the same revenue
figures. Recent market reports showed
an overall drop in volume sales.
However, at Head this remains stable.

“Retailers seem reluctant to buy
into new, innovative products in
favour of so-called ‘deal’ racquets.
There is also concern from the retailer
with regards to the heavy discounts
being offered on the internet. This is
an area which has become
increasingly difficult to control over
recent years.”

Toby Marcham says club players
and juniors are the key participation
drivers in the tennis market, while
Helen Durant cites the social and
fitness aspects of racquet sports as the
two main motivators. And like many
sports, positive TV and media
coverage can be a big influence.

“Without the oxygen of media,
the sport will suffer, but it’s difficult to
assess the true value in general
participation terms,” says Durant.
“When a British player does well in
an event such as Wimbledon, the
whole country gets turned on by
tennis, albeit temporarily.

“But the key point is that the sport
has its annual boost in terms of the
nation’s sport psyche, and that’s the

“Squash is still perceived as one of
the best sports for keeping fit, and this
continues to be a key motivator. In
addition, the UK has in recent years
been very strong in the professional
game and this of course helps motivate
participation.

“It is, however, increasingly well
covered within the specialist squash
media, both print and on the internet, as
well as on Sky TV. This enables the
keen squash player to be kept up to date.

“Participation levels in squash are
fairly static currently, but there is strong

Holy Grail. In reality, most niche
sports find it very hard to generate
publicity and its effect is not nearly as
impactful.

“Success inevitably helps and it is
the combination of a British winner
and the coverage that turns people
onto the sport, not the coverage itself.
To an extent, we have seen this with
Gail Emms and Nathan Robertson in
badminton. As world champions, they
are transcending their sport and are
celebrities in their own right. This
incentivises the printed press and TV
to run a feature and, in turn,
encourages people to pick up the
racquet to emulate them.”

There’s been a definite shift in the
way people buy their equipment and
from whom, according to Durant. She
says: “Online purchasing continues to
grow and retailers that can leverage
their reputation for service online will
benefit. It can only complement - and
supplement - their bricks and mortar
operation.
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“Squash is perceived as one of the
best sports for keeping fit. In
addition, the UK has in recent
years been very strong in the

professional game”



going to benefit enormously from
Andy Murray, who experts believe has
a serious chance of winning the event.”

But it’s a sustained period of
growth that can be built upon that the
racquet sports sector needs, not a
seasonal spike followed by a return to
previous participation levels -
something that’s not beyond the realms
of possibility.

“Given that the social element to
racquet sports is key, it stands to reason
that they are also competing with other
recreational pastimes, whether sporting
or not,” says Helen Durant.

“Court sports require specialised
facilities and unless local councils or
private investment is forthcoming, then
these facilities will disappear.

“Competition for peoples’ valuable
leisure time is fierce, but there are
definite pockets of strength where the
conditions enable growth. Celebrity
players, local councils, passionate
coaches and great facilities all
contribute.

“A great example is Manchester.
With the Commonwealth Games held
there in 2002, this has meant a legacy
of facilities and coaching structure
second to none. Hi-Tec has worked
closely with Manchester Leisure and
Dunlop for six years now, which has
seen over 6,000 children introduced to
squash, some of whom are now
representing England.

“This level of passion is infectious
and helps to expose the sport to players
outside its hardcore membership.”

IN SEASON RACQUET SPORTS
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“The internet is a key vehicle to
communicate with consumers and for
us, with the technologies we are
launching for 2007, it is essential.”

David McKibbin of David
McKibbin Sports, a
wholesale/distribution company,
agrees. “For specialist retailers, the
internet is proving to be an essential
tool for promoting their products and
services and gives an opportunity to
showcase themselves to a mass
audience,” he says.

“Since the advent of the internet, I
have noticed a growing tendency for
the independents to go back to the old
system where they order little and
often, rather than find themselves in an
overstock position. Retailers
appreciate a fast and reliable service,
and in this way build up a trust with
their suppliers.”

The Wimbledon factor
Tennis is now looking forward to its
annual British showcase, namely
Wimbledon. After the 2006
tournament Dunlop’s sales boomed.

Says Toby Marcham: “If your key
player does well in a Grand Slam, then
it can be quite dramatic. For instance,
Amelie Mauresmo was on Centre
Court at Wimbledon last year for the
most minutes of any lady player,
giving you maximum exposure.

“As she won the event, you
would expect this and sales
afterwards boomed as tennis sales
after Wimbledon usually take off in
the UK.”

Says Dave Shaw: “With the
emergence of Andy Murray and the
additional media coverage this has
created, there is no doubt that this has
had a positive impact on both
participation and potential
participation levels.

“The key areas which need to be
closely looked at by the leading
federations and governing bodies is
how to retain these new players and
not to lose them after two weeks of
Wimbledon.”

And it goes without saying that
any success by British players will
make front-page headlines.

“We have been very fortunate over
recent years that Henman has
consistently got through to the latter
stages of the tournament, thus
maximising the news coverage,” says
David McKibbin. “And it certainly
looks now that tennis in this country is

TOP SELLERS AND ONES TO
WATCH
■ DUNLOP
Top-sellers: M-Fil 3Hundred; M-Fil Pro;
M-Fil Ultra.
New for 07: Aerogel 500; Aerogel 500
Tour; Aerogel Ultimate; Aerogel Pro GT.
■ HEAD
Top-sellers: Flexpoint Radical; FXP Team
Series; Airflow 7.
New for 07: new tour frames Microgel
Extreme and Radical. The autumn will
see additional line extensions to the
Airflow and Metallix collections.
■ HI-TEC
Top-sellers: Hi-Tec Squash indoor court
shoes; Switchback; Vortex CC.
■ J PRICE (BATH)
Top-sellers: balls for mini-tennis; squash
balls.
New for 07: sponge balls for mini-
tennis; hard squash rubber play balls.

Karakal’s best
just got better

Karakal UK has just added
two new squash racquets to
its already extensive range.
The EVO 4 SL and PRO 3 SL, both
with super light frames, have been
selected by Vanessa Atkinson and
Cameron Pilley as their racquets of
choice after extensive test sessions.

