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TAYLORS FOOTBALL SOUVENIRS
MORE THAN DOUBLES IN SIZE

Since taking the family business over in 2003 we have more than trebled the number of
products stocked, quadrupled the storage area and taken on 5 members of staff. 

We are looking to carry on increasing our share in the football souvenirs market by 
providing the service that the independents need and deserve. To do this we have 

enabled our customers to order online from the largest selection of Football Souvenirs
available under one roof any time of the Day or Night and provide a fast and efficient

service for UK and overseas customers alike.

● Order from your trade account anytime day or night
● Receive confirmation of that order
● Same day despatch
● 24hr service UK
● 48hr EU
● 7 -10 days worldwide
● Receive confirmation that your order has been despatched

We are also able to offer our trade customers a free Dropship account
once they have set up and used their trade accounts

IT’S EASY TO DO JUST GO TO OUR WEBSITE

WWW.FOOTBALLSOUVENIRS.NET
PURCHASE A TRADE ACCOUNT

OR TELEPHONE
01748 826024

Taylors Football Souvenirs Ltd, Unit 1-2 Jackson Court, Olympic Way, Richmond, North Yorkshire, DL10 4FD
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For more details contact Optimum on 

01942 497707

NEW FOR 2009
OPTIMUM LAUNCHED THEIR NEW ECLIPSE

RANGE OF PRODUCTS WITH SUCCESS AT THE
ALLIED PARTNERS RUGBY SHOW IN DECEMBER.
A FULL RANGE OF PRODUCTS FROM BOOTS AND

SHOULDER PADS TO BAGS AND LEISURE
CLOTHING ARE AVAILABLE. LOOK OUT FOR THE

OPTIMUM ECLIPSE RANGE IN 2009.

OPTIMUM ECLIPSE RUGBY BOOTS
Always at the forefront of design and innovation,
Optimum introduces the Eclipse range of rugby boots.
Our entry level low cut boot offers a soft synthetic
leather upper incorporating a large embossed Optimum
logo along with a lightweight PU outsole, cushioned 
in-sole and aluminium studs.

RRP £24.99 (Jnr Sizes 1-6) and 
£29.99 (Snr Sizes 7-12)

OPTIMUM ECLIPSE RUGBY
BODY PROTECTION
Extending the New Eclipse range further is the Eclipse
Body Protector, a full length garment incorporating
the innovative Opti-Hex padding on Shoulders, Biceps
and Sternum and detailed with printed Optimum and
Eclipse logos.

RRP £29.99 (Jnr Sizes SB-LB) and
£34.99 (Snr Sizes S-XXL)
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Despite travel disruptions due to heavy snowfall in the UK and
a strike by Munich’s Transportation Authority, the GB sports
trade was well represented at ispo winter 09, which took place
on February 1-4.

The world’s largest sporting goods trade show attracted
around 60,000 visitors from over 100 countries to the capital of
Bavaria, where the New Munich Trade Fair Centre housed
1,950 exhibitors.

For the first time companies from the UK and Ireland
exhibited in a newly branded group area supported by the
Outdoor Industries Association. In addition, The Federation of
Sports and Play Associations brought a substantial group of
exhibitors to the show and have committed to a larger exhibitor
space for ispo winter 2010 as well as a promotional strategy
linked to London 2012. 

Buying group Allied Partners brought a group of 15 retailers
to the event, while members of the Independent Sports Retailers
Alliance (ISRA), a buying group from the Republic of Ireland,
were also in attendance. In another ispo first, UK and Ireland
retailers met formally with fellow European buying groups to
exchange market information and ideas.

Says Manfred Wutzlhofer, chairman of show organiser
Messe München GmbH: “We are pleased that ispo winter 09
and the sporting goods industry were able to enjoy such a
positive result despite the rather muted economic forecasts. The
atmosphere at the show was sensationally positive, thanks to a
strong winter season. Many manufacturers invested in the
development of new products, and also increasingly take into
account the lifestyle demands of their target groups. Industry
visitors were open to the new trends, products and collections,
and expressed a lot of interest.”

Says Adrian Pointer, a member of Allied Partners and
managing director of Simply Sports Limited: “Beyond the sports
buying potential that ispo creates, our partnership with the
show has enabled us to develop an outstanding retail
communications programme on an international level. This year
we have had our first meeting with other European retail
influences such as Lex and Euretco to exchange ideas and
market information, a powerful retail networking initiative for
which ispo has provided the platform.”

ISRA coordinator Tom Foley was equally impressed with the
event. “Brands should take advantage of ispo’s status as the
only trade show of its kind in the global sports market,” he
says. “For our retailers to see a complete product range
showcased and not just a domestic offering gives them a
welcome chance to broaden their buying opportunities and
reference full product stories, as well as draw inspiration from
ispo’s own many show features.”

ispo gets thumbs up

courtesy of ispo

… Joe Middleton, former CEO of Canterbury of New Zealand, has left the company. Chris Stephenson,
Canterbury’s CFO, has assumed the role of interim CEO for the business worldwide… Middleton was instrumental in
driving significant sales growth and Canterbury’s move into the golf, football and cricket markets. Canterbury’s

business was disrupted for parts of 2008 after its move to new central European facilities in May didn’t go to plan. According to Canterbury,
the move is now complete and service levels are improving…Louise Ramsay has been appointed director of The Outdoor Industries
Association. Ramsay has worked in the sector since the mid-1990s, initially as a ski guide and then in a series of sales and marketing roles.
She joined outdoor retailer Graham Tiso Ltd in 2001 as marketing manager and rose through the ranks to the position of marketing director
for Tiso Group…Head UK has announced the appointment of Dave Shaw as general manager. He replaces Jeremy Sherwood, who has
been promoted to the board of Head International and assumes the new role of executive director global sales & marketing. Helen McHugh
has also joined the team as promotions manager…The BBC is to get its first-ever female director of sport after it was announced that
Barbara Slater is to replace Roger Mosey as the head of the corporation’s sport output. Slater, a former gymnast who competed in the
1976 Olympic Games, has held senior roles in the production teams covering many of the BBC’s biggest sports events, including Wimbledon
and the Olympics. Crocs has appointed John Duerden as its president and chief executive officer, succeeding Ron Snyder, who is retiring as
president and CEO. Duerden has more than 20 years of senior-level management experience and from 1990-1995 served as president and
chief operating officer of Reebok International…

Transfer 
Market
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“Staff came in and said: ‘Clive Clarke has had a heart attack
at Leicester’. I said: ‘Is he okay? I’m shocked they found one’.”

Roy Keane

Rossco Sportswear is new Dunlop footwear licensee for Europe
Rossco Sportswear has confirmed it’s to become the new licensee of Dunlop footwear for the European market.

A 10-year agreement, completed recently between the Cheshire-based company and IBML, which owns the brand, will see Rossco
Sportswear distributing a range of sports fashion footwear, including Dunlop’s famous Green Flash tennis shoe.

Rossco Sportswear is owned by Colin Ross and Tom Knight, who first met in 1974 while working for Umbro International
Footwear, which was the UK distributor for Adidas at the time.

THE ORDNANCE SURVEY
OUTDOORS SHOW 2009 
MARCH 27-29
NEC, Birmingham

RUNNING ORDER SHOW 
JUNE 28-29
Munich Order Centre

ISRA SUMMER SHOW 2009 
JULY 13-14 
Radisson Hotel, Athlone, Ireland 

OUTDOOR TRADE SHOW 
SEPTEMBER 28-30
Stoneleigh Park, Warwickshire

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

Dates

Reydon forges new Precision
Training links in Ireland
Sports wholesaler Lee Sports has become the official distributor
of the Precision Training brand of sports training equipment
and apparel in the Republic of Ireland.

Based in Cork, Lee Sports will have the brand-new Precision
Training catalogue for 2009 available for its entire network of
Southern Ireland retailers. Says John O’Connell, managing
director of Lee Sports: “We are delighted to be on board with
Precision Training and we will be able to offer their full range of
products to the Irish market. We have been hugely impressed
by the quality and the comprehensive range of equipment that
Precision Training offer, so we are very pleased to have been
entrusted with the responsibility of helping develop their brand
across Ireland.”

Precision’s decision to move into Ireland is the latest phase
of the brand’s development plan. Says David Sanderson,
national sales manager for Precision Training: “We have been
very encouraged by the phenomenal growth of the brand in
the UK over the past two or three years, so the decision to
expand into Ireland was a natural progression and we are
extremely excited about the link-up with Lee Sports. We looked
at a variety of potential partners, but we have been extremely
impressed with the professionalism of Lee Sports and believe
they are the ideal partners for us moving forward in Ireland.”

Three new retailers have joined STAG,
taking membership of the buying group to
439.

New owners of Finnies of Ayr, one of Scotland’s oldest-
established sports retailers, join STAG Buying Group
Colin Craig and Scott Bryden, the new owners of Finnies of Ayr,
have joined the STAG Buying Group. The previous owner, Ernie
Finnie, sold the business to the two long-term employees recently.
Says Ward Robertson, joint managing director of STAG: “I’m
delighted to welcome the two new owners into the STAG family,
which proves the point even more than ever that both long-
established and new owners alike see the sheer economic sense of
STAG membership.”

New owner of one of STAG’s longest-established retailers
joins the buying group
Paul Froome, the new owner of one of STAG’s longest-established
retailers, says: “It was a pleasure to meet Ward again and find out
more about the group, and it only reaffirms my desire to work with
STAG now and in the future.” 

Says Ward Robertson: “I am delighted to welcome Paul and his
wife into STAG and to continue on with a new membership. Paul
will breathe new life into a very well established business and
independent sports retailer. The STAG buying group will have an
immediate effect on improving the profit margins and bottom line
of the business.” 

Yorkshire retailer joins STAG to boost margins
Trevor Hinchliffe, owner of The Real Sports Store in Rotherham, has
also joined the STAG Buying Group. His manager of 25 years,
Andrew Thorpe, had researched the buying group - and the
obvious conclusion was reached. Ward Robertson visited the store
on January 30 and is delighted to accept Trevor and his excellent
sports retail business into STAG.

STAG meets with Puma top brass
In February joint managing directors Ward Robertson and Ricky
Chandler met with Puma’s top brass to discuss ways in which Puma
can support STAG members in 2009. Says Robertson: “We found
the attitude and exchange of ideas absolutely first class. Puma have
a huge degree of support for our members and it shows with the
first of many new incentives starting this month.” 

STAG membership hits 439
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www.isra.ie

The ISRA Summer Show will have a change of venue this July 13-14.
For the first time ISRA will be moving from its Athlone base for the
show and heading a little nearer Dublin to the five-star luxury resort
of The Heritage Golf and Spa Resort in Killenard
(www.theheritage.com). The purpose of the move, according to ISRA,
is to make the event ‘more than just a show’.

Explains ISRA’s Tom Foley: “Our shows have been hugely positive
from the outset, with great participation from retailers and suppliers. 

It has been a good blend of work and play. The Heritage is a
fantastic resort and provides a near-perfect venue for an event of this
nature, especially during July when the facilities of the resort can be
fully enjoyed. 

“There are very few opportunities during the year when suppliers
and retailers can get together in a location far removed from the
shop-floor environment. There is a great benefit for everyone in this
and the Heritage is conducive to the atmosphere we wish to create. 

“We plan to run a number of side events around the show, golf,
running and tennis, plus there will be a meal on the Monday night for
everyone and a traditional music night organised for the Thatch Pub
in the grounds. Guests can also enjoy the spa and other facilities
available. There is over 2,000 square metres of space in the exhibition
centre, offering larger stands and 12 separate private meeting rooms.”

All ISRA members are due to attend and, as always, the supplier
stands are expected to be fully booked.

In April ISRA members have one of their ‘Mid Term’ meetings
where members get together to discuss trade issues and review some
new offers and proposals from its suppliers.

For more information visit www.isra.ie

…Nell McAndrew (pictured) has teamed up with ASICS to launch its new
walking footwear collection and latest campaign, ‘Walk Your Way’, designed to
get UUK women walking their way to fitness this summer…The World Anti-
Doping Agency (WADA) says it is close to implementing a new Athlete Passport

system. Under the system testers would have llifelong ‘biological fingerprints’ of competitors to
compare drug-test samples. Reportedly, the Athlete Passport could help detect changes in the blood
chemistry missed by other methods…A new £1.63m community programme has been launched by
the Premier League to enable top-flight football clubs tackle the many serious health issues that men
suffer. Funded by  the New Football Pools, Premier League Health aims to help improve the state of
men’s health, particularly in deprived areas, throughout the countrry…Reebok is launching a major
new campaign targeted at the women’s gym market, partnering with Cirque du Soleil to create a
new workout regime called Jukari Fit to Fly, which is based on the renowned circus group’s acts.
Reebok plans to provide gyms across the world wwith specially designed equipment for classes based
on circus training techniques. The class will lauunch in top gyms in 12 cities around the world,
including Hong Kong, Mexico City, Madrid, London, Kraakow, Munich, Seoul, Kuala Lumpur, Buenos
Aires, Santiago, Montreal and Los Angeles. Reebok has also  created two collections of women’s
fitness apparel and footwear called On the Move and the Reebok-Ciirque du Soleil collection. The
launch will be supported by a global integrated marketing campaign thhroughout 2009…Fila is to
open its first European flagship store in Milan in April…Sports Direct International is on track to
meet market expectations for full-year earnings after sales jumped 12 per cent in the  13 weeks to
January 25. The company said UK retail sales performed ahead of expectations as group saales hit
£355m, with gross profit just beating last year’s at £143m…Blacks Leisure has received approaches
concerning a possible offer for the group. The company made the announcement  to the London
Stock Exchange following recent share price movement. Blacks’ shares have risen by aroound 40 per
cent since investors, including Sports Direct owner Mike Ashley, were linked with making  an
offer…Nike has confirmed that an ongoing restructuring of its business could lead to the loss of up to 1,400 jobbs, or four per cent of the company’s
global workforce. All regions, brands and divisions are being rreviewed as part of a long-term drive to cut costs and increase efficiency, the US
company said last  month... Everlast Worldwide is expanding its licensing business with the signing of three new agreements covering the UK,
Paraguay and Chile...For the second year running, Nottingham has claimed top spot as the best place to run in the UK, according to ‘Runner’s World’
magazine. Newcastle and Stoke-on-Trent came second and third respectively in the poll…

Sports 
Shorts

Beyond Sport, a new initiative that aims to unearth and
support the world’s most inspirational projects, people and
organisations that use sport to drive social change, is calling
on all corporations, official rights holders, governing bodies
and sports teams to enter the Beyond Sport Awards.

The Beyond Sport Awards reward the entire spectrum of
initiatives, from grass-roots organisations to major
corporations and federations that have positively promoted or
developed communities through sport. Corporate social
responsibility has become vital in the sport-business world and
Beyond Sport is seeking to recognise those contributing to
positive change by creating a specific awards category for
companies using sport as a tool for social good.

Entering the awards is a free and simple process and can
be done online at www.beyondsport.org/the-awards/entries/.
Shortlisted organisations will receive an invitation to The
Beyond Sport Summit (which takes place in London on July 8-
9), as well as flights and accommodation during the event,
which gives attendees the opportunity to meet with other
high-profile sports leaders, world-renowned athletes,
corporate heads and social entrepreneurs involved in the
effort to instigate change through sport.

Beyond Sport Awards 
open for entries
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“Sometimes I wish I’d bought a £10,000 suit and had an image like Beckham, lost some weight and looked
the business. I would have earned a lot more, but how do you change a sack of spuds?”

Phil Taylor

OTS BOOST
The organiser of the Outdoor Trade Show 2009 says the
event will be significantly bigger this year, with more key
industry brands exhibiting as well as smaller specialist
suppliers.  

