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

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

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

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

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

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

Five fingers for fun Fivefingers for fashion Fivefingers for function
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The Sporting Goods Industry Association (SGIA) is the national trade
association for the sports industry, representing manufacturers, wholesalers

and distributors of sporting goods in the UK.

Contact the SGIA today to find out more and how your company can benefit from joining
T: 02476 414 999 x207 | E: info@sgiauk.com | W: www.sgiauk.com

JOIN YOUR PROACTIVE INDUSTRY TRADE ASSOICIATION TODAY

Why Join?
The SGIA:
• Represents member companies as the unified voice of the UK sporting goods industry
• Provides links for member companies to work with Government Partners, National Associations and

Governing Bodies eg Sport England and County Sports Partnerships
• Works with UKTI to access funding for member companies to join overseas pavilions at exhibitions (eg £1000

TAP grants for ISPO 2011)
• Lobby’s UK and European Government, on issues affecting member companies. inc a seat on the FESI

working committee
• Assists with the development of industry specifications and creation of British & European Standards (BSI)
• Holds regular industry seminars, think tanks, workshops and member events – all excellent networking

opportunities
• Provides discounted national and international research for members eg – European Sporting Goods Market

2010 now complete - £250,000 worth of research available for £3500
• Provides free UK & Europe Distributor Databases
• Provides a free credit information service (Credit Circle) to assist members in ensuring an effective credit

control system
• Supplies members with a cost-saving benefits package inc. Streamline Card Processing, Fed Ex Carrier

Service, Business Support Helpline, Trademark Registration, CRB checking etc
• Regular member-only newsletters, and various promotion via the SGIA and FSPA websites plus FSPA annual

directory circulated to 3000+ sports industry executives
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 gforcesportswear.co.uk

 01507 523243
 gforce@gymphlex.co.uk

GFORCE Performance Apparel by Gymphlex is 

an innovative new approach to high performance 

sportswear. GFORCE develops, designs and 

creates bespoke garments for Schools, Colleges, 

Universities and Clubs that require sportswear 

that truly delivers. 

With a passion for sport, GFORCE prides itself in 

knowing how important it is to deliver high quality, 

affordable, multi-sport apparel with low order 

quantities and quick turn around times.

CREATE A WINNING TEAM 
WITH THE ULTIMATE 
IN TECHNICAL BESPOKE 
SPORTSWEAR

HIGH QUALITY//CHOICE OF TECHNICAL 
AND PERFORMANCE FABRICS//CHOICE 
OF DESIGNS//CHOICE OF COLOURS//
LOW MINIMUM ORDER OF 15//6–8 WEEKS 
DELIVERY FROM ORDER CONFIRMATION te
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Pester POWER
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CHILDREN’S MARKET

Children can be very vocal and exert
considerable influence on their parents’
purchasing decisions. With millions of
pounds spent on advertising products to
them across a range of industries, children
nowadays are very brand aware and
fashion focused. 

adidas has recently teamed up with Disney,
the largest media and entertainment
conglomerate in the world, to launch a sports
fashion-inspired childrenswear collection.
Children love to be entertained, and the famous
Disney cartoon characters on adidas shoes will

The children’s sector is
proving a tough market to
crack for independent sports
retailers, says The NPD Group
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undoubtedly capture their interest.  
In 2009 children aged 12 and

under made up 15 per cent of the GB
population, according to the Office for
National Statistics. How does this 15
per cent impact the sports apparel and
footwear market in Great Britain? 

Money spent
On average, the amount of money
spent per child in 2009 on sports
footwear and apparel was higher than
for the rest of the population. NPD
estimates around £71 was spent per
child last year, compared to £68 for
the rest of the population. The first
quarter of the year is the quietest
when it comes to purchases, whereas
the back-to-school period - from July
to September - is the most lucrative
for GB retailers.

Though the children’s market
remains smaller than the male 13-
plus and female 13-plus sectors, over
40million items of sports footwear
and apparel sold in Great Britain
during the 12 months to September
2009 were intended for 12 year olds
and under, according to NPD’s
online consumer panel. This
represents more than £600million of
sales for this segment alone.
Nevertheless, this sector seems more
concentrated in the hands of fewer
retailers than the 13-year-old and
above age group. 

Multiple retailers are more
dominant in the children’s market than
they are in other sectors. Independent
stores struggle to make significant
impact in the 12-year-old and under
segment and have half the amount of
market share in this sector, compared
to the male 13-plus or female 13-plus
categories. Why is this? 

Promoted items
First of all, according to NPD’s online
consumer panel, sales of promoted
items in independents generated much
less revenue within the children’s
segment than within the Male 13-plus
or female 13-plus age category. So we
could question whether independents
have enough promoted items on their
shelves for children. 

Secondly, NPD has noticed an
opposite trend with the multiples.
The 12 and under category is the
segment where multiples seem to
offer more promotions than for the
rest of the population. As a result,
parents would rather visit a Sports
Direct store than an independent

store to buy sports apparel or
footwear for their children, since
they have more chance of purchasing
a promoted item. 

Furthermore, multiples build
more revenue via the major brands
than independents do. The three most
important brands within the multiples
account for two-thirds of their sales,
whereas they account for less than
one-third of sales in independent
stores. Retailers need to market these
products carefully though, since they
have to appeal to both children and
parents, who are usually the final
decision makers when it comes to
making a purchase. 

In store, it’s likely that staff 
will have to deal with mothers, 
since three-quarters of sports items
purchased for children are made 
by female adults. According to
NPD’s online consumer panel, when
asked: “What influenced your
purchase the most?”, “Product
quality” was the top answer for
people who bought their item in an
independent store, whereas the same
answer appeared in ninth position
within multiples. “Product looks
good” was the most popular answer
among people who purchased in
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multiples; the same answer was in
sixth position within independents.

Online
Not surprisingly, online purchases in
the children’s sector continue to
grow. Nevertheless, children still
need their parents’ approval for any
type of purchase, resulting in online
companies such as BillMyParents
coming up with methods to facilitate
online shopping for families. 

The BillMyParents system allows
children to send online purchases to
parents for approval and payment.
Children choose the items they want
to buy on trusted websites and then
click on a ‘BillMyParents’ button,
which sends a ‘purchase interest
notification’ to the parent. The parent
can then decide whether or not to
accept and finalise the purchase. This
method of payment could be
extremely successful in the future as
the competition to make ecommerce
easier for children intensifies.

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

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

ALL THE VERY LATEST IN THE SPORTS INDUSTRY...
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1000 MILE AND
TRILINE SPORTS
CONFIRM COLLABORATION
1000 Mile Sportswear is to work with Triline Sports, the rugby
union and league specific management and marketing agency,
to expand distribution of Mueller and other 1000 Mile brands in
the sector.   

Jack Galaun, managing director of 1000 Mile Sportswear,
says: “With Shaun Edwards already on board as a Mueller
ambassador, we’ve no doubt that Abe Kerr and his team can
achieve the level of success in the rugby market that we have
already established in outdoor and running.”  

INTERSPORT UK AND ALLIED PARTNERS TO MERGE
Intersport UK and Allied Partners
are to merge from April 1.

The announcement was made
on the first day of ispo 10 in
Munich and follows talks
between the two organisations
that began in December last year.

The move will potentially see
Allied Partners’ 28 members adopt
Intersport store branding -
although they will have the right
to retain the original name of
their stores - and gain access to
Intersports’ own-brand range and
the retailer’s four annual shows.

Allied Partners’ Pro Cricket and Velocity table tennis ranges will
be made available to Intersport members, as will its successful
loyalty card scheme, while the buying group’s direct importing
activity will be unaffected by the merger. 

As part of the move Adrian Pointer, a prominent member of
Allied Partners, who was instrumental in putting the merger
together, will join the six-man Intersport board. He told Sports
Insight: “The talks were initiated by Peter Bateman, chairman of
Allied Partners, Barry Mellis, general manager of Intersport, and
Tom Foley of ISRA.