Says Karakal-sponsored
Atkinson, the world number one
squash player for 2006: “The
racquets have extraordinary power
combined with excellent precision.”

2007 also sees the launch of
Karakal’s updated B series range of
squash racquets, with inner muscle
added, which stiffens the frame and
adds greater stability.

The continuing success of the SX
100 squash racquet and the SL 70
badminton racquet, still the lightest
frames in the world, has led to the
introduction of another badminton
frame - the MTec 70 Iso, for players
who prefer the Iso shape.

Karakal’s extensive use of nano
technology, which it first pioneered
in its PU grips, has  proved to be a
real success throughout its entire
racquet range, and this has been
further refined to give even more
player satisfaction.
For further information call Karakal
on 0117 982 9057 or visit
www.karakal.com

si
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After launching its revolutionary new O3 racquet series in 2005 -
a hugely-successful technology breakthrough which produced an
expanded sweetspot (up to 54 per cent) and increased racquet
speed, a combination only possible with O3 technology - Prince is
now attacking the next frontier in tennis equipment innovation by
delivering a racquet line that brings a critical component to a
player’s game - extra speed.

“O3’s core premise revolves around oversize string holes (O-
Ports), which are ideally suited to improve aerodynamics,” says
Roberto Gazzara, Director of Research and Development at Prince.  

“By refining the size, location and shape of these ports, we’ve
been able to increase racquet speed dramatically, which improves
the ability for players to get their racquet in position, making
better ball contact and hitting more clean and precise shots.” 

O3 Speedport racquets are up to 24 per cent faster than
traditional frames - allowing them to cut through the air more
quickly with no extra effort. This leads to
increased racquet head-speed
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Racquet sports

Head Performance racquet
The New Extreme racquet (RRP

£139.99) has been produced to focus
on the real needs of today’s pro
players. By combining the new

microgel material with Head’s existing
stiff carbon fibres, a unique rock-solid

feel is achieved on ball impact.
Microgel is a silicon-based semi-

elastic honeycomb structure that can
support up to 4,000 times its own

weight. The microgel is layered
between the carbon fibres throughout

the entire head of the racquet. In
addition to this, a new rounded-head
shape allows for additional spin to be
put on the ball by allowing the ball to

travel further before hitting the frame.
This racket is also available in the

heavier 315g version, called the
Extreme Pro.

Head UK: 01539 724740. 
Email: info@uk.head.com 
Website: www.head.com

Prince unveils ‘next frontier in tennis’ - O3 Speedport

through the entire swing pattern and produces consistently
sharper, cleaner shots. 

“In any sport, aerodynamics and speed are essential to
equipment performance,” says Mike Ballardie, Vice President
and Managing Director of Prince Sports Europe. “O3
Speedport gives players the opportunity to elevate their
game to the next level without using more energy or
changing their stroke.”

The O3 Speedport Silver is the top-of-the-range
racquet in the series - the ultimate racquet for lightweight
power. It combines the most powerful sweetspot in tennis
with unmatched manoeuvrability for players with shorter,
slower stokes. With a head size of 118 sq inches (761 sq

cms) and unstrung weight of 245 grams, the O3
Speedport Silver retails at £220.
For further information contact Solosport 
on 01539 622322.

www.sportindustry.biz



Pictured, World number
three Thierry Lincou and the
ASICS Gel-Sensei.
Masters on the court.

To order please call  01925 243 360 or email info@asics.co.uk

GEL-SENSEI

Size: 6-12,13

BY500-5501

Upper includes Biomorphic fitting 

and a personal heel fit to make it

incredibly comfortable. Outsole

designed with a propulsion plate 

offering fast multi-directional

movement. Wet grip rubber ensuring 

you stop when you mean to. Designed 

with ASICS “I.G.S.” Impact Guidance 

System philosophy at its heart.

Forefoot twist Gel ensures maximum

shock absorption.

THE MORE

YOU PUT 

IN, THE

MORE YOU

GET OUT.

asics.co.uk
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Dunlop Aerogel - the
next generation of racquet
technology
Dunlop Aerogel, already available in tennis racquets, has now
been launched to the trade in squash racquets.

Aerogel is the lightest solid on earth and is three times the
weight of air. One block of Aerogel the size of a human body
weighs less than a pound, but can support the weight of a car.

Aerogel gives amazing power and extraordinary comfort
with high strength and light weight properties for both Dunlop
tennis and squash racquets. This means that Dunlop has the most
advanced racquet technology in the world and has set the mark

for others to follow.
For further information

contact Dunlop on
01924 880000.

The extra
padded tennis

sock
Matchfit Pro Performance

socks are designed to offer
maximum protection to active

sports players who require a thicker
sock with added cushioning. The extra

thickness gives added protection to the
sudden starts and stops that occur during

the course of a game.
By incorporating Duraspun material, the

socks are very durable and offer excellent value
to regular participants who require a quality sock
at a premium price.

Matchfit socks wick perspiration away from
the skin and helps it evaporate, keeping feet

healthier and more comfortable whether you
are into low-impact aerobics, intense cross-

training or racquet sports.
For more information call David Mckibbin

Sports on 020 8459 2605, email
mckibbinsports@aol.com or visit

www.matchfitsports.co.uk
Other product lines

include Wilson
Socks, Airplus
insoles and

Sneaker Balls.

BY500 GEL-SENSEI Size: 6-12,13
The ASICS GEL Sensei is, as the name suggests, a master on the squash court. 

Its upper includes biomorphic fitting and a personal heel fit to make it incredibly comfortable.
The outsole is designed with a propulsion plate offering fast multi-directional movement

combined with wet grip rubber that ensures you stop when you mean to. 
All these features mean the shoe allows high-energy multi-direction play,
but this is only half the Sensei story. Designed with ASICS’ Impact

Guidance System philosophy at its heart, the GEL Sensei’s Forefoot
twist Gel and Magic Sole ensures you attain maximum shock

absorption and cooling where you need them most. The
ASICS GEL Sensei - learn from the master.  