The UK’s biggest outdoor trade event will be held
within two exhibition halls at Stoneleigh Park,
Warwickshire on September 28-30. Brands signed up so far
include Gelert, Coleman, Vango, Lifemarque, Scarpa and
Trespass. 

The new website (www.outdoortradeshow.com)
contains all the information attendees need to know
about the show to ensure a productive trip to this free
event, including the latest exhibitor list and floorplan. 

…The Lawn Tennis
Association has announced
that Highland Spring has
become the first Official
Supporter in the
organisation’s new
commercial programme. The
UK-produced brand of

bottled water has signed a five-year deal until 2013. As an Official Supporter, Highland
Spring will acquire a range of benefits. These include having a strong presence at LTA
international tour events throughout June and naming rights to the interactive tennis
roadshow, which will travel across the UK to promote the sport and engage the wider
community in tennis. The brand also becomes the Official Water of British
tennis...Precision Training has extended its specialist training aids partnership with
Nottinghamshire CCC for a further 12 months…The Co-operative has signed a title
sponsorship deal with Activate Sport, which will see the UK’s largest mutual retailer
supporting the academies of high-profile sporting stars Andrew Flintoff, Lee Westwood
and Paul Sculthorpe…Gloucestershire County Cricket Club has confirmed that
Gray-Nicolls will be its new kit supplier until the 2012 season. The Sussex company
has already started working on ideas with Gloucestershire’s marketing team for new kit
designs for 2009…The British and Irish Lions have struck sponsorship deals with
British Airways and Marks & Spencer for the upcoming tour of South
Africa…MasterCard has signed a multi-million pound sponsorship deal to become a
worldwide partner of the Rugby World Cup in New Zealand, replacing previous credit
card sponsor Visa. The deal with Rugby World Cup Limited sees MasterCard
become the preferred card and official payment system for the 2011
tournament…Sheffield Wednesday has become one of a growing number of
football clubs to give the club’s shirt sponsorship to a charitable cause, with a deal
struck for the next two seasons with The Children’s Hospital in the city. The move
follows similar schemes from Aston Villa and Leicester City… Dunlop has signed Nick
Matthew to a four-year deal to endorse the brand’s squash racquets, luggage, string,
grips and balls. The 28-year-old is currently ranked 12th in the Professional Squash
Association Men’s World Rankings and will be using the new Dunlop Aerogel 4D
Evolution 120 racquet…New Balance has agreed title sponsorship of Open
Adventure’s Endurance Series, a collection of adventure races taking place across
England this summer…Molten has renewed its sponsorship of all Great Britain
Basketball’s international teams for a second term. The deal sees the new Molten G-
Series basketball continue as the GB Teams’ official match and training ball until
October 2012 for both the senior men’s and women’s teams, as well as the Under-20
men’s and women’s teams…

Sponsorship
News

Despite higher sales, Puma’s full-year earnings dropped by
13.5 per cent after costs climbed and margins fell in the
fourth quarter of 2008.
Global Puma brand sales for the year rose by 2.9 per cent to
€2.8billion, while footwear sales rose by 2.3 per cent to
€1471.6million and apparel sales climbed by 5.1 per cent to
€969.7million. However, operating profit dropped by 29 per
cent from €52.4million to €37.2million during the final quarter
of 2008.
Says Jochen Zeitz, chairman and CEO of Puma: “Despite a very
difficult market situation and a weak consumer sentiment,
Puma managed to post new sales records in the last financial
year. In particular, sales growth in the fourth quarter was
solid. We have implemented measures in the fourth quarter
to prepare us properly for the coming year and will react
flexibly to further changes in the market environment.”

Puma losses

ODLO has targeted the trade in its
latest marketing drive to

support its Evolution range
of climate regulated

sportswear for men
and women. The
marketing and
promotional push
will be concentrated

on the
multifunctional

Evolution light range. 
Commenting on the

campaign, Ian Latham,
ODLO’s UK and Ireland country
manager, said: “This marketing

offensive is planned to build market
share and brand awareness through

the selective development of our
distribution base. We believe, as
our products become more
sophisticated, we have an
educative job to do in the market

to make the consumer more aware of
the ranges themselves, as well as the
features and benefits. 

“That’s why we have targeted the
trade with our suitably titled ‘Adjust
Your Comfort Zone’ in-store drive,
which sets out simply how to identify
the range that will work best for the
individual customer.”

ODLO UPS TRADE MARKETING PUSH
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Pool fun in the 
sun from Jakabel
Kids love to play in the water - and Jakabel
has a full range of innovative toys to dive
for, play on and play with for all ages.

Try throwing the underwater
Toypedoes or diving for the cool Dive
Doods that twizzle all the way to the
bottom of the pool. The best challenge is
to ride on the underwater skateboards and
see who stays up the longest. Ride on
the gecko, deer or lobster or just
lounge around on the Springfloat
loungers, all of course to be enjoyed
while wearing the latest trendy designs
in UVP50+ wear/insulating wetsuits or
staying afloat with Jakabel’s exclusive
Swimsafe Floatsuits.
For more information contact Josu
Shephard on 07957 541406, email
josu.shephard@jakabel.co.uk or visit
www.jakabel.com. Agents wanted.

KIT stop
Essential stock for your shop

GRAY-
NICOLLS
IGNITE
In its first outing on the
international stage, Andrew
Strauss scored 123 against
the Indians with Gray-
Nicolls’ new addition for
2009. The Ignite boasts a
huge profile that will give
any player confidence at the
crease. A huge sweetspot,

combined with a beautifully balanced
pick up, make the Ignite another
impressive introduction into the Gray-
Nicolls range.

Thick edges enhance shot
making all round the ground. With its
steep spine profile, the Ignite has a

fantastic look that will suit the modern player.
For more information call 
01580 880357 or email 
sales@grays-int.co.uk
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Shock Doctor DNA
The toughened, dual density, semi-rigid exoskeletal frame provides
increased stability in the mouth, increased impact protection and helps
reduce jaw injuries caused by front and side impacts. This extra
stability, while retaining a low profile and tight fit, allows Shock
Doctor to add strategically placed flow-through channels in the
exoskeleton. 

The Gel-Fit liner can flow onto the bottom jaw during moulding
and take an exact impression of the lower teeth. The DNA is still a top
jaw mouthguard, but the added bottom jaw fit prevents jarring of the
bottom teeth against the mouthguard. The transfer of upward shock
is massively reduced and the risk of concussion (often caused by blows
to the jaw) is abated to a large degree.
Only Shock Doctor mouthguards, with over 20 years of
constant research and development behind them, integrate
bottom jaw moulding for advanced concussion prevention.

Swimming is the biggest participation sport
in the UK, and interest is growing.Are you
ready to meet the demand?
Swimming is the biggest participation sport in the UK and interest in
swimming is increasing, particularly among older adults, following the
government’s introduction of free swimming and the euphoria created
by the Beijing Olympics.  

Are you prepared for this growing market? If not, check out Maru’s
Aqua Classic Range. Designed for the mature swimmer, the focus is on
fit and comfort and the majority of suits feature high backs, secret bust
support and low legs.

New this season is the Stella Hydro in navy with a pretty silver floral
appliqué; the Ziggy Vito in a flamboyant, purple, pink and black
pattern; and the Oceanic suit with fashionable thin straps. Popular
among aqua-aerobic enthusiasts is the Aquarius Legged suit.

To find out more call Maru Swimwear on tel: 
+44 (0) 115 985 1212, email sales@maruswimwear.co.uk or visit
www.maruswimwear.co.uk. Maru carries a full range of stock
and provides 48-hour delivery on all orders.



Team Colours
From its roots in netball and football,
Team Colours has consolidated its
position in the manufacturing
industry by offering stylish, quality,
custom-made sports kit, plus all
manner of off-court, touchline
and leisurewear garments. 

The company now offers its
services to the retail trade. This
means that sports shops and other
outlets can order kit on behalf of their
local schools, colleges and sports clubs.
Remember, this is not just an off-the-
shelf option: Team Colours’ kit can be
ordered to match in with the team
style, or indeed to create a new style.
Team Colours promises personal
service and excellent value.
For more information call 
01920 871453 / 01920 877270, email

info@team-colours.co.uk or visit
www.team-colours.co.uk 

PRODUCT ROUND-UP
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Shotz Sports Nutrition
CarboSHOTZ Energy Gel is a complex carbohydrate liquid/gel that is designed to
fuel active muscles during activity. The science behind carboSHOTZ gels is to
minimise the amount of time required to process food into glycogen, therefore
avoiding ‘hitting the wall’. When we eat even simple foods blood is redirected to
the stomach to process it, using vital time and energy. What differentiates the
CarboSHOTZ Energy Gel is that it is low in sugar, is gluten free and does not contain
any fructose. 

The important role electrolytes play in the workings of
active muscles cannot be underestimated. Electrolytes such
as sodium are lost in sweat, reducing the rate at which
oxygen, nutrients and carbohydrate are carried to the
active muscles. 

The electrolyteSHOTZ Tablet is an effervescent
tablet that dissolves in water. It’s sugar
free, contains no artificial
colours, is simple to use
and requires no mixing or
measuring.

Shotz Sports Nutrition
offers sports stores the
opportunity to provide
customers with a complete
solution to sports fuelling

and hydration issues, increasing
the performance of customers and

generating repeat custom.
electrolyteSHOTZ and CarboSHOTZ are

distributed  by ASSIST creative resources Ltd. 
Tel 01978 664743. Fax 01978 664702. www.assist.co.uk/shotz 
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FSPA MEMBER NEWS
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FSPA focus
The latest news from the Federation
of Sports and Play Associations

Funding for school
sport is crucial for
SAFEA members 

The Sports and Fitness Equipment
Association (SAFEA) recently
exhibited at the Youth Sports Trust
2009 Sports Colleges Conference in
Telford to promote members that
supply sports equipment to schools
and highlight the benefits of dealing
with a SAFEA member. 

Eveque, Maudesports, Bishops
and Universal Services exhibited at
the two-day event, which attracted
partnership development managers
(PDMs) from specialist sports
colleges whose primary role is to
create links between senior and
primary schools in their area and
increase the quality of sporting
opportunities.

During this time of economic
uncertainty government investment
in school sports is vital to SAFEA
members, whose products range
from gym matting and school
gymnasiums to equipment such as
goalposts and training/teaching
equipment. So far over 50 secondary
schools have been rebuilt as a result

of The Building Schools for the
Future programme (BSF); the plan is
for every school in the country to be
involved in the scheme before 2020. 

Improving sporting provision is a
vital element of this programme, not
just for students, but BSF also aims to
engage the local community in
becoming more physically active by
providing access to these school
facilities too. SAFEA members have a
great deal of technical expertise, so it
is vital for schools and the education
sector to consult them during the
process of applying to BSF before
procurement to ensure the right
standard and type of facilities are
being considered and are realistic for
the space. 

Linked to this is the other
perhaps more important government
objective of increasing the amount of
sport in schools. Sport England has
recently announced an investment of
£480million to deliver grass-roots
sporting opportunities and a lasting
Olympic legacy of one million people
playing more sport. 

SAFEA is keen to stress the
importance of continued government

investment in school sports and is
creating links with the necessary
organisations to see that the money is
spent properly. An effective sporting
infrastructure and first-class facilities,
rather than bureaucracy and red
tape, ensures that investment results
in a continued increase in sports
participation and thus the long-term
success of members’ businesses. 

Next on the agenda for SAFEA is
its first meeting of 2009, to be held on
March 25. In addition to the meeting,
there will also be a presentation from
Mark Perkins, who is the PE and
sports adviser to the BSF
programme. Mark’s function is to
carry out an advocacy role for PE
and sport with BSF at a national
level to ensure that the potential for
PE and sport within BSF is
maximised through a coherent and
coordinated approach. 

For information about joining
SAFEA or the range of products and
services available from members visit
www.safea.co.uk or contact
association manager Kate Costin on
02476 414999 (ext 205) or
kate@sportsandplay.com.

ispo 09, which attracted
over 1,950 exhibitors
and 60,000 industry
visitors from more than
100 countries, saw the
Federation of Sports

and Play Associations support its
largest group yet, with a total of nine
UK companies making up the FSPA’s
British Sports Pavilion - and all
enjoyed a very good show.  

After the success of ispo 08, the
FSPA, once again working as a
dedicated ‘accredited trade
organisation’, helped a total of 15 UK
companies gain UKTI funding to
assist with the cost of exhibiting. Of
these companies, the majority opted
to join the British Pavilion in order to
gain maximum exposure and take
advantage of the FSPA’s marketing
and promotion of the group.

Two companies that benefited
from the FSPA’s assistance were
SGIA member Cardiosport, a world
leader in heart rate monitor

technology, and swim brand Jakabel.
Both companies were delighted by the
success of the show.

Says Callum Macgregor, managing
director of Cardiosport: “The UKTI
funding we were able to obtain
through the FSPA really made a
difference to us this year as it enabled
us to get a much bigger, more
attractive and centrally located stand.
This upped visitors and footfall to our
stand considerably.” 

Josu Shephard, proprietor of
Jakabel Ltd, and enjoying her first
ispo, said: “The help and assistance
provided by the FSPA for UKTI
funding was essential and made my
attending possible. I’m delighted that I
decided to come to ispo 09 and I’ll
definitely be back next year  - I’ve
already booked my place as part of the
UK pavilion.”

Companies exhibiting within the
pavilion, many of which are SGIA and
SAFEA members, gave positive
feedback on the benefits of being part
of the UK group. The FSPA has
already begun talks with ispo
organisers to start putting in place a

number of new initiatives for the 2010
UK pavilion, including expanding the
UK area, increasing promotion and
marketing of the pavilion and the
companies exhibiting within it, and
having a London 2012 Olympic
theme. Further details will be
circulated to members and interested
companies later this year.

BGIA APPAREL &
FOOTWEAR RESEARCH
AVAILABLE
The British Golf Industry
Association’s (BGIA) research
study into the European golf apparel
and footwear markets, carried out in
a total of 35 countries, is now
available to purchase. 
The first two volumes, ‘Southern
Europe’, and ‘Central & Eastern
Europe’, are now on sale, while
‘Northern Europe’ will be available
in May. Individual reports are
available to purchase for €2,000
each, with full reports (consisting of
all three volumes) available to
purchase for €5,000. Members of
the BGIA will receive a 50 per cent
discount on these prices. Further
information, including executive
summaries, is available at
www.bgia.org.uk.



The Brooks Adrenaline GTS sells over one million pairs a year to runners demanding support. 
It is the ultimate Go To Shoe for the running trade, backed with all the knowledge of a specialist running company. 

Retailers receive excellent technical support, national advertising campaigns and top quality product.

Customer services (+44)01903 817009.   www.brooksrunning.co.uk

For the full range of our technical 
running shoes and apparel visit: 

www.brooksrunning.co.uk
Not just the box. But the shoe too! The Brooks Adrenaline GTS™ 9
features the first ever biodegradable midsole, saving our planet one

pair of shoes at a time.

YOUR SHOEBOX MANSION MAKES A LOVELY HOME

NOT ALL SUPERHEROES
HAVE CAPES

BROOKS
ADRENALINE GTS®9





RETAIL INTERVIEW

When, why and how did you
decide to get into sports retailing?
I have always had a keen interest in
sport and played sport from a young
age. I started work in a department
store in Athlone, where I became
interested in retail. In 1982 I decided
to open my own store as I felt that
local people who were interested in
sport were not being catered for. We
started out with 400 sq ft and now
have 1,600 sq ft.