“All recognised the synergy between the two groups, and
having just taken the decision to look for a general manager we
were suddenly presented with an organisation that had the
management resources we were looking for.”

Pointer also told Sports Insight that both group’s selectors and
category managers would be working together to highlight the
best products, with individual members retaining control over what
they buy.

According to the joint press statement issued at ispo, Allied
Partners’ regular supplier promotions, its skills in sourcing high quality
products and ability to identify suppliers seeking wider distribution
were all instrumental considerations in sealing the merger.

Effective communications and the strong synergy between
Allied Partners’ members, through a category management
structure, played an integral role in the agreement being reached.
The statement also said suppliers had been quick to signal their
approval of the merger.

Says Peter Bateman: “After nearly 30 years of being a most
successful independent and hands-on buying group, we feel now is
the time to merge with Intersport UK.  

“Whilst we currently enjoy an excellent networking relationship
with ISRA and will continue to do so, we are very excited at the
prospect of joining forces with such a strong market leader in the
UK as Intersport. 

“We are confident that this new merger will bring the best out
in both of us for the overall benefit of the industry.”

Barry Mellis says: “I have dealt with Allied over the past 20 years
and have come to admire their working practices and their principles.  

“As organisations we hold dear a similar ethos and like ideals. We
are both non-profit making groups, and we reached our agreement
based on the clear and abiding synergies that exist between us. 

“As a larger enterprise, we believe we can serve all our
members more effectively and together we can deliver even better
value and greater advantages by the careful, sensitive and
systematic integration of the best practices from both groups.”

Mellis went on to say that Intersport will be applying the
membership joining process it applies to everybody else within the
group to Allied members. “They’ve all applied individually and now
we’re going through the process of them joining as an individual
business, with the funds and the ability to pay us, and a good looking
business and a good looking sports shop,” he explained.

“Within that process, if they join on April 1, and most of them
will, they have six months to update their fascias to represent
Intersport branding.”

Mellis also confirmed that Intersport’s Nistex show would not be
going ahead this year, saying it was “on ice” until a full review of
the event was able to be completed.

Done deal: Barry Mellis and 
Adrian Pointer at ispo 10
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“I wrote the word ‘ugly’ on the board at half-time, and I wasn’t
talking about myself - although I could have been.”

Ian Holloway after his Blackpool side won ugly against Reading

… Sponsorship deals in 2009 rose by 15
per cent compared to 2008, while
withdrawals remained at eight per cent,
according to the latest figures from The
World Sponsorship Monitor Annual Review. The sports sector still
dominates with 88 per cent of all deals in both number and
value…Former England cricket captain Alec Stewart has been
announced as an official brand ambassador for Slazenger. Mervyn
‘The King’ King, the PDC world number four ranked player and
Players Championship runner-up, has joined Winmau. King’s
signature darts range will be available later this year…Nick Matthew,
the world number two, English number one and three-time British
squash champion will wear and endorse Trion:Z and so become part
of the growing Trion:Z team…Precision Training has extended its
partnership with Graham Taylor for an additional two years. Taylor
has acted as official brand ambassador for Precision Training, a wholly
owned specialist sports brand of Reydon Sports, since 2006…adidas
and 2008 Roland Garros champion Ana Ivanovic have agreed a long-
term extension of their successful partnership. The new deal means
the 22-year-old will play in adidas for the rest of her career and
become a brand ambassador upon retirement from competitive
tennis…Michael Phelps and Under Armour have signed a three-
year deal that will see the swimming superstar wearing Under Armour
‘outside the pool’. Phelps remains contracted to Speedo until
2013…Molten has been appointed as the official ball supplier to the
Balfour Beatty London Youth Games until December 2013. Under
the terms of the agreement, Molten will supply London Youth Games
with a range of balls for its basketball, football, handball, netball,
volleyball and water polo competitions. Molten will also provide digital
scoreboards, as well as digital basketball shot clocks, for the finals at
Crystal Palace…Slazenger has extended its sponsorship deal with
Yorkshire and England all-rounder Tim Bresnan. He will endorse the
V2 bat, part of Slazenger’s new 2010 cricket range…

Sponsorship
News

ADVANCE PERFORMANCE
WINS ENTREPRENEUR AWARD
Advance Performance has won a BT Business Essence of the
Entrepreneur award in recognition of its exceptional dedication
and passion towards its work.

The family-owned running store, which has outlets in
Peterborough and Cambridge, prescribe running shoes through a
complimentary consultation and gait analysis. 

The business is run by Samantha Hale and, despite a tough
economic year, profits have increased by 150 per cent and web sales
by nearly 50 per cent. It has also stopped using plastic carrier bags
and implemented a shoe recycling scheme.

As part of the award, Hale has been captured in a stunning
portrait by celebrity photographer Rankin, which was displayed,
along with 19 other winners of the award, in a public exhibition at
the gallery@oxo on London’s South Bank.

“Entering the BT Business Essence of the Entrepreneur award
encouraged me to look at parts of the business that you may not
find time to look at on a day-to-day basis,” says Hale. “As a winner,
my business can only benefit from enhanced credibility, and the
image from Rankin is a great visual representation. 

“We were delighted with the
wording beneath the photo, which
says: ‘Many sports injuries are
related to not having the right kit or
equipment, therefore by building a
service that analyses the individual,
Samantha has created a more
enjoyable and safer experience for
everyone who runs’. ”

Terry Sands has successfully completed a management buy-out of
Samurai Sportswear.

Sands, who created the Samurai Sportswear brand, heads up
the new structure alongside Chris Lawrence, who joins as finance
director, and Richard Brand, who becomes sales director. 

Says Sands: “The Samurai brand has been going from strength
to strength over the last few years, and our move into the
multisport teamwear sector has been really well received. I am
delighted to be back at the helm of a company that I have been
passionate about from its very creation, and it’s a very exciting time
for the brand and company.”

Samurai supplies the Wales rugby league team, union clubs
Doncaster Knights and Rotherham Titans, and many semi-
professional, amateur and junior clubs. Samurai has also been very
successful in the school sportswear market. 

The brand has its own production facilities in China, has
expanded into cricket with supply deals with Kent and Glamorgan
and recently launched a retail range of sportswear. 

Sands, 53 and from Essex,
has had a long relationship with
sport, and rugby in particular.
He was a county rugby player,
managed the England A team
at the Churchill Cup and was
England Sevens manager at the
Commonwealth Games in
Melbourne. 

TERRY SANDS COMPLETES 
SAMURAI MBO

New Samurai structure: Richard Brand,
Terry Sands and Chris Lawrence Rankin’s portrait of Samantha Hale
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WHAT’S NEWS Send your news stories to the Sports Insight news desk at
siedit@partridgeltd.co.uk or call 01273 748675

ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

SHOE THEFT
STOCKHOLM STYLE
When a number of left-foot display shoes went missing from high-
end boutiques across Stockholm, Swedish police were left scratching
their heads - until they worked out what the thieves were up to.

After stealing the shoes, the shoplifters were crossing the
border into Denmark, where retailers use right-foot shoes for
display purposes. The thieves were then stealing the equivalent
shoe to make a pair, before selling the stolen goods on.

Precision Training has reported
a 29 per cent increase in
turnover for 2009 - a company
record.

The training aids and
apparel company, owned by
Reydon Sports, says continual
brand development has been at
the root of its success, with the
extension of the company’s
partner portfolio, the launch of
a new website, extensive
marketing and the release of
the biggest catalogue in its
history all taking place in 2009.

Last year Precision Training signed a new exclusive partnership
to be the official supplier of specialist training aids to the Football
League and has official partnerships with Premiership League clubs
Aston Villa and Burnley, Nottinghamshire County Cricket Club, and
Leicester Ladies Hockey Club. 