For more information on the ASICS GEL
SENSEI contact ASICS Sales on 01925

243360 or visit www.asics.co.uk

www.sportindustry.biz





HEAD would like to congratulate 
Anthony Clark and Donna Kellogg on
becoming the 2007 National Mixed
Doubles Champions.

HEAD Badminton,
Available worldwide at your retailer
July 2007.

head.com



Give everything you’ve got with HEAD’s new exciting MicroGEL 
technology. It provides the most rock-solid feel and unique touch 
ever achieved in a HEAD racquet by uniformly distributing the
impact load around the frame. head.com

Rock-solid performance.

LET IT

ROCK!



PRICE OF BATH
est 1936

Europe’s ONLY ball producer

Personalised Tennis Balls
make great presents/prize
1 tube of 4 balls upwards

Retailers: Increase your profits
WITH NO OUTLAY!! HOW?

• We supply an A4/A3 wall/window
display with order cards attached

• You take the orders, and money!
• You post order to us, using prepaid envelope
• We post balls to your customer within 5 days

• We invoice you at trade, monthly account

For info: Tel 01225 742141
Fax 01225 743237

or Email: derek@jpricebath.co.uk  
Website www.jpricebath.co.uk

We are Britain’s ONLY ball
manufacturers
Squash Balls, Official
Racket Balls, Fronton Balls,
Official Fives Balls, Skittle
Balls, Official Balls for mini
squash, Approved balls for
mini tennis.

Balls for the LTA 
MINI TENNIS

scheme



Tricue is a new range of snooker/pool cue being launched by
Hereford based Big Splash Enterprises Ltd. Designed and

patented by West Wales based pool player Campbell Brown,
the cue incorporates a subtle triangular section allowing players

to produce a more accurate strike of the cue ball. 

Tel/Fax 01432 860472 
e-mail: info@tricues.com 

web site: www.tricues.com 

“No-one in my league had seen a Tricue
before, it has really got them talking.

Thanks very much” .... Paul Macro

“Why are men so funny about being
beaten by a 63 year old lady pensioner?

Thanks to my Tricue can now bridge more
securely and push the cue through in a

straight line”............Pip Farnsworth

“Not only does the cue assist with a
smoother action, but my Tricue also helps
off the cushion because it can lay flat on
the rail due to its triangular shape”.......

Jonathan Pritchard



IN SEASON INDOOR/HOME SPORTS

Stiga Titanium bat 
Stiga's premium table tennis bat offers
excellent spin and speed for the most
discerning of competition players. Leading
players from around the world have helped Stiga
develop this super-fast and spiny bat.

Lion Super Carbo bat
Lion in China is a leading producer of table tennis bats. The
Lion Super Carbo is a 7 ply bat that incorporates Carbo layers to
enhance the sweet spot. A truly exceptional bat for competition
players.
Lion: 01903 267599. info@stiga-lion.com
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indoor/home sports

Tricue
Tricue is a new range of snooker/pool cues from Hereford-based Big Splash Enterprises Ltd.
Designed and patented by West Wales-based pool player Campbell Brown, the cue
incorporates a subtle triangular section, allowing players to produce a more accurate strike of
the cue ball.

Campbell designed his first Tricue in 1995 to help him improve his own game. After years
of personal frustration with his bridging hand and using the rest, he decided to experiment by
reshaping some old cues he had gathered over the years.

Eventually settling on a triangular shape, Campbell experimented further and refined the
profile to produce the first Tricue. 

When he was happy with the product, Campbell purchased and shaped 10 new cues and
placed them in a local snooker club for market research and evaluation. They were all stolen
within days and Campbell knew he was on to a winner.

Since then, Tricues have been despatched around the world and feedback has been
encouraging. The cues also attracted the interest of professional nine ball players, further
indicating the potential benefits to recreational players.

Campbell teamed up with Paul Mcguire of Big Splash Enterprises in
the summer of 2004, with the aim of producing a commercially viable
product. After two years of further design refinement, working alongside
their manufacturing partner, the cues have been market tested at a
number of retail and club locations. 
Tricues: tel/fax: 01432 860472. Mobile: 07971 627131. 
Email: info@tricues.com
website: www.tricues.com
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J & R Table Sports range
The J & R Table Sports range has tables for pool, snooker and football, all of
which feature the rolling folding leg system that allows them to be folded
upright and stored easily.

This feature is ideal for when the tables are not in use, as they can be
stored taking up less than 20 per cent of the original playing position space,
making them ideal for home use.

The tables include some fantastic features and improvements on previous
models, including leg levellers to all four legs, allowing the table to be levelled
when in use; grab handles for ease of folding; full game play instructions; and
a brilliant beech finish.
For full details on this range visit www.foldingsportstables.co.uk or
contact J & R Sports on 0151 523 0500 or info@jandrsports.co.uk.
Alternatively, visit the J & R Sports website (www.jandrsports.co.uk)
for full details and a list of the company’s complete product portfolio.

Ransome Sporting Goods
The Butterfly Centrefold table tennis table is a top-of-
the-range model that’s used in many leading clubs
and for competitions throughout the world. With its
25mm top and Anti Skid playing surface, it is
extremely popular with players of all standards. 

Butterfly has a targeted range of table tennis
tables to suit all needs - from the Mini right through
to the Centrefold - covering indoor and outdoor use
for recreation, education and competition.

A recent addition to the Schildkrot line of table
tennis bats is the Alan Cooke range. This includes
three bats - the Hobby, Champion and Competition -
which are endorsed by the six-times English and
Commonwealth Champion, Alan Cooke. The range
also includes a pack of six balls and a two-bat set.
For further information on these products,
contact Norma Bonson at Ransome Sporting
Goods, Wood Street, Middlesbrough TS1 1JP. 
Tel: 01642 224444. Fax: 01642 226000. 
Email: nb@rsgsport.com



IN SEASON BASKETBALL
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12–panel Molten G-Series basketball
The new 12–panel Molten G-Series basketball is the ball to have. Approved
by FIBA, it is the official match ball for all FIBA competitions worldwide,
including the forthcoming Beijing and London Olympics.