Can you describe your store in
terms of stock and design?
We stock all the main brands such as
Nike, adidas, Reebok, Asics, O'Neills,
Canterbury and Under Armour, and
cater for a cross-section of sporting
activities. Today we employ four full-
time and five part-time sales people.
The shop has an open-plan layout with
good lighting and ease of access to
merchandise for customers. We
recently participated in an ISRA-
organised visual display course and
have made a number of  positive
upgrades. In a town with three second-
level schools, two pools, three leisure
centres, a GAA pitch and all-weather
facilities for a range of pursuits there is
plenty to keep people active. We pride
ourselves on having everything for
everyone, no matter what your sport or
leisure. We are primarily a shop
offering products of a technical and
functional nature.

Has the credit crunch noticeably
affected your business/the sports
trade in general? 
People have certainly become more
cost conscious and have less money
available to spend on sport. They are

looking for better value for money. I
started my business in the bleak early
1980s. At the time no one could see
an end to the recession, but we got
through it. This downturn will come
and go. We remain very positive.

Current best-sellers?  
Footwear, club gear, bags, baselayers
and compression product.

What’s your area like for sports
retail? How do you compete?  
We are situated in a small rural area
with low population density, but with
a very active sports culture. We
specialise in customer service and in
keeping our prices keen.

How do you find out about new
products? Are you a member of
any buying groups?  
We are members of ISRA, who hold
meetings regularly throughout the
year to discuss products and ideas,
which helps us keep up to date with
new trends. The ISRA shows are a
great way of getting to see all product
ranges together. Looking at what
works for other members is
important. I have made good friends
with other members within the group
and we pick up the phone and help
each other out. I also use the ISRA
website as a resource.

How do you keep customers
coming back?  
We keep customers coming back with
competitive prices, good service,
attention to detail and knowledge of
our individual customers and their
requirements. In our 24 years of
business we have seen the fashion of

George Bannon owns and runs Roscommon 
Sports and Leisure in Roscommon, in the west 
of the Republic of Ireland

sport change - players are now much
more concerned about what they wear
on the field of play. Using the right
product is important to them and we
offer that level of advice. I spend most
of my time on the shop floor and
know a lot of my customers on a first-
name basis.

What have been the biggest
challenges for you in the sports
retail business? 
I would say buying in stock. There is a
huge variety of equipment to choose
from to select the best product for our
customers. Getting the buying right is
a huge ongoing challenge. Being part
of a buying group is making it easier.

How new is your website and
what percentage of your sales are
internet based? 
We’ve been so busy in the shop over
the past couple of years that I haven’t
had a chance to build our website as
much as I would have liked to, so it’s
being added to very slowly. But I do
intend to try to focus on it a bit more
over the coming months and give it a
bit more of a push, as this is
something we are trying to improve.
Having said that, we do regularly
receive orders from the website,
particularly for jerseys, from the UK
and America.

What do you like most and least
about the business?  
Most: our customers are trying to
improve their health, fitness and well-
being and we are glad to be able to
assist them in that.
Least: the current downturn and how it
is affecting businesses and also
people’s attitude towards buying.

If you would like your shop
featured in ‘Sports Insight’ send
an email with your details to
catherine@partridgeltd.co.uk

si
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TM

Individually shaped to wearer’s mouth,
the detailed imprint of the
teeth means OPROs
grip tightly

Laminated layers -
extra protection and uniformity

  Specially shaped in palate to
improve breathing and speech

CE Mark

Personal name in every OPRO

OPRO, the world’s leading supplier of custom-fit mouthguards, are pleased to introduce another             
revolutionary product to the retail market with the innovative OPROcustom mouthguard.

The OPROcustom is the first custom-fit mouthguard that can be stocked by retailers and is
around half the price you might expect to pay through a private dental surgery, making a custom-fit         
mouthguard an affordable possibility for all.

Direct Impression System

This pack provides your customer with the means to obtain a medium
weight single-colour OPROcustom Mouthguard in Black, Red, White
or Navy. They can also go online to register and select from a wide
range of other colours, designs and weights.*

1. Fully instructional Audiovisual CD, plus written instructions.

2. The OPROtray unique Impression tray and OPRO impression
    materials.

3. Sealable addressed bag in which to send the impression to the
    laboratory (appropriate postage will need to be paid).

4. Colour choice form.

5. FREE OPROshield BRONZE so your customer can continue
    to participate in sports whilst waiting for their OPROcustom
    to arrive.

*some designs available at extra cost

NOT SUITABLE FOR FIXED
ORTHODONTIC BRACES

There is no better protection than a Custom mouthguard.
There is no better custom mouthguard than an OPROcustom.

NEW

7323_09_3

Contact OPRO for TRADE TERMS

RRP £35.95
(incl VAT)

web: www.oprocustom.com   email: info@oproshield.com   tel: +44(0)1707 261261
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PRODUCT FOCUS

Josu Shephard, director of Jakabel,
talks us through the offering. 

Can you give us some
background on the brand?
In May 2003 I was on a business trip
in Asia in my former sourcing and
buying position within a multinational
group and spotted an amazing
floatsuit. As a mum with the safety of
my children ever in mind and a
daughter nervous of water, but
desperate to swim, I bought her one.
During a two-week holiday three-
year-old Isabel’s confidence in the
water grew to such an extent that she
took off the floatsuit and started to
swim on her own. 

I saw huge potential in the
Swimsafe Floatsuit, which not only
keeps children afloat without tipping
over, but also has UVP50+, which
protects the wearer from the
dangerous rays of the sun. Endorsed
by the Royal National Life Saving
Association and tested by both the
Australian nuclear testing facility and
The UK’s finest SGS testing house, it
soon became obvious that the
Swimsafe Floatsuit was and still is the
best performing floatsuit available. 

At my first show in 2004, when I
introduced the Swimsafe Floatsuit,
sales and orders quickly came in,
establishing my new business on a
firm footing right from the start. Other
exhibitors continually visited my stand
to see why I was so busy, subsequently
buying and placing orders themselves.
Soon the range of sun protective
products expanded and five years later
Jakabel is an established UK
children’s swimming brand.

What are the range’s key
features and benefits?
The Swimsafe Floatsuit is the only
floatsuit in the world with a unique foam
ring around the neck that prevents children
tipping over while swimming. Removable
flexible floats at the front and back of the
suit enable children to swim and play
comfortably, both in and out of the water.
It is always dangerous when children get
out of the water and take off whatever aid
they are wearing, and then accidentally fall
back into the water. The reinforced back
zipper means children cannot take the
Swimsafe Floatsuit off without help and
are happy to play in it all day. 

The shorty suit has a UVP rating of
50+, which blocks 97.5 per cent of the
sun’s rays - the other 2.5 per cent is
necessary for Vitamin D production. The
UV50+ clothing is made from the highest
quality nyon/lycra, which is colourfast in
chlorinated water and keeps its shape and
UV protection far longer than inferior high
street products.

Who is it aimed at? 
Jakabel’s range has been developed for
children from three months to 11 years.
The products are both brightly coloured
and very practical - they speak for
themselves without needing a lot of in-
store selling. First appeal is to the kids and
the benefits are quckly obvious to the
parents/carers making the purchase. We
have endless reports of children wearing
the floatsuits in the bath and not wanting
to take them off - every parent’s dream
scenario! Potential customers are well
informed individuals who recognise the
dangers of children swimming and UV
damage, and want to do their best to
provide protection. 

How is it marketed?
After five years of growth Jakabel has
become a sought-after brand associated
with fun, safety and quality. Dedicated PR
activity has resulted in numerous articles

What’s HOT

in national and international publications
and I’ve been very active in radio and TV
discussions on the subject of children’s
safety. Jakabel’s products can be seen at all
the big UK shows and the brand has now
expanded into Europe and South America.
Both the exclusive Swimsafe and Surfit by
Jakabel brands are being stocked by more
and more sports retailers as they realise the
importance of having a dedicated swim/sun
safety area in-store.

What retailer support 
is provided?
The main support is from having small
minimum quantities for orders and a two-
three-day delivery throughout the year -
we’re never knowingly out of stock. The
other key is that returns are almost zero, so
retailers can be confident that the goods are
of the highest quality and will enhance
their own reputation. Satisfied customers
tell others and word-of-mouth is still the
strongest form of recommendation.
Competitive pricing and range
differentiation mean that Jakabel stays
ahead of the competition and keeps
stockists doing the same.

What’s the secret of 
Jakabel’s success?
With the growing awareness of the skin
damage caused by the sun, there will
always be a market for this type of
product, albeit currently quite niche.
Protecting our children is the one area

common to parents worldwide and
one that everyone gives the highest

priority. Constantly working with
factories and design teams across
the globe enables Jakabel to keep

producing new and
innovative ways to
protect and amuse

children. si

The Swimsafe Floatsuit by Jakabel



1 Enhanced running efficiency
2 Facilitated venous return resulting in:

a. decreased blood pressure
b. reduced risk of deep vein thrombosis
c. lower incidence of varicose veins

3 Decreased ankle sprains
4 Lowered risk of shin splints

5 Minimize back pain
6 Enhance proprioception
7 Strengthen intrinsic foot

musculature
8 Maximise biomechanical performance
9 Diminish risk of bunions
10 Optimise balance / prevent falls

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

Fivefingers offer reassuring grip, rubberised protection and maximum sensation.

In this day and age with people looking increasingly back toward nature to optimize their health and
performance, the barefoot running phenomenon is gaining significant momentum. Leading gym instructors
and personal trainers are recommending barefoot training for performance. And large corporates are
researching seriously into the benefits of barefoot. Vibram’s Fivefingers footwear provides a high-end, unrivalled
barefoot solution for your customers who wish to get back in touch with planet Earth, to allow full biomechanical
freedom of their foot, and to truly engage with their environment.

For more details go to www.primallifestyle.com/barefoot

10 of the 
Benefits of
“Barefoot” - Fivefingers-style
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When did you get into the sports
trade and why?
I started in the trade on the road in
sales, selling Converse and Merrell
covering the West Coast of Ireland and
much of the far south on a part-time
basis. Later on, after seeing the
beginning of the huge growth in
surfing in Ireland, I began importing
surfing products and wholesaling to
retailers along the west and south Irish
coast. I was involved in competitive
badminton, football, hurling and
running when I was younger and I still
enjoy surfing, golf, cycling and tennis.
The ISRA concept came about from a
recognised need by retailers to work
together.

What other brands do you admire
and why?
I think any brand that stays true to its
principles is to be admired. If as a
brand your only measure of success is
the growth in the value on your order
books, then eventually that brand will
suffer because you cannot have year-
on-year growth indefinitely. In my
view the sports market in Ireland and
the UK has been cheapened by this
approach. There has been over-supply,
too much volume retailing and too
much continuous discounting.
The effect of this approach is evident in
the multiples as consumers get tired of
the same rehashed offers and have
started to turn their back on sportswear.
Brands are now trying to refocus on the
multi-sport specialist sector and getting
back to being sports brands. Brands
need to grow sensibly and protect their
long-term image and credibility. The
market is in need of premium brands
with clear identities that offer added
value.

How strong is the independent
sports trade in the Republic of
Ireland and where are the
opportunities?
Like in the UK, retailing in Ireland
remains difficult at present. But
independent retailing is still an
important part of our way of life and
culture. It is apparent that many small
retailers in all sectors are struggling. If
you look no further than our town
centres, one sees fewer small
independents. And some classifications
of stores have almost disappeared.

The opportunities for success for
the small independent retailer revolves
around specialisation, differentiation
and finding profitable, defendable and
sustainable niches. Success for many
retail segments derive from the
decision to move beyond just the

selling of product to creating a
customer experience, moving from a
transaction
orientation to establishing ongoing
relationships. This decision shifts focus
from what moves product to what
moves people. Retailers that are
proactive, understand local trends, spot
market changes and identify
opportunities will continue to thrive.
On the other hand, retailers who are
reactionary will continue to suffer. It is
good to see that in a recent online
ISRA survey many members reported
that their businesses continue to grow.

Can you tell us about ISRA?
Just over two years old, ISRA is still a
young operation. Its nationwide
membership comprises retailers from
20 counties throughout Ireland. It was
set up at the request of some of the
retailers I got to know over the years. I
called a meeting and outlined the
problems that retailers were
experiencing, as I could see it, and
proposed a method of overcoming
some of those difficulties. Creating a
strong network of likeminded retailers,
group buying, promoting the sharing of
advice and expertise, central billing, an
online presence, group shows and
streamlining the way suppliers can do
business with independents are the
main functions of ISRA.

Was it difficult to set up ISRA?
It was difficult at the start to build
momentum. There had been buying
groups in Ireland in the past, but the
problem was that they were too small
and run by retailers trying to run their
day-to-day retail operations as well.
They failed very quickly. As a result,
there was a lot of scepticism at the
beginning. In surfing, getting out
beyond the white water, beyond the
breaking waves, is the difficult part.
Getting on the wave is the easier part.
As a group we are now beyond the
breaking waves. At the start I needed to
get enough suppliers and retailers
involved to make it work. We are now
at that level, with strong retail
participation and a large supplier base.

How can a retailer join your
organisation?
We don’t actively go out looking for
new members; recent new members
have made initial contact with us. It is
very important to us that any new
member becomes an active member.
Working as a unit is key to the success
of a buying group. Those who are most
active get the most out of the group
and that is the way we are set up. We

are open to new members and
welcome energetic ones. It is important
to have a ‘critical mass’ of members in
order to have buying ‘clout’, but at the
same time it is important not to grow to
a level where the sense of community
and group networking is affected.

Can you tell us about your
shows?
They’ve been hugely successful. We
run two shows a year - in January and
July. The next show is taking place on
July 13-14. The idea behind the show is
to offer the opportunity to our members
to see a large number of their suppliers
under one roof over two days, saving
them time on the road travelling to each
show individually, as was the case in
the past. Members get the chance to
buy collectively and at better prices,
offering greater margin than in the past.

Our suppliers from the UK and
Ireland also benefit from our shows.
They get to see most of their
independent customer base in a short
period of time and therefore reduce the
need to run individual stockrooms in
numerous hotel locations around the
country over a protracted period -
saving them time and money. In return
they offer very good deals and
incentives to the members. We expect
all our members to attend both shows
and encourage and reward them for
visiting every stand.

What plans have you got for ISRA
in 2009?
Working with our suppliers to grow
our ‘own-brand’ ambitions, developing
further our category manager idea,
expanding central billing to more of
our suppliers, working on joint projects
with our trade partners, growing our
trade shows and maintaining what we
already have in place are some of our
plans for 2009.

Tom Foley, Independent Sports
Retailers Alliance coordinator

si
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MARKET RESEARCH

When you next walk past a rival’s
store will you check out the store to
see how they are doing? If you’re
Sam Lambourne, owner of the Jog
Shop in Brighton, or Colin Moore,
manager of Newcastle’s Powerhouse,
the answer probably is yes.

Lambourne says he always goes
into jogging shops in other towns,
and researches competitors’ prices
online. Moore, meanwhile,
encourages his staff to visit
competitors’ stores, such as the sports
department of a nearby department
store. “We’ll check out the prices and
listen to their customer interaction, to
see what they are doing well and not
so well, and concentrate on best
practice,” he says. 

Price matching
Most recently, Powerhouse staff visits
revealed that two high street rivals -
one a major grocery chain - were
offering 20 per cent off nutrition
products to shoppers with proof of
gym membership. “While we won’t
actively promote the same offer, if a
customer says he was offered this, we
will match it,” says Moore. It’s a
tactic that the experts reckon should
be encouraged.

“It’s a good idea to see what other
stores are doing, and learn from
them,” says Ojay McDonald of the
Retail Academy, an online retail
training resource for independent
retailers. “Owners are often in their
store for so long during the day that
they lose objectivity about what they
are doing right and wrong and can
fall into bad habits, so stepping out to
get a bird’s eye view is very helpful.”