David Sanderson, national sales manager for Precision Training,
says: “We’re delighted to report 2009 has been another record-
breaking year for the brand. The introduction of the Precision Fit
technology and the base layer into our apparel range has been a
major success, and we will be extending our range of textiles in 2010. 

“Our growth is not just down to textile enhancements - our
training aids continue to break new ground, thanks to the input
from our professional partners. Their knowledge and assistance has
played a vital role in the research and development of our most
innovative range of training aids yet.”

Precision Training is planning to launch a new goalkeeping
range later this year.

64,000 VISIT ISPO 10
ispo celebrated its 40th anniversary by
attracting a record number of visitors to
Munich, a total of 64,000 people from 177
countries making the trip to the Bavarian
capital on February 7-10.

Exhibitor levels were up five per cent on
2009 as well (2,045 from 45 countries), which
included a record number of exhibitors (14)
at the FSPA’s UK Pavilion.

Says the show organiser’s Klaus Dittrich, chairman of the
management of Messe Munchen GmbH: “We are very pleased
with the excellent results of our anniversary event. The numbers
clearly show how strong this international sports business
network is. Even after four decades, ispo remains the place to
be for the global sporting goods industry.”

YEW CLOTHING SECURES FIRST STOCKIST
Yew Clothing, the ethical sportswear label, has secured its first running stockist. 

A selection of Yew’s products, all of which are made with 100 per cent recycled
polyester from consumer waste, will now be stocked at specialist running store, Running
Shoes, based in Paddington, London.

The company has also announced it will donate one per cent of its total sales via
www.yewclothing.com to environmental groups as part of a scheme developed by not-for-
profit organisation, 1% For the Planet. 

“We’ve worked really hard to create an ethically sourced product that competes with
the very best in the marketplace and are thrilled to have been selected by Running Shoes
London to be part of its respected, quality product range,” says Yew co-founder, Jun Wong.

“Our products are practical, durable, stylish and are available at an affordable price,
giving the consumer a viable choice when it comes to being more sustainable.” 

PRECISION TRAINING HAS
RECORD-BREAKING YEAR

David Sanderson with Lord Mawhinney,
chairman of the Football League
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PRODUCT ROUND-UP
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KIT stop
Essential stock for your shop

Brooks Adrenaline GTS 10
The Brooks Adrenaline GTS 10 marks its 10th
anniversary with customary sleekness. This
stability shoe is a world best-seller in running
stores - renowned for its comfort and fit allied
to a stability that is every mild-to-moderate
pronator’s dream. Brooks’ masterpiece now
comes with a Bio-Mogo midsole that
decomposes in just 20 years, instead of the
1,000 years for normal trainers.

Brooks Glycerin 8
The new Glycerin 8 neutral running shoe features
Brooks revolutionary DNA compound for
cushioning that adapts to the force put into the
shoe. So whether the wearer is 16 stone or eight
stone, the DNA compound will adapt to the
wearer’s need. Truly a shoe for every individual.
For more information about Brooks
products and sales call customer 
service on 01903 817009.
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Caribee
Caribee has done it again with this high quality budget sports bag,
which is perfect for the gym or that game of tennis when the sun
finally comes out. Bonus Caribee water bottle included (RRP £20).

The Freshwater (RRP £29.99) is a striking looking backpack with
separate wet and dry compartments. It’s ideal for keeping your wet
towels and gym stuff away from your files and books, and is available
in red, putty and navy.
For more information about the Caribee range 
call Jacquie Sandison or 0131 554 5555 
or email jacquie@brandagility.co.uk.
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Optimum Sports
As we have come to expect from Optimum,
the new Blitz range of rugby protective wear
is, yet again, at the forefront of rugby
protection. The Blitz rugby top and Extreme
Blitz headguard offers high impact
resistance protection at all points of major
contact during match play, incorporates a
full-length body and comes emblazoned in the
new Blitz colourway design.
Sizes: mini, SB, LB, S, M, L, XL, XXL. RRP: £34.99.

Bokka Eclipse
Launched last year, the Optimum Eclipse rugby boot has proved such a success

that Optimum Sports has increased its colour range
options to include black/pink, black/yellow and the
exciting Bokka colourway, providing you,
the retailer, with a full and extensive range
for your customers to choose from.
Sizes juniors: 1-6. RRP: £24.99.
Sizes seniors: 7-13. RRP: £29.99.
Tel: +44(0)1942 497707. 
Email: enquires@optimumsport.com.
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Canterbury of New Zealand’s new
Rugby World Cup 2011 range
As the Rugby World Cup 2011 Official Sportswear Supplier, Canterbury
is proud to present its range designed exclusively in New Zealand. 

The range incorporates traditional jersey designs with artistic New
Zealand markings to capture the true essence of rugby. The range is
competitively priced, with the Adults Captains Tee retailing at £14.99
and the Harlequin Rugby Jersey, recently photographed on Prince
William, at only £34.99. 
For more information on the entire range contact customer
services on 0161 947 9944 or email sales@canterbury.com.
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PRODUCT ROUND-UP

Thick? Thin? Short? Long?
Technical expertise and running excellence catering for the needs of every runner.

Whether think, thin, short or long, the range encompasses all. Split over
two categories, MONOSKIN and TWINSKIN, and in a choice of 36 variants of
colour, style and length, every runner can rely on Hilly Clothing for all their
technical sock needs.

The range was designed by running legend Dr Ron Hill MBE, who has a
marathon personal best of 2:09:28, has run over 152,500 miles and not missed a
day’s training in over 45 years. This, coupled with his PhD in textile chemistry,
makes Hilly Clothing think that he knows a bit about why you should wear a
technical sock. Remember, great shoes deserve great socks.
For further details contact Hilly Clothing on 0161 366 5020 
or email thomasc@hillyclothing.co.uk.
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FSPA MEMBER NEWS

18 SPORTS INSIGHT

FSPA focus
The FSPA’s largest-ever UK Pavilion reports a positive ispo 10

ispo 10, which attracted a record 2,045 exhibitors and 64,000
visitors from 177 countries, saw the Federation of Sports and
Play Associations (FSPA) support its largest group yet, with a
total of 14 UK companies making up the FSPA’s impressive
UK Sports Pavilion and enjoying a very positive show.  

After the success of ispo 09, the FSPA, once again
working as a dedicated Accredited Trade Organiser (ATO),
facilitated a total of 30 UK companies in gaining UKTI export
grants to assist with their exhibition costs.  

Marketing activity
This year, to ensure the notably larger UK presence was well
publicised to increase footfall to the UK exhibitor stands, the
FSPA undertook significantly more marketing and
promotional activity, placing wall and floor graphics within
the adjacent halls, an advert in the official ispo show planner
and featuring various pre-show articles in Sports Insight.

One company, Primo Play, which is a member of the
FSPA’s Sports and Fitness Equipment Association (SAFEA),
is well established at the show, having exhibited for over 10
years within the UK area. 

Primo director, Neil Jennings, says: “After seeing the
show develop over a 10-year period, it was great to see such a
big UK presence this year, with the UK flags visible from all
areas of Hall B4 really making us stand out.”  

Primo said ispo 10 was a useful show for the company,
with ispo one of the best platforms in Europe at which to
show its XLR8, PLAYM8 and FIRST-PLAY ranges of sports
and games equipment. However, Jennings states: “Although
we’ve made valuable use of the time at the show to meet with
a number of our existing distributors, it’s apparent not as
many of our customers have travelled this year.”

This year was the first time Eveque Ltd, a leisure
equipment supplier, attended ispo. A member of SAFEA,
Eveque’s managing director, Tom Bunner, reported their
experiences of a very successful show: “We have made some
really promising new contacts from all corners of the globe. 

“The show also provided us with a timely opportunity to
catch up with some of our existing suppliers and distributors,
which is always welcome. We attended in the UK Pavilion
and are very grateful to the FSPA team for all their help and
assistance, both in the run-up to and during the show itself.
We would certainly recommend this option to others.”