Players all over the world want to play with the G-Series because of the
increased control and grip afforded by the
additional seams, and report a staggering
increase in shooting stats. In the UK it is
now the official ball for all GB
international games, the British
Basketball League and the Great
Britain Wheelchair Basketball
Association.

Says Paul James of
Guildford Heat: “Our
players are really impressed
with it and love the feel 
and control of the 
12-panel ball.”
For further information
contact Molten Sports,
Chesley Offices, Bull Lane,
Newington, Sittingbourne, Kent
ME9 7SJ. Tel: 0800 298 8217. 
Fax: 01795 843986. 
Email: info@moltensports.co.uk Basketball
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Ransome Sporting Goods
The Baden Lexum is Britain’s match basketball and is the official

match ball used by England, Scotland and Ireland Basketball for

all matches in their jurisdiction. More than 90 per cent of the

official basketball matches in this country are played using the

Lexum. FIBA approved, it features cushion control technology

with the tan and white panels, which have become the hallmark

of competition basketball throughout the UK.

The Sure Shot Junior backboard and ring set is sold through

many retail outlets. Its solid weatherproof backboard and solid

steel ring are ideal for the home and garden market.

For further information on these products, contact Lewis Tovey at

Ransome Sporting Goods, Wood Street, Middlesbrough TS1 1JP.

Tel: 01642 224444. Fax: 01642 226000. Email: lt@rsgsport.com





IN SEASON HOCKEY
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Mercian hockey
The brand new Orbit bag is just one of Mercian’s products for

2007. Offering greater stick capacity than the 2006 Instinct, dual,

separate pockets and three vibrant colourways to suit every

taste, it represents a practical solution to the combination

bag (kit and sticks) requirement.

Mercian sticks have also changed. The ever-popular

Hammerhead, with its two shaft shapes, has been

given a stunning facelift. The CB1 option with all

white graphics retains a black head to conform to

international standard playing regulations,

placing it firmly at the performance end of the

Black Widow range. 

The Hammerhead CB3 in the black

finish is the specialist ‘drag-flicking’

stick, available in multiple lengths and

weights to address the need created

by corner specialists.

Mercian Sports Co Ltd: 

01483 75 76 77.

www.merianhockey.com

sales@mercianhockey.com

Hockey
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Slazenger hockey
2007 sees Slazenger maintaining its commitment to offer market leading hockey equipment and

sustain its position as a leading hockey brand. In addition to its excellent 2006 sales performance,

Slazenger is keen to celebrate the sponsorship agreement with England Hockey.

With England Hockey, Slazenger has developed a replica range of products. Whether you are a player

or spectator, there are products to suit all tastes. Furthermore, Slazenger’s core equipment has been

developed in conjunction with its top players.

With stunning contemporary designs across all products, Slazenger has products to enable you to

achieve your own personal level of performance.

For further information contact Slazenger on 01924 880000.



GEL-BLACKHEATH

Size 6-11, 12, 13

PQ60N 8021
Purpose-built shoe for the hockey 

market. Rubber stud outsole

offers excellent grip while

minimising on court impact.

Multi-studded configuration for 

all over grip. Exposed rear foot 

Gel and forefoot Gel provides 

excellent cushioning. Gusseted

tongue and removable sock liner

aids fit and comfort.

THE MORE

YOU PUT 

IN, THE

MORE YOU

GET OUT.

asics.co.uk

Pictured, England International
Ben Hawes and the 
ASICS Gel-Blackheath.
ASICS is the official footwear
supplier to England Hockey’s
National Teams.

To order please call 01925 243 360 or email info@asics.co.uk



Nomis - it’s time 
to change
3/4 finger padded hockey glove
Soft, strong, breathable leather palm
with Nomis grip technology. Keeps
hands dry, whilst grip performs eight
times better than any other glove in
wet conditions.

Excellent sweat resistance
High density, lightweight padded back
of hand with three segments for added
protection and mobility.

Velcro fastening on wrist
The Nomis Hockey Glove is worn tightly
on the hand and feels like a ‘second
skin’.

The non-obtrusive protection
padding does not impair grip and feel
on the stick. The grip technology and
protection means this glove is multi-
purpose for all playing conditions.
For more information call Steve Lee at
Nomis on 01244 670187 or email
steve@nomissports.co.uk

Dita shoes and performance undergarments
Dita, Europe’s top name in specialist hockey shoes, will have several new models out this year
with some of them arriving early as certain current models are sold out.

The new Turf Max 2 (pictured) replaces the current Turf Max and will be 100 grams lighter
(based on size 9). It incorporates the patented Asystec ME waterproof system, which prevents
water penetration and is expected to be a big hit with Olympic players.

Dita has recently teamed up with one of China’s most reputable textile producers to launch
its technical performance undergarments. The Pro Thermo-Rite Omni-climate range is available
now and features a seamless body on the vests and Clariant moisture management system.
Dita: 0131 660 1222. sales@dita.co.uk

www.sportindustry.biz
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FIREBLADES's Nanopulse™ construction features a unique nano resin that during the production process binds together 
all the carbon fibres to create an ultra consistent and stable construction with maximum molecular uniformity.   The result 
is a significantly increased pulse of reactive energy within the racket structure on shuttle impact compared to standard 
carbon construction.  This pulse of energy delivers ultimate power and control for unmatched performance enhancement.

Gail Emms

Nathan Robertson



IN SEASON SPORTS SUPPORTS

McDavid sports medical self shipper
Looking for an easy way to merchandise the most popular

sports supports?

McDavid, the world’s leading sports medical supplier,

has a compact self shipper featuring 24 supports that can

be sited either as a counter, window or general display,

making it easy for the customer to select their item and

for you to keep track of stock.

Available as either a neoprene or an elasticated pack,

the box features the top-selling supports for knee, ankle,

elbow and wrist.

Order today and receive an introductory discount on

immediate and top-up stocks or, for ease, simply top-up

through Cartasport. 