Simon Boydell of Retail Eyes, a
retail consultancy specialising in

mystery shopping, agrees. While
benchmarking has long been a
favourite of the high street multiples,
masses of hard data may not always
be important for small retailers, who
are often very close to customers, he
points out. He says: “Small retailers
are much more flexible and adaptive
to markets and customers than large
retailers - benchmarking can actually
slow you down.”  

Instead, Boydell suggests that
independent retailers adopt their own
mystery shopping programme - with
due sensitivity to their staff. He says:
“It’s a common question for our
clients: ‘Will staff feel like they are
being spied upon?’ We work hard to
turn that perception on its head, and
let everyone in the stores we work
with know that we’ll be carrying out
mystery shopping. Rather than trying
to catch people out, we say, ‘Here’s
what we are looking at’, so that it’s
like sitting an exam knowing what
the questions are. It’s all about
motivating people - after all, giving
great service should be fun.”

He recommends that whoever
does your mystery shopping - perhaps
a member of your staff or an
impartial friend - uses a questionnaire
or checklist that focuses on three key
areas of customer experience. “Do
they get a friendly welcome or
acknowledgment when they go into
the store? It’s absolutely vital to set
the customer tone,” says Boydell. He
also suggests that the mystery
shopper monitors the customer
interaction after the welcome. Do
they get a quick smile, a ‘How are
you doing’? or ‘Can I help’, without
feeling pressurised?

He says: “At the till, do they treat
your products with care and respect?
After all, you’re spending your hard-
earned money on this product. In a lot
of stores this doesn’t always happen.

And when you leave, does someone
say: ‘Cheerio, hope to see you
again’?”

Checking out your rivals really
comes into its own when you want
new ideas for tackling ongoing
problems. Perhaps your business
doesn’t handle returns well. How do
your competitors handle a return? Do
staff deal with returns confidently and
helpfully, or are they more likely to
look flustered or hassled? Do you, as
the customer, feel valued even though
the return has to go back on the
shelves or be shipped back to the
wholesaler?

If Boydell’s retail clients do stack
up poorly against the competition, he
encourages every member of the team
to visit their rivals. “I ask people to
think about what’s good, and what’s
really bad,” he says. “And if they did
have a bad experience, I ask them to
think about how it made them feel.”

Pricing
And, if customer satisfaction remains
a cornerstone of good retailing
through the recession, so too does
pricing. With increasingly price-
sensitive consumers, getting your
prices right compared to your
competitors is absolutely essential.
McDonald believes that independents
could do well to emulate the big
players’ pricing strategies. He says:
“Imitating the sophisticated pricing of
larger retailers is something that
independent sports retailers could be
doing. Large retailers are very good at
encouraging the consumer belief that
they are cheaper.” 

An intelligent independent can do
the same, he says, by finding out
which product draws their consumers
in, and reducing the price on that. The
consumer will judge the whole store
based on that one assessment and any
money lost on the key product can be

You can learn a lot and stay ahead
of the game by checking out the
shopping experience of your high
street rivals. Alison Wall reports

Keep an eye 
on the

competition
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Search and find 
With bespoke market research costing upwards of £10,000, it
may seem that number-crunching research is out of reach of
the independents. Not so - useful research can be conducted
over a cup of coffee, by visiting competitors’ websites, as well
as summaries of large-scale research available, free, on the
internet. A summary of research published in November 2008
on sports retailing by retail consultancy Verdict, for example, is
available online at www.verdict.co.uk.

The exercise could also help boost staff morale. Customer
satisfaction research published online by consumer watchdog
Which? found that independents scored highly in the sports
category, coming in second after John Lewis. Which? polled
nearly 11,000 of its members - its largest ever such survey.

Top of all categories was Waitrose, with an overall
shopper satisfaction of 87 per cent, making it a retailer worth
keeping a close eye on. Independent sports retailers tied in
sixth overall with Lidl and Marks and Spencer.

shifted across the range of products in
the store.

To help retailers with the
calculations involved in reducing the
margins on one item and spreading it
across other items in the store, the
Retail Academy has put two free
online tools on its website
www.retailacademy.org: the Pricing
Calculator and the Margins
Calculator. 

It’s not just other sports retailers
that can provide good ideas.
McDonald suggests looking at the
major grocery retailers for important
clues. He says: “One of the most
competitive sectors is the grocery
market, and you tend to get a lot of
innovation there. Often you’ll find
that what happens there gets
mainstreamed across whole of the
retail sector.” 

For Boydell, the pub sector - with
its big shift into food in recent years -
is a yardstick he uses to measure
customer service. Watching the wider
picture may have big-ticket benefits.

Take store rents: accountancy firm
PricewaterhouseCoopers is predicting
that retailers will be able to negotiate
cuts in rents as more retailers run into
trouble. Some landlords may even be
willing to waive rent altogether, the
firm says, as long as the tenant carries
on trading from the premises and pays
the service charge, insurance and rates.

Retail consultant Susan Williams
of Vision On encourages independent
retailers to work together to promote
their town centre or high street, as a
way of increasing footfall into their
own store. Groups of local retailers
start to think of each other as
suppliers and customers, as well as
sources of information and free
exchanges. One retailer may make
use of visual merchandising props
that another one has no use for, for
example, or work with a similar store
to refer customers to each other. 

She also encourages the groups,
typically 20 to 30 stores, to lobby
their town centre manager for change.
The results - measured in increased

takings at the till - are often
immediate. “Every business we’ve
worked with has seen an increase in
sales - anything from 25 per cent to
75 per cent increase,” she says. si

Owners are often in their store for so long during the day
they can lose objectivity, so stepping out is very helpful
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MEASURING PERFORMANCE

Just how well is your retail business
coping in these hard times? Are you
monitoring precisely the factors
critical for success? Do you know
exactly how near you are to
monthly or yearly targets? Is staff
performance what it should be?

If you can’t provide instant
answers to questions like these, it
sounds as though it’s high time you
brought in KPI. Using KPIs - key
performance indicators - is often the
most reliable way of finding out just
how well a retail business is
performing in the current recession -
and how it can be made to do better. 

Essential monitoring
“Ten years ago less than 10 per

cent of companies even knew the
existence of KPIs,” says Dr Paul
Harries, a London School of
Economics management analyst.
“Now they are a key ingredient of
success, and in a recent study it was
found that lack of essential
monitoring was responsible for over
40 per cent of last year’s UK business
closures.”

In simple terms, a KPI is a way
of measuring how your business is
doing in key areas essential for
success. For instance, in a telesales
business the speed and efficiency of
answering calls and the number of
calls answered in a given time would
be an obvious KPI. To help you there
are now over 100 specialist KPI
software packages that can provide
up-to-the-minute management reports

business over which you have
direct control. 

Consultants say that the current
business downturn has brought a
spectacular growth in financial KPIs
focusing on sales, costs and working
capital, and enabling businesses to
monitor and control their cash flow
and profitability. For instance, a KPI
for monthly sales inquiries will warn
you about peaks and troughs that will
affect cash flow.
According to a study at Cranfield
University’s school of management,
the key KPIs you choose for your
business must:
n Be critical to its success. Limit your
KPIs to activities the business
depends on to reach its goals. This
will keep everyone focused on key
objectives.
n Be able to be measured and
compared. For each KPI you’ll need
title, definition and target. For
instance, for a KPI measuring
complaints, define exactly what
constitutes a complaint.
n Allow for corrective action if things
go wrong - keep the system flexible
and easy to work.
n Make sure that your KPI contains
what the experts call a ‘driver’ - an
activity that will have a critical
impact on business performance.

Experts stress that it’s vital to
involve management and staff in any
KPI scheme. Where possible offer
incentives linked to targets, which
should be agreed with the workforce.
Keep employees updated on the
results of KPIs via meetings,
newsletters or informal chats.
Discuss any problems that are
affecting performance and work out
mutually beneficial solutions.
Studies have found that, properly
used, KPIs are great for keeping the
workforce focused.

According to LSE research,
successful KPI schemes need to have
worker agreement from the outset -

Key performance indicators are a
great way of getting to the core
of your business and increasing
efficiency. Tony James reports

KPI holds 
the

key

or have bolt-on management accounts
options. The latest systems will
integrate other software you may
have, such as contact management
and marketing systems.

“If a KPI isn’t accurate it’s worse
than useless,” Paul Harries says. “For
instance, a business wanting to
increase sales must find the most
efficient way of measuring
performance - is it units sold, the
value of sales, turnover, or profit?
Whatever KPIs are selected they must
reflect the business’s goals. They
must be the key to its success, and
while the definition of what they are
and how they are measured may not
change much, priorities will usually
change as you get closer to achieving
your goal.”

Paul Harries says a lot of KPIs
fail because there’s no reliable way of
defining and measuring them. “For
instance, ‘Generate more repeat
customers’ is useless as a KPI
without some way of distinguishing
between new and repeat customers,”
he says. “In the same way, ‘Be the
most popular company’ won’t work
because there’s no way to measure
the company’s popularity and
compare it with others.”

In simple terms, an efficient KPI
should:
n Be as closely linked as possible to
your top-level goals.
n Have performance measurements
that can easily be reduced to
numbers.
n Only relate to aspects of the
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embody workers’ ideas on how
targets can be met, and keep workers
motivated to meet targets. Studies at
Manchester Business School have
shown that two businesses in the
same sector can have quite different
KPIs. For instance, when researchers
looked at two north country sports
and leisure businesses, they found
that a city centre retailer regarded
customer turnover as its most
important KPI.

In contrast, a business in a
middle-class Manchester suburb
regarded high customer satisfaction as
the way to bring in the repeat and
high-spending customers that it
needed. Its KPI concentrated on
customer complaints, with a target of
reducing the figure every month.

Success stories
So do KPIs really improve business?
Certainly there’s no shortage of
success stories. Bristol business
consultant Richard Evans
recommended setting up a KPI
scheme in a sports centre fitness
training organisation after the level of
sales had shown no improvement for
over six months. A KPI study showed
that repeat business generated by the
centre’s six trainers was the key to the
problem - two had high volumes of
repeat business while the other four
didn’t. After the underachievers
agreed to go on an intensive refresher
course, business increased so
dramatically that the firm had to take
on two more trainers.

In another case involving a major
sportswear manufacturer, a KPI
investigation showed that steadily
increasing raw material costs were
leading towards a cash flow crisis.
Armed with this knowledge, the firm
was able to negotiate an advance on a
major order while economies were
made and cheaper suppliers found.
Last year’s figures were the best for
five years.

Alan Broadhurst, whose West
Country firm makes surfing and
windsurfing accessories, called in
KPI consultants in the hope that he
could increase turnover and profit. “I
was also interested to know how we
compared with other small companies
in the same field,” he says. An
adviser spent a day discussing the
firm with Alan Broadhurst and his
staff, and put KPI targeting in place
for three months. “The first thing we
discovered was that compared with
the competition we were spending too
little on product design and sales
promotion,” he says

The resulting KPI report
recommended that the company
needed a tighter administrative
structure, more delegation of
decisions, and should consider
outsourcing bookkeeping and other
routine tasks to cut down non-
productive personnel.

“When trying to make a living
you often miss the big picture,”
Broadhurst says. “KPI helps you to
stand back and have a clearer sense of
what’s going on. We could have faced
big problems in the future if we
hadn’t had this major and impartial
assessment. A KPI analysis forces
you to look objectively at what you
are doing and how you can stay ahead
of the game. Today, in the
manufacturing industry, if you don’t
improve, you’re dead.”

When award-winning Bristol
business recruitment company Lucy
Bristow Appointments found it was
being threatened by large
organisations undercutting its prices,
the company took Business Link
advice that setting targets for KPIs
was the way forward. Says operations
director Wendy Trevett: “Levels of
repeat business were dropping and
price reductions weren’t an option. It
was evident that our business goals
needed to shift to emphasise new
business regeneration and customer
retention.”

After consulting staff, new
monthly KPI targets were set for each
consultant. These included making 25
calls to prospective clients and
interviewing five new jobseekers

every week. The new strategy also
included weekly desk-side chats with
each employee to discuss the week’s
performance against monthly targets
and to set ‘mini-objectives’ for the
coming week. This helped the firm
spot problems early and nip them in
the bud as well as kept up motivation
levels.

In addition, every six weeks the
agency had a company meeting to
talk through its financial performance.
Says Trevett: “It was important that
people viewed their own performance
as part of the bigger picture and saw
how meeting targets impacted on the
bottom line.”

Agency bosses accepted that the
KPI learning curve was pretty steep.
In the beginning monitoring was
monthly, but it was found that this
made it harder to tackle
underperformance and left staff
feeling neglected. So weekly
meetings were introduced. “When we
started setting targets, management
tended to take responsibility for
ensuring they were met,” Trevett
remembers. “Now we encourage
employees by asking them for ideas
and discussing options rather than
handing out instructions.”

And the result of the new
strategy? “Overall, KPI targets have
been very effective for us,” says
Trevett. “New business has increased,
customer retention has improved and
staff report that they feel more
focused and involved. We’re now in a
much stronger position to meet the
challenges of the future.” si

‘Generate more repeat
customers’ is useless
as a KPI without some
way of distinguishing
between new and
repeat customers
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SPORT STYLE

There was a time when it was a
matter of street to sport. Until the
early days of the last century anyone
wanting to participate in sport had to
more or less adapt their everyday
clothing for whatever sport they were
going to play. But once specialist
sportswear began to emerge there
was no looking back. 

Fast forward to the 1960s and
suddenly there was a new addition to
the non-professional sporting
vocabulary: ‘tracksuit’. Perhaps this is
when sportswear started to become an
object of desire, regardless of purpose.
Certainly those lovely velour versions
that appeared over the following
decade surely became an essential part
of every wardrobe (spoken as only
someone who owned one could).
Perhaps not until the 1990s did the
impact sportswear had on the fashion
scene really stand out and, love it or
loathe it, the shell suit was what did it.
Whether it was as seen on screen in
‘The Manageress’ or down the
supermarket, the shell suit was
comfortable and well priced and it
meant that sports fashion had arrived
big time. 

Popularity
Suddenly it was everywhere - licensed
product, baseball caps, cool classic
trainers - including market stalls as
grey imports cashed in on the
popularity. Fashion-hungry fans
couldn’t get their hands quickly
enough on suede Filas or Patrick
Ewings, which were clearly not
making their way out onto British
street basketball courts. And so it has
continued, a public love affair with the
style of sports gear.

To define what makes ‘cool’
sportswear and why the ‘street’ adopts
a sports product is a curious thing - a
thing many brands, let alone retailers,
want to understand so that they can
cash in on these trends. Plus, there is

the all-important difference between
what is really cool and what is
contrived. Cool brands don’t have to
try, it’s part of their natural DNA.  

“You simply cannot buy cool, it’s
been said before and it’s absolutely
true,” says Martin Davis-Skjoth, senior
editor (active sports) at
www.WGSN.com, whose expertise as
a seasoned apparel/lifestyle designer
across three continents includes a role
at Nike in Hong Kong, covering the
whole Asia Pacific region, and with
Reebok WHQ in Boston, where he
launched global as well as domestic
apparel lines. 

“Consumers are just too smart,”
continues Davis-Skjoth. “When people
want cool they drive the trend because
they identify the products they
consider desirable. It’s the consumer
not the brand that really dictates what
will happen. Consider groups such as
surfers, skaters or snowboarders,
whose look is very much a part of
their tribal culture. If they adopt a
style or a brand that reflects their
values, they create a market.“

Many small brands are adopted by
the street in this way. Take up-and-
coming British label Avalaan, for
example. It started out as a scribbled
business plan on a pool table between
two friends just over three years ago;
now this clever lifestyle brand is
attracting a legion of fans who are
drawn to Avalaan’s use of artistic
collaborations and loyally take the
product from the slopes to the skate
parks and streets. 