Success story
Of the four companies new to ispo that exhibited within the
UK Pavilion this year, Swimovate was one of the success

stories, with managing director, Lisa Irlam, delighted with the
company’s first show.

“We launched the Pool-Mate swimming computer late last
year, so it was our first visit to ispo,” Irlam explains. “80 per
cent of our sales are exports, so it was invaluable for us to meet
our European distributors and retailers face to face and meet
new contacts. We were also delighted to be chosen as one of the
four finalists in the Bluetooth Low Energy World Cup. The
competition had over 250 entries from all over the world seeking
applications for this new technology standard, which will be in
millions of mobile phones and computing devices later this year.

“The Pool-Mate wristwatch is the only automatic speed
and distance computer for swimmers, and our competition
entry explained how we will enhance the functionality of the
Pool-Mate so a swimmer is able to download his/her speed
and distance data from the pool via his/her mobile phone to
the internet. Data can be shared with others, analysed and
bespoke training programmes developed that can be
downloaded back to the watch.

“The award ceremony was held at the Wearable Technology
party. Our prize included space in the Bluetooth dome,
presenting at the 2010 Wearable Technologies conference and to
the sporting press. We had our own Swimovate stand at the UK
Pavilion too, so it was a very busy show. Many thanks to the
FSPA team for making it a smooth and successful ispo for us.” 

With six companies already registering strong interest to
not only attend ispo next year, but to exhibit within the UK
area, the FSPA is predicting ispo 2011 will have an even
bigger UK presence than 2010. If you are interested in UKTI
grants, and/or joining the UK area for ispo 2011, contact
jane@sportsandplay.com or call 02476 414 999 x210 as
places are sure to be booked up fast.

www.sportsandplay.com. si

FSPA PARTNERS FIRST-EVER CSPN CONVENTION
The FSPA was approached in January to partner with the County Sports Partnership Network, the Department of Health and
Sport England on the first-ever National CSP Convention, which is to be held on March 30.

This opportunity comes after the FSPA developed a new partnership in 2009 with the CSPN, holding an event, workshop
and establishing a steering group committee, which is progressing partnerships between CSPs and FSPA member companies.

The FSPA is set to have both an information and interactive sports area at the convention to promote and showcase
member companies (and their products), along with providing a session on the new partnership to all CSP chairs and
directors as part of the convention seminar programme.

The FSPA/CSP messageboard portal, which has been set up to aid communication and opportunities to partner on the
members’ section of the FSPA website (www.sportsandplay.com), will be launched at the convention to over 300 CSP delegates.

The FSPA Sports
Pavilion featured 14

UK companies
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For more information about Brooks products and sales call customer services 01903 817009.

Brooks DNA® midsole technology in the new Glycerin®8 instantly 
adapts to your weight, gait and terrain and is in effect, tuned to you, 
(or in the case depicted above, a Latin American Jesus Lizard).

Would you like to know more about Brooks dna? 
Visit www.Brooksrunning.co.uk/dna

Brooks Lizard ad 2010 A4/insight  2/2/10  15:05  Page 1



visiting markets and exhibiting at trade
shows such as ispo and the Super
Show, helped to put ‘pins in the map’.

What growth areas for 
business do you foresee? 
While the company was founded on
traditional steel-tip darts, the biggest
growth has come from the
phenomenal rise of electronic, or
softip, darts. Countries that had
previously little or no experience of
darts have taken readily to the new
more ‘easy access’ version of the
game. We have invested heavily in
softip and our recent sponsorship of a
50,000-player darts tour, under the
title of the ‘Harrows Darts Cup’, saw
our tournament concept visit over 20
cities all over Japan. This proved a
huge success and has raised our
profile not only in Japan, but
surrounding Asian countries as well.

What are your key markets?
The UK domestic market is vital to us,
but we are now seeing major growth
throughout Europe, North America,
Asia and South America. Recent
countries supplied include Patagonia,
Venezuela and Chad. We are currently
official sponsors of the Solomon
Islands Darts League and the Harrows
Mongolian Open is a fixture on the
calendar in Ulan Bator. As equipment
sponsor of the Barbados Darts Festival
in November, we continue to invest in
the promotion of the sport. Other
overseas partnerships span the globe.

How has the recession 
affected business?
Our UK manufacturing base has
protected us to a large extent from
dollar-related problems. In addition,
the continued weakness of sterling is
helping export sales. Darts has
traditionally done well in recessionary
times and we have been more than
satisfied with sales in the last 18
months, which have shown steady
and encouraging increases.

How has the re-emergence of
darts affected sales?
The PDC with Sky Sports and the

BDO with the BBC have both helped
to create a new wave of excitement
around the sport. This has dramatically
increased consumer awareness and
player participation. In an era where
some sports might be accused of taking
things too seriously, with overpaid stars
behaving in an inappropriate manner,
darts has always been honest, being
both fun to watch and play.

What benefit is there to the
retailer in stocking darts?
With two million regular players and
another four million occasional
participants in the UK, there is massive
demand. A range of products covering
boards, darts - both tungsten and non-
tungsten - and the all-important
accessories help to attract players to
any retail establishment. The very
nature of the sport involves frequent
replacement of equipment. This helps
to build traffic in store, thereby
opening up the possibility of extra sales
from other categories. Combine this
with the relatively small amount of
space required, and the healthy
margins that can be achieved, and you
have the recipe for retail success.

The year ahead - how do 
you think the sports trade 
will perform?
I think the trade can look
optimistically to the future. Winning
the World Cup this summer will
dynamise football sales, Andy Murray
winning Wimbledon will stimulate the
tennis section and then there is our
retention of the Ashes to look forward
to over the winter, bringing cricket to
the fore. Combine this with our record
breaking medal winning tally in the
2012 Olympics and the future is
looking very bright. si
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Movers &
Shakers
Robert Pringle, Sales
and Marketing Director
at Harrows Darts

PEOPLE

When did you get into the
sports trade and why?
Having a keen interest in sport, I
joined Harrods of Knightsbridge in
1976 and was involved in the setting
up of the ‘Olympic Way’ sports
department, which at the time was
the biggest in Europe. I moved into
the sports equipment buying office
and left the company in 1979 to join
Harrows Darts. Since the company
was founded in 1973, we have
specialised in manufacturing quality
darts sport equipment in England. At
the time, the vast majority of our
sales were in the UK.

How did you 
increase the business? 
Darts was expanding dramatically at
the time, due to the first TV boom.
Foreseeing a possibility that interest
may not continue at this level, we
embarked on a programme of
developing export sales. Darts has
the benefit of being relatively low
cost, simple to play and socially
inclusive, so it is not difficult to ‘sell’
as a sports concept. Now, 30 years
later, we enjoy distribution in over
100 countries globally, with new
territories being added all the time.

How did you achieve this
dramatic expansion?
It was not easy. A combination of
sponsorship of players and tournaments
and darts promotional activities, plus

BELOW: Harrows has
been exhibiting at
ispo for 30 years

ABOVE: The Harrows
Darts Cup attracted
50,000 players
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BUYER
What was your first job in retail?
I started out working in The Body Shop
on the shop floor at 18, surrounded by
the smells of white musk and patchouli,
which was certainly an experience. In
terms of my career, it all started at one
of the country’s biggest suit retailers,
Moss Bros, where I did one month’s
work experience in the casual clothing
department. Luckily for me, the buyer’s
administrator that I was shadowing
handed her notice in - they offered me
the job and the rest is history.

How long have you been a buyer?
The first job at Moss Bros was in
1999 at buyer’s admin level, but
luckily I gained buying responsibility
very quickly. I’m now past the 10-
year mark, and I must say I have
loved every minute of my career.

Can you describe the 
company you work for?
I work for Intersport UK, which is a
buying group of 179 independent
sports stores covering the whole of
the UK and Ireland.