McDavid: 08701 188002. Email info@mcdaviduk.com

Rucanor supports
Rucanor Sports’ new ‘Never out of Stock’ Collection 2007/8
catalogue has 10 pages containing a wide range of elasticated
and neoprene supports.

This sector has been growing over the last few years as
many participants in sporting activities have become more
aware of the need to use supports, not only to aid recovery
from an injury or guarding against the flare-up of an old injury,
but also as a preventative measure.  

This is particularly relevant to neoprene supports, of which
Rucanor has two ranges in different qualities. Both have a terry
towel lining to absorb moisture, together with a unique
sanitised treatment to give antimicrobial protection against
odours and fungal infections.

All ranges of Rucanor supports are specially constructed to
give four-way stretch, ensuring maximum flexibility and
comfort for the wearer. Packaging is colour coordinated and
various display options can be provided. This is all backed up
with high stock levels in the international distribution centre in
Holland and excellent margins for retailers.
For further information on these or any other products
from the Rucanor range call the Sales Hotline Number:
0845 2300147.
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Hg80 by Mueller
Superlative support
- no sweat

Traditional neoprene supports

provide the soothing warmth needed

for strained muscles, but the downside is the sweat that forms

underneath. 

Hg80 by Mueller replaces neoprene with Hydracinn - a Mueller-

exclusive material that warms the affected area, but then wicks away

the moisture so effectively there is no residue sweat. This also helps

the support keep its shape during prolonged use.  

The Hydracinn is bonded with AEGIS - a revolutionary

antimicrobial barrier - to protect against odour-causing bacteria and

fungus. Inner grip strips then hold the supports in place and prevent

annoying slipping. Products in the range include wrist, ankle, knee

and elbow supports.

To enquire about stocking Hg80 by Mueller supports, call Greg Soffe

at 1000 Mile Sportswear on 07801 923212.

Sports supports
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IN SEASON REPLICA KIT

Lotto official club replica collection

In response to the high demand from the market

of supplies to sports clu
bs, Lotto has

unveiled a new line of clothing for

autumn/winter 2007/08. 

A team of professionals and a

corporate structure have been exclusively

dedicated to satisfy th
e needs of sports clu

bs,

in total harmony with sales partners. Fro
m

design to production, from orders to delivery to the point

of sale, every activity
 is coordinated with all the corporate

functions with the sole objective of providing excellent

service.

For more information call 01663 766737 or email

allan.cope@ntlworld.com
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Replica 
kit

PROSTAR football kits
This season PROSTAR has continued to

strengthen its position as one of the

leading teamwear brands at all levels

of football by offering a range of

football kits made of high quality

sports performance fabrics, plus the

continued development of one of the

most comprehensive stock trainingwear ranges

available.

Further developments include the introduction of a new short

specifically designed for women and the addition of new kids’ sizes

for players aged six and under.

To complement the introduction of these new products, some

significant improvements have been made to the Prostar Customer

Services department, which now offers an extended 8am-6pm sales

desk, more phone lines and more staff to guide callers. 

The PROSTAR website (www.prostar.co.uk) is proving to be a hit

with retailers and teams alike. It has a great user-friendly ‘kit builder’

function that enables clubs to build up all their team requirements,

from jerseys, shorts and socks to tracksuits, rainwear, balls and bags. 

Clubs also have the opportunity to view their fixtures, results

and league positions on the site, as well as the rules and regulations

of football, and play football games through the Community section. 

For more information on the full PROSTAR range visit

www.prostar.co.uk, email sales@prostar.co.uk or call 01924 291441.  



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

The Xpres Ultragraphics system enables fast and cost effective
production of one-off and low volume, single or full colour logos for

application to a huge range of apparel, accessories and sporting gifts.

● Fast and easy production of 
single and full colour logos

● Produce from 1 to 100’s of 
transfers profitably

● Low consumable costs

● From just £1,545 (inc.installation, 
full training and warranty)

A Revolution in
Personalised Sportswear

www.sportindustry.biz
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Vandanel Sport
With over 20 years’ experience in the sport
clothing industry, Vandanel Sport Ltd offers a
professional and reliable service to the trade.  

The company holds over £500,000-worth
of stock in its warehouse, ranging from
bench coats and tracksuits to holdalls and
socks. Vandanel Sport’s comprehensive
brochure clearly illustrates its full range and
acts as a great marketing/selling tool to the
end-user.

If you would like to open a trade
account, you will be glad to hear that, unlike
most of Vandanel Sport’s competitors, there
is no minimum spend per year and your
account won’t be closed if you don’t turn
over a certain figure. 

Vandanel Sport aims to work together
with every trade account and will help you
as much as it can to sell the brand by
providing high-quality products with
scheduled delivery. 
Vandanel Sport: 0208 502 0030.
www.vandaneltrade.co.uk
sales@vandanel.co.uk



Do you know exactly what it costs
to run your business? Do you
really know what you spend on
essential services? Have you
checked what deals are available
that could cut your basic
overheads and so dramatically
increase your profit margins.

Answer yes to questions like these
and you don't need to read any more.
You're in the enviable 10 per cent of

retail businesses that have an iron grip
on outgoings and overheads.

But realistically, you're much more
likely to be among the other 90 per cent
of average small or medium-sized
businesses so intent on making a profit
that they tend to leave the costs to take
care of themselves.

Which is a pretty short-sighted
policy. Studies have shown that by
making a real effort to keep costs down,
small firms can do lucrative business in
markets that are simply not viable for
big rivals.

Returns
"Big companies often find that it's just
not worth investing in a market where
returns would be too low to justify their
efforts," says Business Link adviser
David Green.

"But small retail businesses
generally have a lower cost structure and
so suppliers of niche products and
services can often make excellent profits
in areas denied to the major companies.
The small guys are able to go in and
focus tightly on a specific range of
products or services."

But sadly, many of them don't.

"Without wishing to be rude, the vast
majority of UK small businesses simply
don't have a clue when it comes to
managing overheads," says consultant
Ashley Harris, who specialises in retail
cost management.