Avalaan’s growing ‘cult cool’
means the brand is shortly opening its
first shop. ‘Sports Insight’ caught up

with one of the founders, Logan Hall, at
ispo winter where the brand was making
its second successful appearance and
showing its new womenswear collection.
Hall was all set for a long-term career in
the Marines, but after years of training he
put that discipline into developing
Avalaan and so far it is paying dividends.
“We are very careful to remain true to the
lifestyle and ideals that the brand
represents,” says Hall, who has been
identifying opportunities to market the
brand without compromising that
credibility. “At ispo we have been part of
an exciting concept called Metropol-ispo,
which brings together small creative
brands like ours to show product that has
its roots in urban style.”  

The idea that small urban brands are
simply the idle creation of ‘board bums’
is long gone - they have to be taken
seriously and Avalaan received funding
through the FSPA as further
encouragement to export the company’s
creative genius. The emotional
connection that the street-smart purchaser
forges with brands like Avalaan is
something to be envied. Martin Davis-
Skjoth recalls how Nike believed that it
was the small brands that were its biggest
competitor in the sports world: “They are
able to create and respond to trends very
quickly and have the fast turnaround to
make the most of it.” 

So these increasingly popular niche
brands attract the cool consumer in their
droves and their ideals are as attractive as
their quick-draw creativity. “Big
consumer brands don’t sit well with
some of the values of street culture,” says
Davis-Skjoth “These products also
simply try too hard and the consumers
are wise to it.”

Sport is as cool as you and your
customers want it to be, says
Lauren Fox

Street or
high street?

“When
people

want ‘cool’
they drive
the trend
because

they
identify the

brands
they

consider
are

desirable”
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Bucking the trend
One big name that bucks even that
trend is Converse, which has been
described as the world’s most famous
footwear brand. What is it about a pair
of Chuck’s that gives you so much
cred and keeps on being cool year
after year? According to Davis-Skjoth,
it’s simple: “Converse have never
tried to be what they are not, they
have stayed true to themselves from
the very start. Every generation of
consumer knows exactly what they
are getting and it’s almost like a
comfort product.” So while each
season brings new colours and
creativity, the spirit of Converse style
never alters and people are ‘getting
Chucked’ at all ages and across the
decades, with no sign the love of an
old favourite will diminish. In fact,
the brand recently picked up yet
another accolade as best ‘streetstyle’
brand at the Global Sport & Style
Awards during ispo winter.

For those who observe the trend
on the street and try to recreate that
success commercially there is only the
chance to be regarded as a ‘wannabe’
or poseur. The young vibrant groups
that seek out edgy or cool product
don’t want to identify with anything
too corporate. But the fact is
manufacturing this kind of success is
practically as pointless as hunting the
snark. So the big sports brands have
had to look at other avenues to
capture the imagination of the urban
audience and have taken up one of
last season’s big fashion words:
vintage. For example, adidas has
launched its ‘Originals’, a collection
of retro gear that goes back even to

Stan Smith days. Nike has its Heritage
and Reebok the Classic, while Puma
rethought itself as a brand and since
1999 has been building a fan base
among younger consumers who are
seeing the hip side of the brand’s
heritage.    

What’s interesting in terms of
overall sports product is the fact that
there appears to be even more of a
blurring between street and sport style.
“At ispo we recently saw a lot of
hybrid product,” says Davis-Skjoth.
“Sports brands are increasingly
realising that they need to offer
product that can be worn in an urban
scenario as the consumer increasingly
demands a broader use of every
product. Part of that is
environmentally influenced - a public
desire to reduce over-consumption.”  

And street style itself is certainly
not bad news for sports brands and
retailers. Adopting sports product for
the street and changing how it was
worn empowered consumers to
change the perception of sports
themselves, introducing new
subcultures such as freeski, snow
skate and parkour. Small brands
quickly feed into these new sports
markets and then the bigger brands. 

So where does it leave the average
sports retailer in terms of street value?
Can they take on the trends
successfully? The advice from Davis-
Skjoth is: “Don’t try, be confident in
your own market and really focus on
that. The street-smart consumer will
not be fooled by wannabe
alternatives.” It’s sound advice when
you consider the highly specialist
merchandising skills, creativity and
cost that go into creating a ‘cool’
retail environment . 

Many retailers simply don’t have

the confidence to buy what may be the
next big thing and the point of keeping
the street happy is being ahead of the
game - once something is out there,
selling the interest is over in a flash and
the opportunity is gone. Making the most
of your sports heritage is a different thing
altogether though - it has a history and
can therefore offer a cool factor of its
own. The website
www.prodirectsoccer.com is a good
example of a core sports retail
environment adding in some street appeal
with a section dedicated to the vintage
collections from the big sports brands.

There are still opportunities to
capitalise on style trends, says Davis-
Skjoth: “The main thing is to go back to
using your gut instinct. Forget numbers
and analysis and all the constant
discussion that has taken over today.
Keep yourself informed on what’s
happening, and if you see a product you
really feel that your customers will like,
then go for it. But don’t try and compete
with urban style.” 

Every so often a product like Crocs or
Fit Flop comes through and crosses the
sport/street divide, so keeping an open
mind is essential. And be aware of what’s
going on - because you never know when
something on your shelf will become a
street icon, and when it does you can share
in the spoils. After all, who would ever
have thought that the BBC would recently
dedicate news headlines to ‘The style of Dr
Who’? And let’s not forget, long before he
wore ‘those’ best-selling shoes he toured in
the Tardis wearing a cricket sweater. si

Courtesy of ispo.com
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SELLING YOUR BUSINESS

Before the ‘For Sale’ sign goes up
on your business, you have a great
deal of work to complete in order
to get your store into a state that
will attract serious interest from
prospective buyers. It is a mistake
to believe that you can simply sell
your business lock, stock and
barrel in its present state. There

keeping needs to be immaculate,
with Everything from basic accounts
to all supplier contracts signed off
and agreed. I also think that a
business will only be attractive to a
buyer if the store has a long lease
with break clauses. The buyer needs
security of tenure and, of course, a
viable business that has a future.
People buy businesses for what they
can deliver to them in the future.”

Says Gerard Cranley, a partner in
the corporate department of law firm
Howard Kennedy: “If the sale is not
urgent, consider what steps can be
taken to improve the price that might
be obtained on a sale. Simple steps
such as, if possible, price increases
on the shop’s merchandise might
have a material affect on the
profitability of the business and the
price that a purchaser might be
willing to pay for it. 

If the sale is more urgent, engage
potential purchasers as soon as
possible but do so in a way that
maintains confidentiality so as to
avoid damaging the business by
spooking employees, customers and
suppliers. Also, in the current
environment, do not waste time with
a prospective purchaser who is not
able to demonstrate that they have
the financial resources to close the
purchase.” 

Value
One of the most important aspects of
selling a business is getting the price
right. In a retail environment, the
store you own has tangible assets
that can have a finite value placed
upon them. When valuing your
business, these tangible assets will
form only one part of your
business’s overall value. In the high
street goodwill may not be a tangible
asset, but it has a massive bearing on
the overall profitability of your store.
Potential buyers will look closely at
the goodwill that your business has
embedded within it. And in some
cases they will be prepared to pay a
premium to gain that goodwill.

Says Peter Kroeger: “What you
often find is that the best price for a
business will not come from
individuals but from businesses that
already own a number of stores. This
is because the buyer will already
have in place their supply chains and
stock control systems. They don’t
have these costs to consider and so
can spend more on gaining the
goodwill that the business contains

To gain the maximum return
from the sale of a business,
attention to detail and an
understanding of your
buyer’s motivation are
important factors. Dave
Howell reports

The price
is right

are a number of factors that will
influence the price you can
reasonably ask and expect to be
paid for your business.

Peter Kroeger, accredited
associate at business advisers
Kroeger and Co, says: “To get a
business ready for sale you need to
do some housekeeping. Your record
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that, of course, hopefully will
translate into long-terms sales and
increasing profits. And this
intangible value can increase if you
have more than one company
bidding to purchase your business.”

Is there a right and wrong time
to sell? Even in these troubled times,
if your business is attractive it could
find a buyer willing to pay the
asking price. “There will always be a
market for profitable, healthy, well-
managed businesses to be sold at a
fair price,” says Jonathan Emmott,
corporate partner at accountancy
practice Armstrong Watson. 

“In times of economic downturn,
where sources of debt funding are
limited, it can be difficult to attract
the right type of buyers. But think of
it from another angle - all companies
need to grow and acquisition is one
way, maybe the only way, of adding
to the bottom line. Your business
may be a key acquisition target for a
company with cash on the balance
sheet or access to debt funding, so
when the economy slows down your
business could look more attractive.
The characteristics and sources of
funding for buyers may change, but
attractive businesses will always be
in demand.”

Many smaller stores will be
family-run businesses. Succession
can be a complex system to manage
and get right. After all, your business
will be staying in the family and
may also be expected to provide an
income for yourself and your
dependents. Ensuring the right
people manage your business when
you hand it over requires detailed
planning. “For a family business to
successfully pass to another family
member requires detailed planning,”
says Peter Kroeger. “The succession

plan should really begin several
years before the handover actually
takes place. It’s vitally important to
ensure that the skills and the
motivation of the people taking over
the business will ensure its future
success.”

The need for planning is echoed
by Gerard Cranley: “The important
issue here is that the succession
should be planned. Every company
should have a written succession
plan for its more senior executives.
The succession plan should deal
with: one, the date for leaving,
which can be a set date, the
attainment of a certain age or the
completion of a specified number of
years service; two, who is to be
responsible for choosing the
successor, ideally, the retiring
executive should not be involved in
this process; and, three, what criteria
are to be taken into account in
choosing the successor.”

Tax liabilities
Sellers often overlook tax as they
focus on getting their business ready
for sale. However, your tax liabilities
could potentially be high. Bo
Kehinde, a partner in the tax
department at Howard Kennedy,
says: “The sale of a business such as
a shop constitutes the sale of a
collection of assets for tax purposes.
Therefore, your tax position as a
seller depends on the assets being
sold. The seller will need to consider
the tax implications of selling
different types of assets and any tax
relief available to reduce the tax
liability on the sale. For example, for
land and buildings, generally, the
seller will be liable to corporation
tax - at 28 per cent if it is a company
selling - or capital gains tax - at 18

per cent if it is an individual selling -
on the excess, if any, of the net
proceeds received over cost. 

“The amount apportioned to
stock would be treated as trading
income, which is also subject to
corporation tax for a company or
income tax at the relevant
individual’s marginal rate of tax. The
seller may be able to reduce any
taxable profits, whether in the form
of a trading profit or chargeable
gain, arising from the disposal by the
offset of certain tax losses. A sale of
assets is subject to value added tax,
unless a particular asset is exempt -
for example, certain types of land
and buildings. However, subject to
certain conditions, no VAT is
chargeable when selling a business
as a going concern.”

The key advice to all
storeowners that are thinking of
selling their businesses is to plan in
detail and understand the value of
their enterprises. “Plan ahead and
don’t set your expectations too
high,” says Simon Blake, chairman
of chartered accountants Price Bailey
LLP. “Don’t put yourself under
pressure to complete the deal - give
yourself the opportunity to say no
rather than get forced into the wrong
deal. Take professional advice from
a corporate financier that sells
businesses as his day job.”

Selling your business is a task
that should not be undertaken lightly.
There are many factors that have to
be planned and managed to ensure
your store is in a fit state to attract
serious interest. Always take advice
at every step of the process and give
yourself time to think about any
offer that is put on the table. The
work you put in now to develop your
business into an investment
opportunity will directly correlate to
a better price on the open market. si
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IN SEASON HOCKEY

OPRO releases the new OPROcustom mouthguard
At last, a custom-fit mouthguard is available to the retail market at around

half the price you might expect to pay through a private
dental surgery, making one only around £10 more

than a top-of-the-range boil and bite mouthguard.
Based on the tried-and-tested OPROdirect

system, the OPROcustom enables
customers to buy a kit that contains all

the necessary components for the
completion of an accurate dental
impression at home. A sealable,
addressed bag is also included,
into which the completed

impression can be placed and
returned to OPRO.

To ensure that sports can be played with a mouthguard while waiting for the
OPROcustom to arrive, OPRO has thoughtfully enclosed a free temporary mouthguard
(one of the company’s revolutionary OPROshield range) in the purchase price of
£35.95.

The pack provides the customer with the means of obtaining a medium-weight,
single-colour mouthguard in black, red, navy or white, with the option of upgrading
online to a special design or a personalised mouthguard in up to five different colours.
For further information visit www.oprocustom.com 
or contact OPRO on 01707 261261.

www.sportindustry.biz

Hockey

TK HOCKEY COLLECTION
The new TK collection is quite simply the best ever, according to
TK Hockey.

The sticks, bags and player protection - essentials for any hockey
retailer - are fresh, innovative, visually stunning and represent great
value for money, raising even TK’s standards to new heights.

New textile products will enhance the company’s standing as the
number one in hockey clothing, while its goalkeeping equipment grows
in popularity each year, backed by the endorsement of the world’s
leading goalkeepers. A comprehensive range of balls and accessories
completes the collection.
For more information call 01722 326595 or email
enquiries@tkhockey.co.uk
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STRONGER CORE AND
TORSIONAL STABILITY

OTech
O Tech is the latest hockey
stick development from Grays.
Grays inspiration for O Tech has come from
our desire to:

o Increase the "Aerodynamic" qualities of the stick
through the "O ports"

o Improve the "Torsional Stability" of the stick

o Create a new "Dual Bridge Technology"
construction method in order to create
a more dynamic feel in the head of the stick

o Accurately control the positioning of the
balance point

In developing these new hi - tech patented O Tech
models, Grays are now able to introduce and offer
players the latest cutting edge technology.

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

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

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

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

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

GX Ju�bo
For 2009 the Jumbow range will feature the
popular matt spray paint finish.

The Jumbow Extra is at the cutting edge
of stick technology. The revised  blade setting
combines with the lower curve of the original
Jumbow. It has been reshaped to make sure that
it complies within the 25mm bow limit specified
by the FIH.

The highly popular Jumbow models continue to
offer the curve lower down the blade. Both type
of Jumbows help generate exceptional
"drag flick" momentum.



...the internationals choice

For further information: visit our website at www.grays-int.com
or Tel: 01580 880357  |  Email: sales@grays-int.co.uk
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GX �coop
The Grays Scoop range is designed for players who want
extra control when dribbling as well as the ability to lift the
ball more easily when drag flicking. As the name suggests
the "scooped out" curve of 2 mm shaped across the head
allows players to feel extra ball control, particularly when
moving at full stretch. Players at all levels will find that the
Scoop "cradles" the ball more easily when dribbling,
without any loss of control when hitting or flicking.

GX Co�posite
For 2009 we continue to take this to new heights with our new GX
range by introducing a range of hi tech finishes.

Over the last decade Grays have led the way in the composite stick
technology revolution. In addition there is also available the choice
of our best selling gloss finish and classic looking matt finish on our
sticks to suit all tastes.

SCOOP CONTOUR HEAD...

Improves ball control when
dribbling and cradles the ball
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IN SEASON RACQUET SPORTS

Many tennis experts and
commentators have high hopes for
2009 in terms of what British
players have up their sleeves. 

Andy Murray has shown he is in
fine form after a landmark 2008,
defeating a range of top-ranking
players since the beginning of this
year. He beat both Rafael Nadal and
Roger Federer at Abu Dhabi’s
inaugural Capitala World Tennis
Championships in January. Having
reached his maiden grand slam final at
the US Open last September, Murray
was tipped as a favourite for the
Australian Open title in January and
seeded fourth. Despite going out to
Fernando Verdasco in the fourth round,
the fact that he was tipped as one of
the favourites shows an unmistakable
confidence about what the young Scot
is capable of from those in the know.  