What’s your role
in the business?
My role as an
apparel selector is 
a complicated one,
as I sit between the
buyer and the
supplier, which is
sometimes a very
difficult place to be.
Simply put, my job is to ensure that the
best brands and products at the best
prices are available to our members. 

I develop own-label brands in
conjunction with the Intersport
International Corporation in
Switzerland and develop SMU
product on behalf of our members
with the key brands in the UK. 
I also spend time with the retailers 
on the shop floor in order to
understand their unique businesses
and their individual needs.

What criteria do you use when
making buying decisions?
I trust my gut instinct. I strongly
believe, as a good buyer, you have an

eye for product and that, along
with experience, the necessary sales
data and knowledge of your market,
generally leads to the right buying
decision. Having said that, I also believe
you need to make buying mistakes to be
able to make buying successes.   

How do you find out 
about new products?
Getting out and about is the best way
to keep abreast of the market and
products - whether that’s spending
time with suppliers or going to trade
fairs. Reading trade and consumer
press and generally keeping your ear
to the ground keeps you informed,
and simply spending time in your
market and on the high street keeps
you knowledgeable.

Best piece of buying 
advice received?
Stop worrying about what other
people in their jobs are doing and
concentrate on what you are doing 
in your job.

What’s the secret of 
a successful buyer?
You need to work hard and enjoy it.
People perceive it as a glamorous job,
and it does have its moments, but it
can be very stressful spending
someone else’s money and it’s a lot of
responsibility. You’ve got to love
buying with a passion, as there are a
lot of people out there who would kill
for the job. Have faith in your
judgement, stand by your decisions
and learn from your mistakes. si

BELOW: Intersport UK
comprises 179 independent
sports stores covering the
whole of the UK and Ireland

Meet the
PEOPLE
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Lindsay Anderson, apparel
selector at Intersport UK
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www.powerglide-cues.com
For all enquiries: T: 0115 985 3500 | F : 0115 985 3501 | Email : assist@unicorngroup.com

2010 PowerGlide Range

Exciting New designs
Latest technology
More choice

Featuring the Cirrus
Fibreglass cue, strong,
durable and warp
resistant.

Classic snooker
cues now
featuring
quick release joints.

New Funky Kids 48"
Pool Sets.

Even more
accessories.
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RETAIL INTERVIEW

How and why did you decide
to get into sports retailing?  
As a keen cyclist, this was the perfect
opportunity to combine business with
pleasure. I already had a strong
background in retail, so the transition to
sports retailing was pretty smooth. I
have been with Alpine Bikes for nearly
eight years, starting as the manager of
our Aberdeen branch, before helping to
establish our concession store in Tiso’s
Inverness Outdoor Experience. I am
currently the manager of our store within
the Tiso Glasgow Outdoor Experience.

Tell us about the store 
There are five staff employed in this
branch, a large-sized concession store on
the upper level of the Tiso Glasgow OE.
The whole building is very outdoor
pursuits-oriented, and there is also a ski
shop and a running shop within the store.
We stock a large range of bikes, ranging
from kid’s bikes through to hybrids and
mountain bikes, from leading
manufacturers such as Trek, Gary Fisher,
Cannondale, Genesis, Santa-Cruz and
Wilier. We also have a comprehensive
range of road bikes, which caters for the
recreational cyclist through to the Lance
Armstrongs. In addition, we stock a large
range of clothing and accessories from
big-name brands such as Gore Bike
Wear, Endura, Altura and Montane, as
well as offering a workshop service. 

What design factors were
incorporated into your store?
There is a definite sense of space that
allows customers to feel relaxed as they

browse, and hopefully makes it easier
for them to find what they want. We are
also the only bike retailer in the UK that
offers Gore Bike Wear’s unique ‘try
before you buy’ service. As the name
suggests, this concept allows customers
to take away Gore Bike Wear garments,
free of charge, for a test ride. This
service is proving extremely popular,
especially with people who haven’t yet
experienced first-hand the benefits of
Gore-Tex or Windstopper garments.

We also have a dedicated Trek Project
1 fitting and design service, which enables
customers to create their dream road bike
with the help of specially trained staff. In
addition, there is also a top-of-the-range
Elite Axiom virtual trainer, so that
customers can experience the agony and
the ecstasy of the Tour de France.

What is the strongest 
sector of the market for 
you at the moment and 
over the past year?  
The Hardtail mountain bike category
has seen the biggest growth by far,
although hybrids and commuting bikes
are probably still our best-sellers. 

How has trade been in 
the past 12 months? 
Business has been good for this
particular branch, but especially for
Alpine Bikes as a company. Christmas
was better than expected, although there
was a definite downturn in sales of bikes
due to the largest snowfall in 30 years.
We did, however, see vastly improved
sales of clothing and accessories.

Jon Boyde is Alpine Bikes’ store manager 
at Tiso’s Glasgow Outdoor Experience

Current best-sellers? 
In terms of bikes, the Trek FX hybrid
range has been selling very well for
us, as has the 6300 women’s specific
model. The Phantom Jersey from
Gore Bike Wear is a best-seller from
our clothing range. 

What’s your area like 
for sports retail? How 
do you compete?
There are several other bike shops in
Glasgow. The team of staff in this store
are all very customer service driven,
and I’d like to think that the level of
service we offer brings customers
back. In addition, they each have a
preferred discipline of cycling that they
specialise in, which enables us to cater
for a wide range of customers.

How do you find out 
about new products? 
Are you a member of 
any buying groups?  
I am involved in buying groups to an
extent, but there is also a well
developed communication
infrastructure within the company so
that all staff are aware of new products,
launches and forthcoming events. 

What do you believe 
is the biggest barrier 
to doing business?
The current economic climate has
definitely had an effect, although
people do seem to be spending again.

What percentage of your
sales are internet based?
It’s only our first year in terms of
online sales, but things are looking
promising and, most importantly,
sales are growing.

What have been your biggest
challenges in sports retail? 
I would say that, overall, the biggest
challenge has been the state of gloom
that was forecast over the last year.
True, it has been a difficult year, but
business has not been as badly
affected as first thought and people
still seem keen to get on their bikes.

What do you like most and
least about the business? 
No day is ever the same, and you get
to meet some very interesting people.
On the downside, winter can be pretty
tedious for bike shops.

Would you like your shop 
featured in Talking Shop? 
Email catherine@partridgeltd.co.uk
or call 01273 748675.

si
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Precision Training
Having announced a 29 per cent increase
in turnover for 2009, last year was a
record-breaking one for Precision Training.
But the wholly owned brand of Reydon
Sports is far from resting on its laurels. 

In the past eight months the company
has brokered agreements with the Football
League, two Premier League clubs, a
leading county cricket club, expanded into
Ireland and signed a contract extension
with former England manager Graham
Taylor. Not to mention a significant
extension of its product portfolio -
launching a hugely successful base layer
range in the recent cold snap and debuting
a new range of goalkeeping gloves with
Brian Jensen in the Premier League.

Precision Training was founded in
2005 and in four years has become
Britain’s number one choice for specialist
sports training aids and apparel, from elite
professionals through to grass-roots level.

Professional partners
The Nottingham-based brand has forged
a number of professional partnerships
with some of the elite sporting bodies in
the UK. National sales manager, Dave
Sanderson, says: “The professional
partnerships form a big part of our brand
strategy for 2010. Not only do they endorse
our products, but their knowledge and
assistance has played a vital role in the
research and development of our most
innovative range of training aids yet.”

Headlining the partnerships has been
a three-year deal with the Football

What brands are doing 
to promote their products

MARKETING

Campaign

Pre-orders are already piling in.
Sanderson says: “We have put a lot of work
into the research and development of the
Precision Goalkeeping range. To have the
seal of approval from one of the top Premier
League goalkeepers is very satisfying.”

Ambassador
Grass-roots sport is at the heart of the marketing
programme for Precision Training and, as a
result, it has announced an extension to grass-
roots enthusiast and former England manager
Graham Taylor’s role as brand ambassador.