"I can pretty well guarantee that if a
company gives me full rein to look at its
utility services, I will be able to save it a
minimum of 20 per cent - and probably a
lot more than that. There's no excuse for
any business to spend more on overheads
than absolutely necessary."

Of course, the first step in any
efficient cost-control exercise is to
establish your precise break-even point.
Without that, as Ashley Harris puts it,
"You'll just be floundering in the dark."

He explains: "A break-even point is
only reached when revenue equals all
business costs, but I've had two small
retail clients recently who seemed to
think that nearly everything they took
over the counter was disposable income -
and had a nasty shock when they found
that it wasn't."

The first job when calculating your
break-even point is to identify all fixed
and variable costs.
■ Fixed or direct costs are expenses that

ABOVE:
Credit card charges
and any other expense
with a changing
interest rate should be
regularly revisited

CONTROLLING COSTS
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SUPER SAVERS
It's amazing how you can cut overheads if you try. Here are a
few recent examples:
■ The Carillion construction giant - annual turnover £2 billion

- has made electricity savings of 25 per cent and gas
savings of 12 per cent.

■ The RSPCA's Birmingham district is now saving 29 per cent
on electricity, 20 per cent on gas and 20 per cent on
communications.

■ Target, the UK's largest independent express delivery
company, has saved 40 per cent on electricity and 41 per
cent on waste collection.

■ Pizza Express has saved nearly £3 million over the last
eight years on fuel and communications.

■ Aardman animation company, creators of Wallace and
Gromit, is currently saving 20 per cent on electricity, 30 per
cent on gas and 38 per cent on communications.

Expense
reduction
Keep a close eye on your
overheads and watch your
bottom line grow, says
Trevor Johnson



renegotiate more favourable terms with
suppliers. Don't be afraid to horse trade
and shop around. Remember, cash is
still king when it comes to striking
bargains and getting discounts.
■ Check efficiency in sales and buying
strategy. Efficiency is timely ordering,
speedier receiving methods, paying -
and getting paid - on time.

"A retail business can make a giant
step forward in efficiency merely by
using its point-of-sale business to full
advantage," Ashley Harris says. "The
more inventory you log into your POS
system, the more efficient all aspects of
your store will be.

"If used correctly, it can speed up
the checkout process, especially during
sale periods, can give an inventory
count, let you know exactly what is

selling and what isn't and even re-order
items that are out of stock."
■ Hire the best staff - and pay them
well. This may seem odd in an article
about controlling costs, but there's
sound business logic behind it. A
Manchester Business School study has
shown that two top members of staff
will be more productive - and cost-
effective - than three average personnel. 

After stock, hired help is the retailer's
greatest expense and while no one likes
getting rid of surplus staff, sometimes
there's no option. There's a lot of truth in
the old saying "There are two things that
will kill a business - hiring too many
people and holding too much stock."
■ Outsource uneconomic work. Latest
figures show that about 70 per cent of
UK middle-market companies now
outsource some of their functions -
compared with less than 20 per cent of
independent retailers.

The truth is that bringing in outside
specialists to do non-productive and
often boring but essential jobs makes

don't vary with sales volume, such as
rent or administrative salaries. These
costs have to be paid regardless of sales.
■ Variable costs are usually linked to
sales volume and include purchasing
costs, transport, staff wages and
expenses.

Then, after calculating your volume
of sales, you can work out this simple
equation: break-even point = fixed
costs/gross margin percentage.

For example, say you can buy
tracksuits for £25 each and sell them
for £50. Your fixed monthly costs are,
say, £15,000, making your break-even
point £30,000 pounds -
£15,000/(£25/£50) = £30,000.

Savings
Studies have shown that the most
dramatic savings can usually be made
on the essential services - power
supplies, communications systems, gas
and water. 

Consultants agree that
communications systems often offer
the most spectacular savings. For
instance, a fast-food chain last year
saved over £100,000 just by
reorganising its landlines and mobile
phones and shopping around suppliers
for the best bargains.

"We have actually been able to
achieve savings of up to 90 per cent on
some basic services,” Ashley Harris
says. "Only recently, we found that a
consumer business was paying twice
as much as it needed to for business
done over the phone in the evenings
and at weekends."

So how do you keep overheads in
check? Consultants stress that
whatever the size of your business, it's
essential to have a cost-control strategy
based on these factors:
■ Have a budget goal. A typical basic
blueprint, based on sales, could be:
1. 50 per cent cost of goods
2. 18 per cent salaries
3. Six per cent accommodation

overheads
4. Three per cent advertising
5. 12 per cent general administration

Add these up and you'll be left
with around 10 per cent profit.

With this sort of budget, you can
work out how much you want to spend
on each category and juggle your costs
to maintain your target profit.
■ Manage your inventory. Stock
control is a vital weapon in the fight to
keep down costs. Too much stock or
too much waste can be disastrous to
profit. Take a close look at your
negotiating systems, margins and
inventory management.

Prune unnecessary stock. Don't tie
up capital in superfluous stock - reduce
it to realistic levels and return
surpluses to suppliers when you can.

Dispose of slow-moving stock and

“Check sales daily, check goals monthly and
scrutinise spending every waking hour”

good economic sense, however small
your businesses, according to financial
consultants Ernst and Young.
■ Scrutinise every expense. Every
penny you spend should be compared
with all the other costs of doing
business. Say that, at the moment, your
greatest need is marketing. The budget
is going to have to support this need
and so some other expenditure will
need to be cut.
■ Shop around for better rates. Some
apparently fixed expenses may have
more flexibility than you think. Don't
be shy about looking around for rates
on overhead expenses like loans and
insurance.

Credit card charges and any other
expense with a changing interest rate
should be regularly revisited. You'll
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find that almost every expense has
some room for negotiation.      
■ Finally, review everything. All the
best planning will be in vain if
management doesn't keep an eye open
for problems. "Check sales daily, check
goals monthly and scrutinise spending
every waking hour," is how Ashley
Harris puts it. "In everything you pay
for, there are possible savings. Don't
stop until you find them."