Nadal himself said: “[Murray] is
number four in the world and he can
be better. He does not have many
points to defend from here to
Wimbledon, so he can improve his
ranking. He is very good and he can be
number one, number two, number
three, I think it’s no problem.”

Bjorn Borg recently said: “He
knows he can beat every single player

in the world. I pick Federer, Nadal
and Murray to win Grand Slam
tournaments [in 2009].”

Murray followed his defeat of the
top two players in Abu Dhabi by
defending his title at the Qatar Open
in January, defeating a host of top
players, including Federer again and
Andy Roddick in the final. Many
commentators in tennis are
wondering out loud if this could be
Murray’s year at Wimbledon too.

Women’s tennis on the rise
2008 was also a good year for British
women’s tennis. Anne Keothavong
finally broke into the world top 100
after her form in several ITF
tournaments, and she helped to lift the
spirit of British women’s tennis
considerably. She made the third
round run at the US Open - the best
performance by a British woman in
New York in over a decade. At
Wimbledon last year she progressed
to the second round, but lost to
eventual champion Venus Williams.
At semi-final level in Auckland’s
ASB Classic, Keothavong showed
new-found confidence, and received a
further boost with the news that she
had broken into the WTA top 50 with

a world ranking of 48. She is the first
British woman to be ranked in the top
50 since Jo Durie in 1993. With the
hopes of Britain on her shoulders, the
25 year old from Hackney has matured
over the past year and deserves further
success.

Future potential
Melanie South is another young Brit
looking to break into the top 100. She
reached the second round of the WTA
tournament in Sydney in January, and
gained direct entry into the Australian
Open alongside Keothavong, British
number three Elena Baltacha and Katie
O’Brian - the best placing for British
players since Clare Wood and Jo Durie
in the early 1990s. The three
subsequent defeats in the first round for
the British women were therefore
disappointing, although Keothavong
promised future progress. “You have to
start somewhere, and we are now going
in the right direction,” she said. “You
will see more of us.” Baltacha went
through to the second round, but lost
against Amelie Mauresmo.

Although commentators are quick
to point out that British female tennis
players are far from the level of
Murray’s ability, they admit that the

year?
Tennis pundits are hoping that 2009 could
herald great things for British players,
discovers Catherine Eade
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‘green shoots of recovery’ are in
evidence for British tennis after more
than a decade of stagnation.

Junior tennis in Britain is also
thriving. Since her victory at Junior
Wimbledon last summer, Laura
Robson has produced some impressive
displays on the senior circuit, while
little known 16-year-old Heather
Watson has jumped up to a career high
13 in the junior world rankings after
her performances in both singles and
doubles. Jennifer Ren, 15, also looks
set for a great 2009 after winning her
first tournament of the year in a Grade
4 event in Sweden.

Exciting future
Looking around at the tennis
landscape, it is not hard to see why
pundits are getting excited about the
future of British tennis. The National
Tennis Centre (NTC) opened in
Roehampton in 2007 and is a focal
point for Britain’s top players with 22
courts, player accommodation and a
world-class sports science centre. 

There are 20 High Performance
Centres (HPCs) throughout the UK,
designed to meet the needs of
performance juniors and providing
high-level coaching and fitness
programmes as well as access to top
facilities. Each HPC also acts as a
hub, supporting a network of satellite
clubs in its surrounding area. The
satellite clubs focus primarily on talent
development for up-and-coming
performance players under the age of
12. In addition to constantly
improving facilities around the UK,
there is a seemingly limitless supply
of organisations and programmes in
place to encourage and support tennis
from grassroots to top-class
championship level.

The Tennis Foundation
The Tennis Foundation’s home is at
the National Tennis Centre and the
organisation, run by former tennis
players and LTA personnel, aims to
help more people play and enjoy
tennis by improving tennis delivery in
all Local Authority facilities,
including parks, schools and
municipal facilities.  

The Tennis Foundation’s current
aim is to raise the profile of its ‘One
Game All’ programme, designed to
encourage every segment of the
population to take up tennis.

A raft of other programmes exist
that are focused on increasing the
take-up of racquet sports for children.

The national associations charged
with administering tennis, badminton
and squash are all involved in the
organisation of ‘mini’ schemes, which
take place in a variety of venues, from
schools and leisure centres to public
parks, and include the following:
nThe Lawn Tennis Association
(LTA). Along with sponsor Ariel, the
LTA runs a programme designed for
under-10s where technical progression
is indicated by a system of red, orange
and green colour-coded stages, with
corresponding increases in court size,
racquet length and ball speed. LTA-
licensed coaches oversee the
activities, which aim to offer fun,
competition and social interaction.
Help and support is also offered to
teachers who want to get involved.
n Badminton England is involved in
delivering a first taste of the sport to
children aged four-16 through the
Badminton in Schools Initiative
(Bisi). Activity cards as well as
specially designed racquets and
shuttles are available to provide a
grounding in skills and tactics that
children can utilise as they grow and
develop in the sport. Booklets and
posters are also available.
n England Squash has endorsed the
Unsquashable Mini Squash
programme, which utilises specialised
equipment to allow children the
experience of participating in the sport
at an approved centre. This can be a
school, leisure centre or squash club,
but it must fulfil the strict assessment
criteria. Like its equivalent in tennis,
the programme is designed around
three colour-coded stages, each based
around a different ball to develop
technique and tactical awareness.
There is also an awards scheme.

These three high-level schemes are the
tip of the iceberg when it comes to
encouraging children into racquet sports,
and with a positive feeling about the sector
in terms of emerging British talent the
sponsorship of racquet sports is also
looking healthy at the moment.

High-end sponsorship deals
The LTA has had a good year in terms of
high-level sponsorship too. Towards the
end of 2008 it signed a landmark five-year
deal with AEGON through to 2013 as a
Lead Partner, meaning that between 2009
and 2013 AEGON will be involved in all
aspects of the development of the sport,
and will help promote and build tennis
across the UK.

Says AEGON UK chief executive
Otto Thoresen: “British tennis is at a
breakthrough stage in its development and
it is a very exciting time to be involved in
the sport. Our investment over the next
five years will enable the sport to grow
from grassroots level, encouraging more
young people to take up the sport, through
to elite performance level, where we can
support our leading athletes as they seek to
make an impression on the world stage.”

Tennis received a further fillip from
Highland Spring, which signed up with
the LTA as a supporter of British Tennis in
another five-year deal. Says Sally Stanley,
Highland Spring’s marketing director:
“We are delighted to be strengthening our
links with British tennis as the sport enters
an exciting new phase in its
development.”

All eyes will be on Wimbledon in the
summer, and it will be interesting to see
how home-grown players fare in arguably
the world’s favourite tennis tournament.
Whatever happens in SW19, 2009 looks
like it will see a continuation of positive
development in the British game. si



IN SEASON RACQUET SPORTS

HEAD
HEAD has announced the signing of
world number three tennis player Novak
Djokovic. His new racquet will be available
in the UK from April, with a general release
in June.

For more details go to Head.com and get
’speed lessons’ from Novak himself.

The New MicroGel Extreme (SRP £149.99) is
an upgrade on the previous model.

Now with HEAD’s new grommet system with
Teflon friction reducing polymer and Aramid bumper
guard for increased durability, it’s aimed at the
aggressive baseliner.
Head size: 645cm2/100in2. 

Weight: 295g. Balance: 315mm.
HEAD has also launched a new

range of Tour Team bags.
Pictured is the Monster

Combi; also available
as part of the range is
the holdall and Combi.

Head UK: 
01539 724 740. 

Email: info@uk.head.com

Rucanor racquet sports
Racquet sports have long been an
area in which Rucanor has had
success, albeit not in a high-
profile way. The
company’s new ‘NOS
Collection
2009/2010’
catalogue features
tennis, badminton,

squash and table
tennis products

that cater for
most basic needs.

For badminton
there are high-tempered steel

racquets that are ideal for schools or
garden use, through to a high-

modulus graphite/titanium racquet
suitable for competition standard

players. Cork-base, garden and feather

shuttlecocks, plus four different garden sets, complete the range.
The squash and tennis sections have a selection of racquets, balls

and grips available, and there is also a
new apparel section at the back of

the catalogue with shorts, polo
shirts, skorts, etc to further
complement the spring pre-
sale collection that is now
being delivered.

Table tennis is a strong
sector for Rucanor, and the

company has an excellent range
of bats that have been ITTF rated

at up to 6 stars. All bats are
attractively presented in a carry case that

doubles as retail packaging, so there’s no
wastage. Top quality seamless balls are ITTF
approved and all qualities are supplied in
tubes of 12, with a tub of 60 also available for the basic ball.
For further information on these or any other 
products from the Rucanor range call the 
Sales Hotline Number: 0845 2300147.
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David Ferrer & Raptor XtremeDavid Ferrer & Raptor Xtreme
Cushioning and Stability
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Koolpak Sports Injury Retail Range
Koolpak has widely been regarded as the UK market leader in sports injury therapy products and
the Koolpak name is one of the only recognised brands in the sports and first aid industry today.
After nearly 20 years of continued success within the industry they will be launching a new and 
exciting range of sports injury products for the retail market this month.

With more and more people participating everyday in some kind of sporting activity and no 
matter how fit or athletic they are, everyone runs the risks of picking up some kind of injury.
With immediate treatment essential to help speed up recovery times the Koolpak products are
perfect to help with the treatment of soft tissue injuries, sprains, bumps and bruises.

For more information on any of the 
Koolpak range please call 

0800 180 4285 
or visit our website at 

www.koolpak.co.uk

Tel: 0800 180 4285 Fax: 0871 594 2658
Email: sales@koolpak.co.uk

Retail Boxes
The Instant Ice and Hot & Cold
packs come in eye catching retail
boxes which look great on the shelf
or hung on a display unit. Instant Ice
packs are perfect for the immedi-
ate treatment for injuries and they fit
easily into a kit bag or medical bag
and they are a great alternative to
ice from the freezer. The Hot & Cold
packs are reusable and are 
essentially for continued recovery 
at home, they can be heated in 
the microwave or left in the freezer
to be used when needed.

Freeze
Spray

The Freeze Spray comes
in two sizes and is a

convenient alternative
to an ice pack. The
spray offers instant 
cooling relief once
sprayed on the skin.

Medical Kits
The Team first aid kit comes in a generous sized 
waterproof bag and has all the essential first aid 
requirements to deal with an injury pitch side, 
its content are also 
recommended by the
Football Associations. The
Handy first aid kit comes in
an easy to carry grab bag
which has a small selection
of first aid items and is a
perfect size to fit in any
sports bag.
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Neo G ™ are the world leader and developers of the exclusive Variable compression range of supports, 
sold around the world, for the Medical and Sports business featuring the patented “Tightness control system”.

This means you can wrap any one of our 20 supports around any one of your limbs and then simply tighten or
loosen the support while you are actually wearing them, for blood flow safety, fit and comfort and NO pulling or
dragging the support on!

Fixed size supports (S,M,L,XL etc) can be medically unsafe if not fitted properly

Why did we develop the Neo ™ support Range

Around the world most neoprene supports sold in sports shops are just pull on TUBES  for the knee, elbow, wrist,
ankle etc, but every person is a different shape and size, which has meant that a large percentage of your
customers were forcing the support on, sometimes dangerously, because for instance their knee was a “Medium”,
but how can the TUBE fit if the top of you calf is a “Small” and the bottom of your “Thigh” is a large?

Customer benefits
• The ability to loosen or tighten the support while they  

are wearing it!
• The safest and most comfortable support they can wear
• The only supports registered with the MHRA, 

medicines and healthcare Regulatory agency.
• Super slim, only 2.50mm thick so they can wear 

them under their clothing

The Retailers benefits
• All 20 of our support are universal size so you only 

need to keep 20% of your normal stock levels and 
you will never miss a sale because you ran out of a size!

• These are the fastest selling and most technologically 
advanced supports on the market today and that is 
good for your business!

• Great margins!

www.neo-g.co.uk        info@neo-g.co.uk
order now on 01423-552747



Don’t miss your chance to be part of the UK & ROI’s largest and most
comprehensive guide to the UK & ROI sports trade. In today’s business
world, it’s all about maintaining your competitive edge. And the
sport’s trade is no different.

At a time when margins are slim and competition - both on the high
street and online - is fierce, it is essential you stay one step ahead of
your rivals. The Sports Insight Buyers’ Guide is here to help you.

This is the most comprehensive guide to the UK & ROI’s sports trade
available, it’s packed with information on hundreds of manufacturers,
wholesalers and distributors that can make you stand out from the
crowd.

Published in print and online at www.sports-insight.co.uk in July
2009, the Sports Insight Buyers’ Guide offers a range of cost-effective
advertising options - from enhanced listings to double page spreads,
full-colour display advertising and high-visibility cover positions.

The 184-page 2008/09 Sports Insight Buyers’ Guide is being
distributed to over 6,000 members of the UK & ROI’s sports trade.

Please complete and submit the form indicating the advert size
required for your main listing and the categories required for the index.

IT’S BACK!

PLEASE CALL +44 (0)1206 505947 FOR MORE INFORMATION!

• Standard Entry £71*
(Company Name, Address, Tel No.)

• Enhanced Entry £82*
(Company Name, Address, Logo, Tel No, 
Fax No,    Email, Website, 20 Word Description)

Display Advertising
• Half Page Advert £373*
• Full Page Advert £589*
• Double Page Spread £1200*

Covers
• Front Cover £2300*
• Inside Front Cover £1547*
• Inside Back Cover £1100*
• Outside Back Cover £1910*

*excluding VAT

All display adverts include a free Enhanced Entry worth £82 + VAT

BOOK MARK - PLEASE CALL FOR QUOTE

ADVERTISING OPTIONS

BOOK NOW
To guarantee your place in the 2009/2010 Buyers Guide



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

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

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

Fitness & health clubs

100 150 200 250 300 350

www.sportindustry.biz
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Product shown: 
Peak Oyl Mtn

Another world leading brand 

available now from Burton McCall

aspen aerogels

Burton McCall Limited, 
163 Parker Drive, Leicester LE4 0JP 

Tel: 0116 234 4611/4622 Fax: 0116 235 8031
email: sales@burton-mccall.co.uk
web: www.burton-mccall.co.uk

Introducing Pacific Outdoor Equipment - a US
based manufacturer of technically superior, 
eco-conscious, lightweight sleeping mats. 

POE produces products which perform.

• The leader in innovation and technology
• Incorporating advanced core technology
• Optimum performance in hot and cold climates
• Comprehensive range available in men's,

women's and children's specific fits
• Lifetime warranty
• Exceptional quality control
• CFC and PVC Free manufacture combined with 

Palm Oil, recycled PET and aluminium valves
• Great retail margins with competitive retail 

price points

good gear = less waste





We’re going to let you into a little secret, 
to help you boost your sales…
It’s a simple principle…

SELL Molten basketballs
They’re new, unique and the “must-have” ball of the 21st century

There is a Molten 
basketball to cater for all
your customers’ needs…

From top quality professional balls to club and school
match balls and a new range of multi-coloured rubber 
basketballs for indoor and outdoor play.

Still not convinced?
It’s easy to place an order.  Just pick up the phone and
dial 0800-298 8217.  Molten Sports carries a full range
of the G-Series basketball.  All balls are available 
ex-stock and guaranteed next day delivery.   
What could be simpler?

For further information contact:
Molten Sports:
Tel:   0800 298 8217
E-mail: info@moltensports.co.uk
Web: www.moltensports.co.uk

And, here are six good reasons why you should: 
1. Molten basketballs are renowned the world
over for their quality and performance.