“Graham is the perfect ambassador for
Precision Training and we are delighted to
have extended his role for another two years,”
says Sanderson. “Being able to call upon his
vast experience and footballing knowledge to
further develop and enhance our extensive
range of sporting training aids and apparel
cannot be underestimated.”

Events
2010 marks a big year for football, and
Precision Training will be holding its own
special World Cup warm-up. Explains
Sanderson: “We are bringing back our
football challenge event at Notts County’s
Meadow Lane stadium. Graham Taylor will
be managing one of the teams in the big clash
before hosting a pre-World Cup lunch and
question and answer session.”

Precision Training will also be platinum
sponsors at Grass Roots Football LIVE at the
NEC in June and made its first appearance at
ispo recently. si

League, which encompasses all clubs from
as far afield as Plymouth to Carlisle. But
Precision Training’s assault on the UK
football market doesn’t stop there - it is
also official training aid supplier to Premier
League clubs Burnley and Aston Villa.

The company also has partnerships
with County Championship runners-up
Nottinghamshire CCC, who boast England
stars Graeme Swann, Stuart Broad and
Ryan Sidebottom amongst their ranks.

“Our portfolio of professional partners
is ever expanding,” says Sanderson.

“Towards the end of 2009 we started
working alongside Northern Ireland
Premiership football club Crusaders FC,
and are in the process of signing a deal
with one of the top Gaelic football teams
in the region. We are also in advanced
discussions with a high profile Guinness
Premiership rugby union side, proving our
stature as a true multi-sport brand.”

Online
The activation of these partnerships has
seen a major increase in traffic to Precision
Training’s new website, which was
launched in 2009. Sanderson says “We have
spent a lot of time and made a significant
investment to provide a customer focused
website that is in line with the Precision
Training brand. Close relationships with our
professional partners has given us exclusive
behind-the-scenes access and provides
Precision Training TV with fantastic content
to service the ever-increasing demand for
video content on the internet.”

The user-friendly website includes
impressive imagery of the full range of
textiles, training aids and medical supplies
that have made Precision Training’s biggest
catalogue ever available digitally. Precision
Training also plans to expand on its
successful e-marketing campaign in 2010.

“Feedback on our bi-weekly e-zine has
been fantastic and we are constantly
looking at ways to improve our 
e-communications to engage both
customers and end users,” says Sanderson.

The company took the decision to make
a soft launch of the new Precision
Goalkeeping range via the e-zine - and it
proved an instant success. The gloves, which
are due to market in May, have already made
their Premier League debut courtesy of
Burnley goalkeeper Brian Jensen, who first
wore them against Chelsea at Turf Moor.

www.sports-insight.co.uk 27

Graham Taylor has
extended his role
as Precision
Training’s
ambassador for
another two years

Precision’s
goalkeeping
gloves,
modelled by
Burnley’s
Brian
Jensen
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Focus ON...
Keith Grainger, general manager 
of Solutions Unlimited, talks us
through the offering.

Can you give us some
background on the business?
In spring 2009 we approached what we
believe to be the best sock manufacturer
in Britain with some ideas for improving
the sales of sports socks through both
retailers and e-tailers. From those initial
discussions, Solutions Unlimited was
established as a family business. Our aim
is to provide good old-fashioned service,
British quality and unlimited flexible
solutions for people who supply sports
socks to end users directly through shops,
the internet or indirectly through clubs,
schools and universities. 

Solutions Unlimited benefits from
duality in that we supply both the
WackySox brand and bespoke socks.
These bespoke socks are available in
almost any design and colour, in a
minimum order of 25 pairs per size, in
just four weeks. They can also be
personalised specific to our retailer
partners should they so wish. 

The subject of sports socks in most
sporting circles is not what would be
termed ‘sexy’, but since the introduction
of WackySox the UK sports sock market
has definitely become more interesting,
and with demand growing new customers
in Ireland, the Channel Islands, France
and beyond are set to benefit from the
opportunity created by WackySox.  

Key features and benefits
All WackySox are made to the highest
standards with Euro Sock styling and all

WackySox 

PRODUCT PROFILE

How do 
you market 
your products?
We’ve attended both the
STAG and Intersport shows in
recent months, and have been
keen to establish partnerships
with the independent sports
trade since day one. These
customers not only allow us
a route to market for
WackySox, but
generally have
hundreds of teamwear contacts, and we’re
keen to work with them as a supply partner
rather than as a competitive brand. 

What is the most effective way a
retailer can market the range?
Even in the short time we’ve been established,
we’ve seen some fantastic results with both e-
tail partners and high street retailers. We’ve
supplied some very good quality images and
have, in return, benefitted from some great
support with screen grabs, banner advertising
and e-zines from our web-based sellers. 

In addition, we’ve provided display stands
and point of sale for retailers. I think the most
dynamic high street results have been
achieved by those who display the socks both
in their windows and in-store, and who offer a
good choice of styles and sizes, as they report
that this combination really does seem to grab
the buyer’s eye and help make the sale. si

the features that this design entails. They
are a micro-mesh breathable sock with a
padded foot, elastication to the bridge of
the foot to reduce slippage and bunching, a
supported ankle construction, and extra
elastication around the garter to eradicate
the need for tie-ups. Most importantly, all
WackySox boast a 75 per cent Coolmax
foot - Coolmax being the original moisture
management fabric - and a full five per cent
Elastane content, which allows adequate
stretch and support. All WackySox boast a
happy face logo on the front of the ankle,
intended to emphasise the fun aspect of
sport and a positive approach to training.

Why have WackySox sold so well?
We’ve delivered the paying customer what
they want - an affordable high performance
sports sock that offers individuality for
training nights and a premium footwear
product for team players on match days. 

At the same time, we have tried to
deliver our retailing partners a genuine
win/win partnership. We don’t ask anyone
to predict sales a year ahead or commit to
large stock-holding or forward orders. We
prefer a ‘little-and-often’ approach and
supply in small quantities from stock and
deliver next day.

Recently we moved away from plastic
bag packaging in twelves and introduced a
hanging card product sold in sixes, which
has been a huge success as it shows off the
product better and allows retailers to offer
more choice of styles and sizes.

Who are they aimed at?
WackySox were originally targeted at the
rugby market, but have since been adopted
by footballers, hockey players, those
involved in GAA, runners and tennis
players, together with regular gym visitors
who love the vibrant, positive approach that
we offer. We appeal to all sorts of people
and cater for both younger and older
athletes, as well as those with larger feet. 

Our standard socks are available up to
size 14 and larger sizes are available by
special order. In essence, the socks are
aimed at anyone who wears shoes and
plays sport - so virtually everyone. Anyone
who watched the BBC’s coverage of the
Six Nations from Cardiff recently might
have seen the Scotsman in his kilt with a
pair of our Life’s a Beach socks on - so
literally anyone can wear them for any
occasion, with or without underwear.”
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TENNIS

British tennis - that much derided
beast - is currently roaring thanks to a
certain Scotsman, and Andy Murray’s
worldwide exploits have been a key
factor in a boom in the buying and
selling of racquets and balls. 

In England alone about half a
million adults play tennis every
week, an increase of about 40,000 in
the past year. Across the UK it’s
estimated that around four million
take part at least once a year, inspired
by the first Briton for 72 years to
reach two career Grand Slam finals.
It’s a big market for retailers.

Driving force
The Lawn Tennis Association says it
will be the driving force to make
tennis a true mass participation sport,
rather than something the middle
classes do. It wants to find the next
champion and see more people of all
ages playing. To those ends, more

than £40million
over five years is
being invested into
facilities. 

For decades it
has been said that
British tennis is
only about two
weeks in summer -
Wimbledon.
However,
Murray’s success
and the move of
the season-ending
ATP World Tour

finals to London each November until
at least 2012 are forecast to produce a
£400million boost to the economy. 