Sometimes this may mean cutting
staffing levels but, according to
management consultant Kevin Ascott:
"If managed early enough, a company
can often trim unnecessary overheads
without getting rid of anyone.

"There are ways in which
companies can cut the fat without
touching an ounce of bone to get 
costs under control. For instance, it
makes you wonder just how many
jobs could have been saved in the dot
com crash if companies had simply
stopped subsidising all those long
executive lunches." si

LEFT:
Don't tie up capital in
superfluous stock



Nearly half of small businesses would
use a blog to drive traffic to their
website and increase sales, according to
new research from the UK's largest
hosting provider, Fasthosts. 

With over 54 million blogs online
and 75,000 new ones being created
every day, the blog has become a
communications channel that
consumers are embracing. 

Opportunity
Business may be slow to take up the
blog, but as Andrew Michael, CEO at
Fasthosts, says, smaller businesses have
an opportunity with blogs that they
shouldn’t waste: "In today’s hyper-
competitive market, blogs provide a
fantastic way for small businesses to
differentiate themselves through
personalising their website and
attracting more customers. 

“The corporate blogs of large
companies are bound by corporate
guidelines and gatekeepers, so for small
businesses there is far greater
opportunity for interesting comment
and genuine dialogue with customers."

With the new blogging tools that are
available from web host 1&1 Internet,
business is now waking up to the power
of blogging. Says the company’s
Richard Stevenson: “We have noticed
that UK small businesses are adopting
business blogging at an impressive rate.
Our figures reveal that since bundling a
free blog tool with our hosting plans,
1&1’s UK SME customers created over
1,300 new business blogs in December
06 and a further 1,300 in January 07. 

“The figures are pleasing in that
they indicate how British SMEs are

recognising
that business

blogging can
pay real

dividends.”
In

May
2005

the

front cover of Business Week
proclaimed: ‘Blogs will change your
business’. Large companies like
Microsoft actively encourage their
employees to blog, but it’s the
interaction between business and
consumer that is much more
interesting.

Businesses know that they have to
try harder to gain and keep their
customers’ trust and brand loyalty.
Blogging enables them to speak
directly to them. But today’s
consumers are savvy and can see
straight through any cynical attempt
at brand and consumer manipulation.

One question that businesses
thinking of setting up a blog often ask
is, what should they talk about? Chris
Lake, editor of e-consultancy, an
internet marketing and ecommerce
company, commented: “Many
companies I speak with are somewhat
confused about what they should write
about in their blog. They think that
their company news isn’t especially
blogworthy. And maybe it isn’t. 

“But company news is the sort of
thing that you can blog about, but it
might be better served in a press
release. Blog content needs to be
useful and/or entertaining. It doesn’t
have to be about your CEO’s dietary
habits. Write about the broader subject
matter, not the company stuff.”

Blogging tools
Setting up your blog will require you to
make a decision about how it will be
hosted. Your website is most likely to
be hosted by a third party, which can
also handle the hosting of your blog. 

Steve Clayton, a Systems Engineer
at Microsoft, offers this advice: “It's
really a case of choosing the one that
provides the features you need - such
as image storage, administration
features such as comment moderation
and even things like spell checking. 

“Some of the more popular
ones are Blogger and Windows
Live Spaces and there is

also free software you can install on your
own system such as Community Server,
should you wish to have more control.
The choice is probably less important
than the decision to just get out there
and run a blog, though.” 

For a blog to succeed its agenda
must be much more than simply a
marketing message. Says Stephen
Holford, Director of Product Marketing
at Fasthosts: “With people interested in
a more personal service, being able to get
insights into a company and its services
through a blog and being able to
comment on this and their own
experiences, there is a lot of added value
to the customer experience. 

“If these customers are happy, they
are likely to recommend the blog and, by
default, the company to their friends and
colleagues. As all businesses know, word-
of-mouth recommendation is some of the
best marketing you can get.”

Mark Rogers, co-founder of online
monitoring and response specialist
Market Sentinel, concluded by saying:
“Corporate blogging is no longer
‘visionary’ - it has moved to the early
adopters stage of the lifecycle. Within
the next two years corporate blogging
will become mainstream and four years
from now will be an accepted means of
communicating with the customer.”

The future of the business blog looks
very bright indeed as customers and the
businesses that they buy from begin to
fully understand how a blog can be used
and what it can do for the
customer/supplier relationship. 

If your business doesn’t blog, take a
look at this communications channel. It
could provide you with the perfect

platform to speak directly to
your customers.
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Conversational commerce
Blogging is fast becoming an essential communications tool, says Dave Howell



BEN FOSTER
CHOOSES SELLS

The future of goalkeeping is in safe hands

Sells Goalkeeper Products Ltd
UNIT 2 EVANS BUSINESS CENTRE, MONCKTON ROAD,WAKEFIELD , WF2 7AS

 TEL: 01924 299 547    FAX : 01924 381 02
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ATHLETIC / SCHOOL CLOTHING MARTIAL ARTS 

TABLE TENNIS

TENNIS

SPORTS WEAR

YOGA AND PILATES LOOKING FOR UK DISTRIBUTORS? 

VIGA
Athletic Clothing Co. Ltd

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

• WATERPROOF JACKETS • 
• GILET TOP •

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

• VESTS • 
• SHORTS •

TOP TEN HAYASHI SPORTS LTD
61 Warwick Road, Rainham, 

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

Email: info@hayashiuk.com

For All Your Martial Arts And Boxing Equipment

EQUIPMENT

CRICKET SWEATERS

UK Table
Tennis Ltd
The Table Tennis
Specialists

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

TEAMWEAR

WHOLESALER

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

Suppliers of Tennis Equipment
and Sports Floodlighting

Archery suppliers since 1963

Bows, arrows, crossbows, 

targets, accessories.

Tel:   01296 632573

Email: admin@petron.info

Web: www.petron.info

Custom-made cricket sweaters
in club colours. 

Plus Bowls/Schools/Golf.
Contact: Balmoral Knitwear

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

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

NEW

ARCHERY

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

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

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

Are you looking for a distributor
or looking to change your

distributor in the UK?