2. The new Molten G-Series basketball
has taken the world by storm, with its
unique 12-panel design and two-tone
colours, making it a stylish and distinctive
looking ball.

3. Players love the Molten G- Series
as the additional panels and seams
provide players increased finger-tip 
control and hence, more accurate
shooting and passing. 

4. Federations worldwide have 
approved the Molten G-Series 
basketball including the 
International Basketball 
Federation, FIBA and those of:

• USA 
(current Olympic Champions)

• Russia 
(current European Champions) 

• Spain
(current World Champions)

5. The Molten G-Series was the 
official match ball for the Beijing
Olympics and will be for the London
Olympics in 2012.

6. In the UK the Molten G-Series is the
official match ball of:

• GB Team Basketball
• Great Britain Wheelchair Basketball 

Association
• British Basketball League
• Basketball Wales
• English Schools Basketball Association
• Mini-Basketball England



Molten bounces into summer 2009 with 
new multi-coloured basketballs
Molten has launched a new range of multi-coloured rubber
basketballs to complement its existing collection of world-class
balls. Now available in four new eye-catching colours, the Molten
BGR series is perfect for both indoor and outdoor play.

The Molten G-Series basketball is special. Players love it
because of its unique 12-panel design and groundbreaking
technology, which enables players to shoot and pass more
accurately. It is no wonder the G-Series is the official ball for
the GB Team, British Basketball League, England Schools
Basketball Association, Mini-Basketball England and
Basketball Ireland.
The new balls are available in size 5 – mini-basketball; 
size 6 – under 14 years and women; and size 7 – over 14 years
and men. All are available ex-stock.
Molten Sports: 0800 298 8217. info@moltensports.co.uk.
www.moltensports.co.uk
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Basketball

ESKIMO LEISURE Eskimo Leisure, the UK distributor for Huffy Sports
and Spalding Basketball Equipment, has an extensive
range of basketball systems to cater for all ages,
performance and budget.

The Beast is the ultimate portable. Its 60" Pro
Glass board offers a 37 per cent truer rebound. It’s
also height adjustable from 7.5ft to the regulation
10ft and has an angled 5" square pole with a 55-
gallon twin ‘Power Move’ base. RRP is £1,299.99.
For more information call 0845 230 2350.

www.sports-insight.co.uk
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There was much excitement in the
darts world when Phil Taylor took
his 14th World Darts
Championship at the start of the
year, and darts promoter Barry
Hearn called him “The Tiger
Woods of Darts”.

The world number one, who says
the standard of darts is higher today
than it has ever been, beat Raymond
van Barneveld in the Professional
Darts Corporation final at the
Alexandra Palace in London. Taylor,
who has now won 12 PDC titles and
two British Darts Organisation
championships, claimed his first
world title since 2006 with a three-
dart average of 110.94 - the highest
ever in a major final. 

Internet message boards were full
of words of support for the
tournament - and Taylor - but the
split between the PDC and BDO is
always bubbling under the surface in
the darts world. Both the PDC and
BDO continue to refer to themselves
as the leading professional body in
the sport, and while many darts fans
believe that the younger PDC is the
dominant force in world darts,
unquestioning support for the BDO
and its raft of players is also very
much in evidence. There is certainly
no shortage of opinion about what is
going on in the sector.

Darts bubble
One darts follower posted the
following message recently: “I think

it is only a matter of time before the
current darts bubble bursts again as it
did in the eighties. If/when this
happens, Sky is likely to drop most or
all of its coverage in an instant and
the PDC would find it very hard to
survive in its present form. It is these
circumstances in which the BDO
system would be shown to be more
durable and more practical for the
long term. Having said this, I hope I
am wrong as I do enjoy the current
extensive darts coverage on all
channels and would not want to lose
any of it.”

Controversy about the split
continues to dog high-level
championships. Having reached the
BDO final in 2006, Raymond van
Barneveld switched allegiance to
play in the 2007 PDC World
Championship; and following the
2007 BDO World Championship,
Jelle Klaasen announced that he
would be switching to the PDC
despite signing a three-year deal
with the BDO to return to the
Lakeside event.

Harrows’ Robert Pringle believes
the split is not a particularly harmful
state of affairs. “The rivalry between
the two organising bodies is actually
a good thing,” he says. “It creates
competition, both for up-and-coming
players and potential sponsors.” 

What cannot be denied is that,
between them, both bodies are
receiving good terrestrial and satellite
coverage. Five PDC tournaments are

staged live on Sky Sports
each year, broadcasting to a

global audience of more than
300million viewers. Meanwhile, the
BBC continues to support BDO
championships, and more than
4.2million viewers were recorded for
a final on Grandstand before the show
bowed out in 2007.

Welcomed
The healthy TV audiences that watch
the likes of the Lakeside World
Championships and the Winmau
World Masters are welcomed by all
darts brands. Pringle says: “Generally,
Sky and the BBC do a very good job
with their darts coverage. Sky’s
broadcast values are more general
entertainment and bring an
atmosphere of high-profile promotion,
or rock ‘n’ roll, to the game. The
BBC’s coverage is more traditional,
but at the same time entertaining. It
would be good to see more terrestrial
coverage and certainly the PDC
initiative of getting the ‘Grand Slam
Of Darts’ onto ITV is a great step
forwards.”

Pringle is upbeat about the current
state of the market, despite all the
financial doom and gloom. “The age
range of supporters and players has
come down dramatically in the last
few years,” he says. “The reasons for
this are that the sport is being
promoted in a lively and attractive
fashion and there is now a massive
amount of money to be won on the
pro circuit  - £5million this year alone
on the PDC tour. The credit crunch
does not seem to have affected our
sales for the reasons detailed above.
And I don’t believe the darts bubble
will burst as the boom this time round
is more broadly based and is
worldwide.”

As Pringle points out, Harrows
itself has not suffered from the
economic downturn for a number of
reasons. He says: “Business has been
excellent, both at home and overseas.
Darts is a relatively inexpensive sport
for people to enjoy. With simple rules,
limited space required to play and no
restriction on age or sex to limit
achievement, the sport is in a good
position to be enjoyed by more and
more players worldwide.”

Whatever happens in the years to
come, at least one thing is certain:
darts will always stir up plenty of
debate among its fans, who will
remain as fiercely committed to the
sport as ever.

FLIGHT
While not quite at the level of the eighties, TV
coverage of darts remains high, and there’s
always plenty to talk about, says Catherine Eade

si
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An Olympic sport since 1988,
300million people are estimated to
play table tennis worldwide, while in
Britain the number is a not
inconsiderable two million.

Table tennis continues to be a
reliable, steady sport in terms of
popularity, with modest growth partly
fuelled by a focus on and investment in
sport by the government. It may not
have a particularly high profile in terms
of competitive UK players, but it has a
large fan base.

Global
There are more than 30 table tennis
companies around the world supplying
equipment and accessories, from the
bats or paddles, through tables to
clothing. Table Tennis UK is one of
them, supplying Cornilleau tables, bats,
balls and other equipment.

Nicola Waters, sales and marketing
director of Table Tennis UK, believes
that table tennis stands apart from most
sports because of its suitability for all
age groups and levels of ability. 

She says: “From a family
perspective, parents, grandparents and
children all enjoy the sport, and from an
institution perspective the equipment
required is relatively inexpensive and
will last for many years. Table tennis can
also be played indoors or outdoors,
making it an all-year-round sport. It is
equally popular for both boys and girls,
and there are a large number of retired
people who play at local clubs and
sports centres. Furthermore, the design
of some tables allows for a wheelchair
under the table, enabling people with
physical disabilities to play.

“The UK market appears to remain
fairly steady year on year, although
globally the size of the market grows
annually. It has fairly predictable peaks
in terms of sales to clubs and schools at
the start of the table tennis season in
September, and peaks for the home
market pre-Christmas and from easter
through to the end of the summer.”

Waters says the recession has yet to
have an impact on sales: “In terms of the
market generally, so far we have seen
minimal impact on our sales with
regards to the credit crunch. Pre-
Christmas sales were buoyant and up on
the previous year, and 2009 is holding
up well.”

This year is an important one for
Cornilleau, says Waters: “In March
Cornilleau celebrates 40 years as a table
tennis manufacturer. Throughout that
time Cornilleau has become a leading
brand, and it is now the European

market leader in table tennis tables and
the world leader in outdoor tables. This
year will see further improvements and
enhancements in Cornilleau’s range of
table tennis tables, as well as some
exciting developments in the
competition end of the market, including
a range of table tennis sportswear. The
brand is also the official sponsor for the
World Team Cup to 2011.”

Retail perspective
From a retailer’s perspective, stocking
table tennis tables can often be tricky
due to the size and weight of each one,
as well as the considerable shop-floor
space they occupy. Most
manufacturers are happy to stock
equipment centrally and despatch
tables on a drop-ship basis to alleviate
the problem. Where stores have the
ability to display a demonstration
table, which is often smaller and can
be folded when not in use, this will
help increase sales.  

Outdoor tables are the most popular
choice for the home market due to
limited indoor space (tables alone occupy
2.74m x 1.53m and additional playing
space is required around the table). While
the playing surface on indoor tables is
manufactured from chipboard, outdoor
tables are usually made from a resin
laminate that can withstand sun, rain,
snow and frost. Competitive play is
always on an indoor table and schools
tend to choose rollaway (folding) indoor
models as they represent the best balance
of cost and storage requirements.

Unlike table tennis tables, accessories
such as bats, balls, nets and so on are
stocked by many sports retailers.
Individual players, both for the home and
competitive market, will often buy their
equipment from high street retailers.
While there are companies that specialise
purely in table tennis bats, offering
custom-made paddles, blades and
rubbers, sports retailers tend to capture
the mass market for bats and balls.

‘Sports Insight’ talks to Nicola Waters, Table
Tennis UK sales and marketing director, about this
steadily performing market

si

Turning the
tables
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Cornilleau
With more than 60 years of experience, Cornilleau is the
European leader in table tennis tables. The company is well
known for manufacturing table tennis products that are years
ahead of the competition in terms of innovation, with
unsurpassed quality and technological standards.

The range incorporates products designed for recreational
use, intensive use in schools, clubs and institutions, as well as
International Table Tennis Federation approved tables for
tournaments and competition use.

Garlando
The Garlando brand of football tables is
well established in the UK and is a
recognised market leader. Garlando is
one of only five brands worldwide to be
an International Table Soccer Federation
partner. The majority of Garlando tables have
telescopic safety rods and steel roller bearings, which
greatly improve the speed of the game while reducing stress
on players’ wrists.
For more information visit www.uktabletennis.co.uk
and www.uktablesports.co.uk, email
sales@uktabletennis.co.uk or call 0845 2600 780.

Indoor Sports
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PowerGlide snooker and pool 2009
Endorsed and recommended by former world and UK champion John Parrott, the 2009

PowerGlide range of snooker and pool cues is the most exciting yet, with major improvements
in all categories. The two ranges are deliberately designed to be complementary, making it easy
for PowerGilde to be a one-stop shop for retailers wanting a simple yet powerful cue offering.

New exotic woods, better materials and construction methods using the latest
manufacturing technologies, and improved specifications with stunning new designs, are the

hallmarks of PowerGlide 2009.
The Professional range of beautifully crafted cues uses only the very best quality woods to

deliver world championship quality cues, offering consistent strength, power and confidence.
The new Tournament range is the product of leading-edge technology, traditional cue-

making skills and the highest quality materials. Using the finest engrained ash, these machine-
spliced and hand-finished cues offer a first-class performance at competitive price points.

The 2009 Classic cues use the latest manufacturing technology and quality materials
to deliver a balance of strength and power at an attractive price in an array of

exciting designs and styles.
New and enhanced cue cases and accessories play a major part in

PowerGlide 2009, but what makes it unique are the exclusive ranges of
Guinness and Simpson’s products. Snooker and pool product 

featuring these two world-famous brand names are only available
from PowerGlide. 

PowerGlide 2009 shows a real understanding of the exacting
requirements of players of all abilities and is a must for

retailers who want an exciting and reliable cue brand, safe
in the knowledge that it is part of the Unicorn Group.

Full details are available on the PowerGlide
website (www.powerglide-cues.com), from 

your Unicorn representative or Unicorn
Customer services.
Tel: 0115 985 3500. 

Email: assist@unicorngroup.com.

The PowerGlide Icon cue features a beautifully
crafted Snakewood front splice with exquisite
figuring and natural veneer

www.sportindustry.biz



Harrows
Harrows’ classic Eric Bristow Silver
Arrow series has undergone a
‘celebrity makeover’. The ever-popular
nickel chrome series of the darts
legend and five-times world champion
are styled on the barrels that
brought the ‘Crafty Cockney’ to
worldwide prominence in the
sport of darts. (SRP £8.99).

Harrows’ new Premier
darts shirt is a stylish
addition to the company’s
promotional offering.
Available in two
colourways - red and
black (available now)
and black with white
piping (available May) -
Premier shirts have an
SRP of £29.99.
Harrows Hotline: 
01992 300300. 
Email: 
sales@harrows-darts.com.
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Having agreed on a strategy to grow the
brand, Rugbytech aquired two very 
significant Sponsorship assets in Gloucester
and London Irish in 2007. These assets form
the foundation of a strategy to grow and
develop the brand in the UK and across 
Europe. Rugbytech’s UK distribution was
previously handled through Hittit Ltd, a 
distributor based in the North West of 
England but in order to better manage and
control the distribution and thus development
of the brand, this business was aquired by
Rugbytech in July of 2008. In conjunction
with this aqusition, Rugbytech identified a
need to strengthen the organisation in the
UK, and they appointed Gordon Cameron
as Managing Director, with the key 
objective of improving the operational 
capability of the business,  and increasing
the brand’s profile and commercial 
penetration across the UK and Europe. 
Gordon will also develop our relationships
with existing Sponsored Teams, and lead
negotiations with potential partners going
forward, and support Rugbytech’s increased
sales and marketing presence in the UK.

In the area of product development and
technical support, Rugbytech are pleased to
announce the appointment of Megan
MacKay, who joins the business from 
Canterbury of New Zealand, where she was
Head of Design. Megan has been appointed
to the position of Product design and 
Development Manager, and will be working
closely with our Sponsored teams to ensure
that Rugbytech product continues to be at

the high level of quality and technical 
excellence demanded by Professional Rugby
Teams. She will also work with Rugbytech’s
suppliers to improve quality and consistency
across the product range.Once these 
products have been tested they will then be
rolled out to our retail partners as we strive
to ensure that the amateur and semi pro
players have access to the same products as
the pro teams. Megan will work very closely
with Leo Doyle Sourcing Director on 
sourcing and development of products with
our suppliers going forwards.

Steve Lee will continue in the role of UK
Sales and Marketing Manager looking after
all of our retail partners, websites, club shops
and any other aspect of trade sales. He will
head up all negotiations with the major UK
buying groups and continue to strengthen
the brands presence in the marketplace. 
Our UK agency sales force has been
strengthened and Rugbytech is pleased to
announce with effect 1st March 2009 two
new sales agents have joined the business.
Mike Morgan and Bob Ludlam both of
whom bring a wealth of rugby experience to
the team (see below for contact details and
areas covered). Alongside the sales agency
force Diane Bailes Sales Office Manager now
runs a structured telesales operation to 
service our ever 
expanding trade sales,
and all sales queries
should be addressed 
to her.

As a brand there are some major events
ahead as we enter the closing stages of the
2008/09 season with both our sponsored
clubs featuring in the top 4 of the Guinness
Premiership, and both have qualified for the
latter stages of trophies this season. There
will be an air of excitement around both
clubs up to the end of the season, as they
compete for end of season success. 
Rugbytech are hugely privileged to be official
kit suppliers to both clubs and wish them
both success in the later part of the season

For the 2009/10 season there will be new
home shirt launches, both of which offer
the retailer exciting times as huge demand
is expected in this area feeding from our
sponsored Clubs success. A full licensed
product range is available for both clubs
and this runs through Men’s, Ladies, Kids
and infants ranges a complete licensed 
catalogue will be sent direct to all retailers
before the end of March 2009. 