Tennis is a global behemoth, with
80million people regularly on court
around the world generating
equipment sales of £4billion. Britain
has been relatively slow to catch the
bug, Wimbledon apart, but everything
seems to be falling into place.

“To produce champions it’s the
younger people who need to get
involved but, in terms of economics,
it’s the older generation who provide
the boost,” says Tom Cannon of the
University of Liverpool, who last
year compiled an analysis of the
economic impact tennis has had in
the UK during 2009.

“It’s been seen that there has been
an increase in 14-19-year-old girls and
the crucial B, C, C1 and C2 early-20s
from both sexes joining clubs, buying
equipment and coaching time. They
will never become champions, but they
are spending their money on tennis.

“There’s also the health gain to
consider. Playing tennis raises the heart
rate and is a sport which someone can
participate in at a reasonable level to
their early 50s and beyond - it’s similar
to golf in that respect.”

Young people inspired to take up
a game they could play for a lifetime
is a very attractive scenario for a
manufacturer. “We have seen
revenue growth from sales of
racquets and balls. Over the last 12
months, sales of our racquets in the

UK have increased by 30 per
cent,” says Dave Shaw, general
manager of Head UK, Murray’s
racquet provider. 

“This, however, has
predominantly been at the bottom
end of the market, with the top-end
products more static. Consumers
appear to be more selective; rather
than buying a £125-£200 racquet,
they are spending £75-£125. 

“Andy’s success has seen tennis
on the back pages more often,
raising the profile of the sport. There

are certainly more people interested,
but whether that has led to more people
playing I wouldn’t like to say.” 

Deja vu
But haven’t we seen this before? Greg
Rusedski reached the US Open final
and Tim Henman was the poster boy
of tennis in this country for a decade,
dominating the back pages during his
trials and tribulations at Wimbledon.

“Murray is at a different level to
Henman,” argues Shaw. “He has got
to Grand Slam finals and the media
interest behind him appears stronger.
Outside of Wimbledon, Henman
received much less media attention.
Murray has raised the bar, and the
sport, as a whole, is more exciting,
with other great players such as
Roger Federer and Rafael Nadal
around creating real rivalries.

“We have been supporting Murray
since he was 13 and if we are going to
grow the business it is vital that top
players are associated with our brand.”

Shaw is unequivocal about the
power of having the man of the
moment’s name on his racquets: “It’s
the men’s game that sells tennis
racquets. I wouldn’t have thought the
majority of people could name the
top women outside of the Williams
sisters and Sharapova. 

“There is no doubting the
importance of having a racquet
endorsed by a top men’s player. You
can make it a ‘hero product’. In
addition to Murray, we have Novak
Djokovic and five other players inside
the top 20, and their influence should
not be underestimated - Babolat have
become one of the leading brands,
thanks to signing Rafael Nadal from
the early stages of his career.

“If you are offered two identical
racquets, one with Murray’s name on
it and another with nothing - which
would you buy? You can’t dismiss
the power of endorsements.”

Murray’s appearance in the 2008
US Open final and news that the
biggest annual tournament outside of
the Grand Slams is taking up
residence at The O2 were catalysts
for a revival in tennis retail, but
Shaw admits that optimism was by
no means universal in the sector.

“Retailers in general had a very
good year in 2009,” he says. “They
went into it with trepidation, with all
the negativity in the media about the
possible effects of the recession and
fearing that people would cut back on
things such as gym memberships and

Andy Murray’s continued rise in stature is a key reason why
British tennis is enjoying a surge in interest, and retailers an
upturn in equipment sales. Adrian Hill assesses a year of
significant growth for the sector

BOOM time
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sports equipment. However,
consumers have shown that they like
their sport and are determined to
enjoy themselves despite the
economic climate.” 

Yes, 2009 was a watershed for
all in British tennis, including
Aegon. It was the first of a five-year
multi-million pound agreement
between the LTA and the insurance
giant. “I’m grinning like a Cheshire
cat - it’s gone spectacularly well,”
says marketing director, Steve
Clode. “We had a five-year plan
and after one year I feel we are
where we wanted to be after two.”

New markets
The good news for those that make
a living from selling its equipment
is that British tennis says it is trying
to reach out beyond its normal
constituency to new markets. 

“It’s a long-term relationship.
We want to support communities as
well as blue riband events. We call it
‘Grass Roots to Centre Court’,”
explains Clode. Retailers have
benefited from this initiative, with
the tennis authorities able to
purchase significant
stocks of equipment
in the quest to
spread the gospel. 

“Since our
new primary
schools
programme -
AEGON Schools
Tennis - was
launched in 2009
we’ve trained more
than 3,000 teachers
and sent equipment
- free of charge - to
3,000 primary
schools around the
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albatross off its back? The social
connotations, as well as the cost,
have made the less well-off feel
excluded from the sport, but it seems
tennis is now engaging more people. 

“The growth of bottom-end
racquet sales may indicate that
tennis is broadening its appeal and
we are working with the industry
as a whole on schemes to increase
participation further,” adds Shaw.
“It goes hand in hand - the more
people that are playing and
exposed to the sport, the more
racquets that are sold.

“Our order book is currently in
good shape. Retailers went into 2009
with caution, many with a policy of
ordering on a day-to-day basis, but
on the back of last year’s success are
showing more confidence in placing

forward drops to guarantee
stocks for the key periods.

“I still believe that the
economy is very

delicately placed, but
I’m very optimistic

for the future.”

country. That’s equivalent to 90,000
racquets and 180,000 balls,” reports
Sue Mappin, executive director of
the Tennis Foundation, Britain’s
leading tennis charity.

The goal for all in the industry is
to make tennis a year-round activity
for as many people as possible.
“Tennis in this country was too
concentrated on a small window in
the summer,” adds Clode. “I was
delighted to see 35,000 people inside
the O2 each day in November
watching tennis. It just showed what
an appetite there is for the sport. The
idea that it’s all just about
strawberries and cream at
Wimbledon is a thing of the past.”

So is British tennis finally
throwing that
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STAFF

Anyone who remembers those old,
but rather brilliant, training films
featuring John Cleese will recall the
assistant whose inept attempt to
handle a dissatisfied customer
made an absolute drama out of a
crisis as he inadvertently criticised
the product, company and finally
customer, instead of supporting
them all to reach a happy sales
conclusion. Classic comedy, but
when your retail business is
dependent not simply on the brands
you stock, but the way you and
your staff market those products,
poor training is no laughing matter.

Over three million people work
in retailing in the UK, and success
depends on many skills and
individuals working efficiently
together. Unfortunately, not every
retailer seems to consider themselves
part of this business-oriented
industry. Words such as ‘high street’
and ‘trade’ perhaps typify the fact
there is an ‘us and them’ divide. This
thinking is one of the contributing
factors in the demise of traditional
independent outlets, which rather

than embracing all the professional
tools and modern best practices,
simply stay rooted in the past.

Burden of success
As an owner, the burden of success
lies firmly on your shoulders -
buying, analysing sales, creating your
store character. But you are also a
manager, and whether it be one outlet
or 10, a couple of staff or an entire
team, the attitude towards
professional employment to achieve
great results is also imperative.
Somehow the ability to find the right
staff, let alone use and motivate
them, falls far short. 

“I don’t have time for it all” is
one cry I have heard. Seriously? True,
in a multiple you have a ‘head office’
management structure that you can
fall back on and everything is
structured, but that is no excuse for
the independent to fall short of the
same standard. The supermarket or
average sports multiple these days has
very little advantage in terms of using
staff and service to win business.

Independents have long been
shouting about the advantages of their
expert service to keep them as the
backbone of the sports industry, and
that doesn’t just mean the owner, who
too often wants to be the sales assistant

and seems to permanently hover over
the staff employed to do the job. Too
much control is not a good thing. I
myself have been to many a retail
appointment where the manager
doesn’t want to leave the shop floor
and spends a harassed meeting
insisting on answering the phone, even
serving customers and generally
stalking and instructing their staff.   