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

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

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

TENNIS SHOP MANAGER
The Queen’s Club, a 4000 member Club in west London and home to the Artois
Championships, is seeking an experienced Shop Manager. Must have good retail

experience and specialist knowledge of tennis racquets. Stringing ability an advantage.
Basic salary up to £30k + profit share and other benefits. 

Apply to hugh.barton@queensclub.co.uk
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SPORTS BOTTLES

FOOTBALL COLLECTABLES

TEAMWEAR

WEB TRADE DIRECTORY

MERCHANDISING

AGENTS REQUIRED

Require an Agent for your premium Brand?

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

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

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

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

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

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

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

Contact Richard Stebbing today to see how we can help 
get your products into Primary Schools nationwide

01206 505957
richard@primary-choice.com

NEW, from the publishers
of Sports Insight comes

Primary Choice Magazine

Primarychoicewww.primary-choice.com

KS1&2 RESOURCES REVIEWED BY TEACHERS FOR TEACHERS

• Read by 20,000 named Primary School
Head Teachers every issue.

• Published 6 times a year - one issue for
every half term.

• The only magazine dedicated to product
reviews written for teachers, by teachers.

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

www.thewholesaler.co.uk

DISTRIBUTORS OF OFFICIAL FOOTBALL
MERCHANDISE

Trade Accounts now available online
www.footballsouvenirs.net

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

Telephone 05600 767108 Tel/Fax 01748 826024

FOOTBALL SOUVENIRS LIMITED
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An old and wise
accountant once told me
that the secret of getting
your tax return
accepted without
question is to
become the
financial
equivalent of the
man on the
Clapham
omnibus -
predictable, 
well-meaning,
sensible,
respectable, not
particularly successful and, above all,
deadly dull.  

That means no claims for arson
attacks on Manchester United strips
by Man City supporters or damage
done to the stockroom by bands of
marauding Cherokee Indians. I should
also think twice before submitting the
expenses amassed on a promotional
tour involving climbing Mount
Everest backwards in your underpants.

Bleeding
Instead, present your expenses, down
to the last 50p car parking ticket and

packet of elastic bands, in such boring
and meticulous detail that the tax
inspector will be bleeding from the
eyes and ears by the time he's finished
with the file. 

Have no pity when it comes to
documenting the depreciation on the
stapling machine and wear and tear on
the stair carpet leading up to your
office, but disregarding the bit leading
to the storeroom you haven't entered
for business purposes since 1998. Keep
it up and you should have them
begging for mercy.

But don't overdo things. Remember
that even taxmen know that the point of
running a business is supposedly to
make a living, rather than spending
most of your income on expenses.

Take warning from the experience
of a friend, an importer of Taiwan

cricket bats, Icelandic skateboards and
sepia portraits of Stanley Matthews,
which apparently still sell quite well at
Stoke-on-Trent pensioners' fish and
chip suppers.

He was called at short notice into
the local tax inspector's office on a wet
Wednesday and asked: "Have you ever
considered applying to the Charity
Commissioners for a flag day?” 

When he cautiously said that he
hadn't, the inspector replied: "It's worth
thinking about. You obviously run a non-
profit making charity." Having had his
bit of fun, he then seized the books and
found £10,000 of non-declared income

in a building society in the name of my
friend's Auntie Florence (deceased).

While I wouldn't dream of
condoning that sort of malarkey, every
accountant knows that figures can be
liable to subtle interpretation. 

Which was why I was recently
able to submit the same profit and loss
account, subject to very minor
adjustments, to the bank manager to
show how well I was doing and to the
local rating authority to show how
badly I was doing. 

Given time, ingenuity and a classy-
looking blue folder, those self-same
figures, with a little fine tuning, could
well be off to the Inland Revenue
before the tax deadline - that's if my
accountant is back by then from his
Caribbean cruise with his friend from
the tax office.

As a child, I sensed at a very young age
an oppressive gloom settling on the
household at a certain time of year. I was
too young to twig exactly why, but I knew
that it coincided with my shopkeeper dad
piling up dog-eared petrol receipts (3s 6d a
gallon) on the dining room table and
opening a lot of brown envelopes.

The years may have passed, but nothing
changes and now I'm doing exactly what
my dad used to do as the end of the tax year
comes round again. My wife says that, if
possible, I look even more depressed than
my father did and I have to admit that I do
catch myself sighing rather a lot and
suffering from indigestion.

The difference is that if the Inland
Revenue gave medals for mealy-mouthed
compliance, my dad would have looked
like an Eighth Army veteran at the
Cenotaph. I, on the other hand, would
probably have been shot at dawn as a
deserter.

Inevitables
Dying and paying tax are the two
inevitables, but that doesn't mean you
shouldn't have a crack at defying both. I
once met a man in a bus shelter who
believed that drinking an egg cup of petrol
every day made you immortal. I believe he

eventually exploded one Sunday evening
while cooking a fried egg on a gas ring,
but that's another story.

The Inland Revenue reports that self-
employed retailers are its most tiresome
customers. In the first year of self
assessment, over 30 per cent of small
shopkeepers had mistakes in their returns
and 20 per cent were late.

These people are very deluded if they
think the way to fool the Revenue is to be
a blessed nuisance. It, quite rightly,
suspects any extremes of behaviour. 

For instance, the year my dad claimed
for only half the price of a box of pencils
on the grounds that he also used them for
pleasure - filling in his pools coupons - the
taxman gave him a hell of a going over on
the grounds that anyone as honest as that
must be up to no good.

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

“The years may have passed, but nothing changes and now I'm doing exactly
what my dad used to do as the end of the tax year comes round again”

si

TAIL-ENDER





Sport Crates
Available

Made by us in the UK

 Sports Bottles 
      for high performance
    made by us in the UKVisit us at www.howardplastics.com

t   01684 298206
f   01684 850425
e   sales@howardplastics.com

• Small or large orders welcome

• Choice of colours

• Plain & printed bottles

• In-house custom moulding 

 and printing