Alongside of the licensed ranges Rugbytech
will offer a full range of protective products,
luggage, rugby off-field items, and club
team wear. These will be launched 
throughout the close season for the new
2009/10 season. Catalogues will sent be to
all retailers before the end of April 2009.

Organisational Structure effective March 2009.

Gordon Cameron Managing Director  
gordon@rugbytech.co.uk 
Leo Doyle Sourcing Director 
Steve Lee UK Sales and Marketing Manager
steve@rugbytech.co.uk
Alistair Woodhead Logistics Manager 
Megan Mackay Product Design and Development Manager 

Sales Office
Diane Bailes Sales Office Manager/Telesales  
diane@rugbytech.co.uk
Telephone 01244 536755
Fax 01244 538460

Sales Agents
Bob Ludlam 07973394004 
South East.

Mike Morgan 07973802986
South West and South Wales

PROMOTION
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REPLICA KIT

Football fans are spoilt for choice
when it comes to expressing their
team loyalty. Hats, scarves, flags
and t-shirts are common items for
sale within stadiums. However,
the replica shirt has become the
most popular item of merchandise
for both new, young supporters
and diehard fans.

The UK replica football shirt
market was worth over £300 million
during the 12-month period to
September 2008, according to NPD
Consumer Data (see Fig 1), which
is more than twice the market size
of France, Germany, Italy and Spain
combined. This shows how
committed and passionate football
fans are in the UK and how
developed this industry has become.

FOOTBALL fever
The NPD Group examines the UK’s £300 million
replica football kit market



Wide choice
Since the launch of the first-ever
replica kit in England by Leeds
United in 1975, the market for replica
football shirts has grown enormously
and nowadays kit makers provide a
much wider choice for football fans.

Each Premier League team sells
at least three different versions of
replica kit, including the home, away
and third strip. Manchester United
replica shirts are available in seven
different versions (including the
goalkeeper) and special editions are
created on a regular basis to celebrate
a tournament victory or the club’s
anniversary. Moreover, to satisfy an
increasing demand supporters can
personalise their shirts or purchase
retro versions.

Females aged 13-plus contribute
considerable revenue in this market
and, according to NPD Consumer
data, over £21 million of replica
shirts were sold to this age group in
the 12 months to September 2008.
Interestingly, on average around one
third of all replica shirts are
purchased by females aged 13-plus,
but most of the time they have
purchased the shirt for a male.

Sales of replica shirts are heavily
influenced by major tournaments
such as the World Cup or the
European Championships and can
account for around three-quarters of
all replica shirts sold during these
times. However, reliance on this
can come at a heavy cost, as
Sports Direct found out - the
company cited England’s
failure to qualify for Euro
2008 as one of the reasons
for its poor financial
performance last year. 

Premier League
The Premier League,
rated as the strongest
club league in the world
by UEFA, has become
the most watched league
in the world. As a
consequence kit makers’
logos benefit from huge
television exposure. Nike
and adidas benefit the most
from this, each providing two
of the top four Premier
League clubs with shirts, both
of whom also play in the
Champions League and help
to export their success
overseas (see Fig 2).

Over three-quarters of
all replica shirts are

sold through the three largest high
street sports stores and official club
stores. Kit manufacturers are often
reluctant to supply their merchandise
to supermarkets as they are not
considered as suitable to sell replica
football shirts as sports stores.
Nevertheless, supermarkets could pose
a threat to sports retailers as in the past
they’ve succeeded in selling replica
football shirts at very low prices. Asda,
the second biggest supermarket chain
in the UK, reached an agreement with
Diadora in 2007 to sell the official
national replica shirt of Scotland. The
same retailer also argued that the price
of replica football shirts was too high
and unfair for consumers.

Price is an important consideration
for football fans in this period of
economic crisis. The average price of a
replica football shirt decreased by five
per cent in the six months to

September 2008 compared to the
same period in 2007, according to
NPD’s Consumer data. 

Considering the increasing
number of price-sensitive

shoppers, a threat to the
replica kit market could

come from ‘fan-wear’ -
articles of clothing that
bear the colours of
teams, but are not
branded. Many high

street shops offered t-
shirts featuring The St
George’s Cross around
past World Cup

tournaments, which
represent a cheaper

alternative for football
fans.

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

NPD Group sports
team on 
01932 355580.
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Now Vulkan has extended its portfolio to include the innovative Vulkan Si range
which has been technically developed to provide faster recovery from injury.

Offering unique silicone support around the key areas of muscles and joints and
using only the highest grade of materials, Vulkan Si has the benefit of revolutionary
seamless technology providing optimum flexibility and freedom of movement.

Vulkan Si is enhanced with the Aerotherm™ circulation concept - a patented
spiral lining to stimulate the micro circulation and remove excess perspiration.
This revolutionary range is available for knee, ankle, elbow and wrist injuries.

www.vulkansupports.co.uk

FOR FASTER INJURY RECOVERY



Running everywear

Visit our online store for stylish and functional running wear
www.thoosa.com

New
range just

arrived!
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E-TAILING

Today, your business’s website is
accessed through whichever internet
browser your customers favour. Every
time they click on a link a call is sent
to the server to send back the next
page. Flash movies, animations and
any other dynamic content have to be
displayed within the browser window.
But what if you could offer your
customers a way of enhancing their
experience on your website that
incorporated the desktop outside of
their browser window? Web 2.0 and
RIA-based technology is about to
deliver this and will form a
fundamental shift in how websites are
accessed and used.

Says Andrew Shorten: “Rich
internet applications provide an
opportunity for retailers to provide
customers with tools for configuring
complex or highly customisable
products - something that, until now,
has been hard to achieve online using
HTML and AJAX techniques. By
providing customers with easy-to-use
and productive online tools, customers
such as Nike [nikeid.nike.com] and
Teamwork Athletic
[www.teamworkathletic.com] can
increase their online revenue, while
also increasing customer loyalty and
satisfaction through the provision of
highly personalised goods and
services.”

Consumers want to
customise what they
see on the
ecommerce sites they buy
from. As a result,
personalising your
business’s website is 
now essential, says 
Dave Howell

With the rapid expansion of online
commerce, differentiating your
store’s website from the others that
are just a click away is now
imperative. The relationship
consumers have with the businesses
they buy from has evolved. Today
consumers are actively seeking to
make a personal connection with
the businesses that have the goods
or services they want to buy. Online,
this means more personalisation
within the framework of a website.

Traditional and established
technologies such as the use of
cookies to enhance the user
experience are well understood.
Every business should ensure that a
returning customer is recognised and
can use the services within the
website efficiently. No customer is
going to continue with their patronage
if they constantly have to enter their
contact and payment details. Simple
customer-facing systems like cookies
are now being joined by more
advanced systems thanks to the
developments that have rapidly
advanced because of the Web 2.0
paradigm.

Rich internet applications

The barriers between the computer
desktop and the website browser are
being broken down with new

technologies under the RIA (rich
internet application) umbrella. Simply
put, an RIA is a cross between a
desktop application and one that runs
within a website browser. The practical
upshot for ecommerce businesses is
that with RIA technologies the user
interface, and therefore the customer
experience, can be radically enhanced.
An emerging set of new tools,
standards and development techniques
is enabling RIAs. AJAX
(asynchronous JavaScript and XML),
currently the most notable, is used on
such sites as Google Maps and Yahoo’s
Flickr photo-sharing service.

Says Andrew Shorten, Adobe
platform evangelist: “While the use of
AJAX within ecommerce sites is now
mainstream, extra care needs to be
taken during development and testing
to ensure that the experience is
consistent and reliable across the wide
range of different browsers, operating
systems and devices that people may
wish to access the site from. Beyond
AJAX, Flash can be used to further
enhance the customer experience,
adding rich media content such as
zoom-able images, streaming video
and interactive product configuration
tools, and help solve some of the
compatibility issues with AJAX by
providing a consistent experience
across all browsers.”
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“It is massively important for
retailers to allow for customisation on
an ecommerce website as it enables
customers to define the experience
they want, which can eliminate the
guesswork involved in profiling
requirements,” says Gareth Alexander,
web application developer at internet
marketing company Ambergreen.
“Heightening the user experience will
ensure repeat business, and
customisation means that the user can
get exactly what they want.”

The days of presenting masses of
information to a potential customer
are over. With information overload a
real and present danger for consumers,
they are actively looking for websites
that enable them to better manage the
information they want to access. Says
Nick Mann, managing director of
digital design agency Interdirect: “I
believe that personalisation techniques
are far from being best used in
ecommerce websites. If one considers
the BBC’s home page for example,
where users can select what content
they want to see on it, users may
choose not to have any information
relating to children, cookery or news,
but they might want to have lots of
sports news, in particular rugby union
where users can even enter the teams
that they are interested in most. This
profiling of content is currently very

rarely used in ecommerce stores, and it
could be used very effectively.”

Your website, however, doesn’t
have to take on board these advanced
technologies just yet. These are
coming, but initially will be expensive
and highly technical to implement. This
will lock out smaller stores for the time
being. But as with all technologies,
they will rapidly fall in price.
Interactivity does, however, mean more
than new technology.

User-generated content
If your site doesn’t already, why not
include customer reviews of the
products you sell? User-generated
content has proven itself over the past
few years to be highly influential in the
consumer’s buying decision. Today
your customers are likely to check
several websites and include searches
for reviews and comment on the goods
they want to purchase from your store
before they place their order. Offering
on-site reviews of your own shows an
openness and insight into how
ecommerce has changed, and how your
website understands what its customers
want.

When new technologies become
available based on platforms like AJAX
and RIAs it can be tempting to move
your site wholesale to use these
systems. Many websites suddenly

embraced motion graphics when Flash
became more widely available.
However, using one single technology
for your website can be dangerous, as
Gareth Alexander warns: “A
commercial website should be
actively embracing these new
technologies, but the key is having
a fallback in place, especially for
core income-generating systems.
AJAX and other technologies
can serve to greatly improve
the user experience and could
not only lead to further sales
but can also increase a

perceived company image. That
being said, it is never good business
sense to rely on one single avenue for
accessing information. 

“These technologies are fantastic
when used to enhance the experience
but not necessarily to drive the core
functions. There is a core need to
ensure that content and checkout
processes are available to the
maximum number of visitors and

with the most varieties of browsers and
configuration options, regardless of
whether Javascript, Flash, CSS -
cascading style sheets - or even images
are on or off.”

Says Nick Mann: “Technologies
such as AJAX have been around quite a
while now, and certainly sufficiently
long enough to be well supported by all
mainstream browsers. AJAX offers so
much extra richness of functionality that
today it really can’t be ignored by
ecommerce websites that want to be
successful, as once again it can make the
experience for the user much easier and
intuitive - which in turn makes it much
more likely that a sale will be made.

“However, it is essential to test a
user’s browser to ensure that it supports
AJAX as it might be that, even if it does,
it is turned off. If this is the case and
your ecommerce solution relies
exclusively on AJAX and will not work
without it, then you will almost certainly
disappoint the user who doesn’t want to
use it. Therefore, it is important to have
a fallback solution that will work even if
it is not quite as elegant.”

Enhancing the experience of each
and every customer that reaches your
store’s website will be the focus of all
ecommerce businesses over the coming
years. With competition from the mobile
web and increasing use of Web 2.0
technologies, only those websites that
can offer their customers something
useful will succeed. New technologies
are waiting in the wings. Ensure your
site is ready and waiting to adopt them. si
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TAIL-ENDER

When I took over the business from my
dad the year Rochdale were relegated
from the Football League and strong
men wept in the streets, he gave me a
piece of advice. We were fishing in the
canal at the time and I’d just hooked
what felt like the biggest pike on the
planet, only to find it was a mud-filled
Hoover bag tangled up in a bicycle
wheel, but even so I’ve always
remembered what he said: “Never go
into business with a woman, particularly
a wife or girlfriend. Your mother has
been trying to get behind that counter
for 30 years, and I know that if she did
we’d have been bankrupt in a week.
Chaps don’t want to buy a jockstrap or
a cricket box from a woman, and who
can blame them? Pass me those
maggots.”

I happen to know the real reason for
his reluctance to let my mother work in the
shop was that she would have stopped him
throwing his fag ends down the toilet;
going to the pub at lunchtime; playing
darts in the storeroom with his mate from
the taxi rank; and putting too much sugar
in his tea. He also enjoyed a bit of peace
and quiet when the shop was empty - as it
usually was - and he certainly didn’t get
that at home with my mother and that
awful parrot. But even so there’s a lot in
what he said. 

Fond smile
At first sight, the scenario may look
promising: “I’ll bring your coffee into the
office,” says your partner with a fond
smile. “We don’t seem too busy this
afternoon so I thought I’d nip to Tesco.
Salmon steak alright for supper? And what
about a nice bottle of Chablis?”

Of course, in real life it usually doesn’t
work out like that, as my friend Monty
knows only too well. He’s in partnership
with his wife in an independent sports
clothing shop a few streets away from us. I
use the word partnership loosely - they
haven’t exchanged a civil word for nine
years, to my knowledge. Monty keeps the
shop open all hours, even on Sundays, as
he desperately tries to earn money for the
alimony he would be delighted to pay if
only his wife would agree to divorce him.

We get quite a few customers who
come to us because they can’t buy what
they want at Monty’s, mainly because his

attention seems to be elsewhere. Like
the time his wife was attacking the
office door with the angle-grinder she
bought in a B&Q cut-price sale or
cutting the coaxial cable of his till with
a bread knife when he was giving
change for a Charlton Athletic shirt.

Indeed, the only time Monty
seems to be guaranteed a bit of peace
is a couple of hours at home on
Monday and Friday nights when his
wife leaves the house to work as a
voluntary marriage guidance
counsellor. Apparently they first
discussed divorce in the car from the
church to their wedding reception in
1978 and things have gone downhill
ever since. When I once asked why
they still went on holiday together,
Monty replied that he would rather
take her with him than kiss her
goodbye. 

Living hell
Most of Monty’s limited spare time is
spent looking in estate agents’
windows for some premises he could
afford to buy as a home and shop and
so escape from the living hell in which
he resides. So far he’s been
unsuccessful, and when he foolishly
left the details of a derelict butcher’s
shop lying around, his wife, in an orgy

of revenge, cut the toes out of three dozen
Arsenal away strip socks and stuck a four-
foot high notice on the shop window
reading: ‘My husband tortures our dog’.

An extreme case, I grant you, but few
independent shopkeepers who work with
their wives or partners will be unfamiliar
with the tension that descends behind the
counter when your better half decides she
wants to take over. The only time my wife
helped in the shop was when my devoted
assistant Norman went down with
shingles the year Skinner Normanton got
a hat-trick for Barnsley in the second
round of the Cup and strong men danced
in the streets. It was a disaster. She
reorganised the entire stock so that no one
could find a thing, insisted on paying bills
before the red reminders arrived and
asked damn-fool questions like why were
there still cricket bats in the window in
January? She also hid the sugar.

I stood it for a week and then a
miracle happened: Norman asked if he
could come back to work. His wife was
forcing him to watch ‘Countdown’ and
insisted on turning off the racing, saying it
raised his temperature. He arrived
moaning softly and covered in calamine
lotion, and boy was I pleased to see him?
After all, those games of darts in the
storeroom soon become pretty pointless
when you’re playing on your own.

A sideways look at the world of independent retailing
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Innovative and comprehensive range of specialist mini
tennis, badminton, multisport, early years and inclusive
equipment.

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

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

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

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

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