Why aren’t staff entrusted or
encouraged to do their job? I asked
sports retail expert Jack Lynes about
what may contribute to this apparent
‘sports shop staff syndrome’.  Lynes
not only ran Ealing Sports Centre for
over 30 years and provides advice as a
retail training consultant, but has also
been a respected sports retail columnist
for as many years, providing a useful
insight into the experience of highly
successful brands and retailers.  

“Retailing used to be a life
experience; people loved the work
and had pride in it, they didn’t want
to leave and you were made to feel
part of the company, no matter how
small,” says Lynes, who confirms
that many staff problems are simply
a matter of the wrong approach or
lack of understanding from the
owners. “Bad staff means bad
interviewing,” he says. “Pick staff
that match your own ideals, not just

Is it true you can’t get the staff
these days? Lauren Fox provides
some retail recruitment thought
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because they want to work in a shop
for discount and you happen to need
someone. And when you find a
good team member, do what is
needed to keep them.”

Don’t discount
Ironically, while discounting is blamed
for high street trading problems, that
very same attitude is often in play
when taking on and training staff.
Rather than look for people that will
add to a team and free up the owner,
there is a rather defeatist view that
good staff are no longer available and
a view of how little can you pay,
rather than how much to keep them.
Lynes says: “Sit down and actually
work out what you want this person to
do. Will they be writing, could they
handle your online work, do they need
to use the phone? All of which you
need to assess and encourage with
good, simple training.”

Do the traditional sports retailing
standards have a place today?
“Absolutely,” confirms Lynes. “Pride
never goes out of style. Staff should
care about their appearance - no one
wants to be served by someone who
has no concept of personal hygiene -
and about the appearance of the store
itself. A retailer should provide a
uniform that’s modern and sporty, as it
automatically reassures customers. And
they need to encourage their staff to
really feel part of the whole business,
building relationships with customers
and making certain that they work with
their staff to create a real team. Isn’t
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hour each week for role playing and
telephone training, visit rivals with
your staff and use them to get
feedback. Engage them in your
enterprise. Do they understand Web
2.0? Can they Tweet, Facebook and
do all the internet community things
that mean nothing to you, but
everything in modern business. Find
out, and then let them use those
skills on your behalf.  

The ultimate resource for your
staff is surely provided by the Retail
Academy (www.retailacademy.org),
which provides easy-to-use online
advice, best practice information and
even free retail e-learning. For just
£125 a year, you can subscribe to its
Retail Detail programme, which you
and up to nine staff can use as an
online training resource to give you
feedback on your own business
management performance and help
staff to assess their knowledge for their
particular roles. It’s an endless source
of ideas and inspiration, and with so
much free and low-cost downloadable
material you can create a simple and
very effective staff development and
team building programme.

As the financial sector becomes
less attractive as an employer, more
young business minds are looking to
retail. With such great products at the
heart of the sports industry, there is
no reason that students or graduates,
indeed any ambitious individual,
would not want to become part of
your enterprise - providing you take a
step back and get training for success.

that the heart of sport itself?”
At the end of 2009 the

government released its policy
statement, called ‘Jobs of the Future’,
which outlined retailing as
instrumental in helping to limit
unemployment and lift the country
from recession. “But skills lie at the
heart of a productive and high
performing industry. We need to
ensure that all employees have the
skills to develop their careers and
that progression routes are clear,”
Anna Seaman, chief executive of
Skillsmart Retail, commented in The
Independent’s recent Retail Therapy
magazine. According to Skillsmart
Retail research, one in three retail
employees has only basic
qualifications or no qualifications at
all - a situation that’s set to change
this year with the introduction of the
Diploma in Retail Business as part of
the school curriculum.  

The view that someone is just
‘working in a shop’ is something that
the retail industry is working hard to
change given the attractions of the
sector. What you may see as a shop
assistant should be considered a
career step and one that could really
enhance your own business success.

Shop floor opportunity 
The danger is that sport, while
selling sexy in terms of sponsorship,
is still not doing so in terms of shop
floor opportunity. Training is
something that should be embraced
as team development - set aside an

BELOW:Training is
something that
should be embraced
as team developmentsi
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STORE DESIGN

When was the last time you
overhauled the layout and décor of
your store? In these recessionary
times, spending your hard-won
margin on new shelving or lighting
can seem an extravagance, but
now the UK is finally moving out
of recession, you should start to
think about how you can
differentiate your store. Good
design is a way to do just that.

But can refreshing your store
design really pay dividends in the short
to medium term? “I think it can,” says
Tony Treacy, managing partner of
marketing agency Ideas to Market. “75
per cent of decisions are made in-store,
more or less, so getting the store
environment and design right can make
a big difference. 

“Not only does the right
environment encourage purchasing -
because it affects consumer decision
making and can shake customers out of
automatic pilot shopping - it gives
regular customers a reason to visit the
refreshed store to have a look, and
draws new customers in. Given that the
sports category is set to shrink in 2010,
stores will have to fight harder to
defend their market share - and that
means investing in the shop as well as
aggressive discounting.”

Impact
Mark Hewitt, a director at Imagination,
a communications company that
developed the retail experience at
Manchester City Football Club, says:
“The commercial impact of great store
design can be massive for brands. For
starters, the right frontage can draw
people into your store, while an
understanding of how people move
around your store can encourage
higher spends per customer. The
placement of transactional equipment
and clearly defined roles for staff
ensure purchases are managed
effectively and quickly. If the design
also works flexibly in high and low-
peak traffic then stock can be rotated
appropriately and sales maximised.”

Tim Rodwell, a director of shop
fitting and display equipment
specialist Triplar, says: “Our clients
tell us that a redesign can increase
footfall by up to 20 per cent. It creates
a great buzz around your brand and
consumers are always enticed by the
thrill of the ‘new’. They will revisit a
store they might not have considered
walking into for years, simply because
it looks different and it speaks to their
natural curiosity.

“At the same time, redesigns often
motivate staff, who find themselves

selling more because footfall has
increased and customers enjoy the new
shopping environment. There is an old
adage that you shouldn’t reduce
marketing expenditure during a tough
economic climate. Shop interiors are a
physical representation of brand
identity, and while some may not
consider this type of investment to be a
financial priority at the moment, it
could well be a catalyst for recovery
and future success.”

All storeowners will have a budget
to work within. Unfortunately most
sports store owners don’t have the
financial resources of Apple, but this
doesn’t mean you can’t make every
penny you spend count. Once you
understand the key role that design
plays in the buying decision of your
customers, you can subtly modify your
store’s layout to activate the often
subliminal messages your customers
are looking for in the businesses they
want to buy from.

“Refreshing the design of a store
can have a huge impact on the
emotional experience of shoppers in
the high street,” says David Lewis-
Hodgson, director of research at
Mindlab International, an independent
research consultancy. “It is certainly
true that stores that look bright, clean

Can upgrading your store’s design bring real financial benefits? Dave Howell investigates
Environment MATTERS
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and efficient will increase their footfall
and consequently their profitability. 

“Design within a store certainly
has an impact, but through research
we have done with supermarkets, we
know that the positioning of
merchandise is also crucial to get
right. We know from research we
have conducted that placing items on
the ends of shelving and aisles is
picked up by shoppers and can
increase the unit sales of these goods.
The same principles can be applied
to most stores.”

Check the competition
Take a look at competitor stores and
see how the techniques they use could
be applied to your floor space. Don’t
limit yourself to the sports sector, as
other stores in the high street have a lot
they can teach you. Stores such as the
fashion chains use a clear brand
identity that is reinforced by their store
design. However, TK Maxx’s approach
is very different. Its stores are
functional and packed with rail after
rail of merchandise. This use of the
‘pile-them-high-sell-them-fast’
business model works for TK Maxx as
it’s an integral component of its brand
message that consumers understand
and buy into. 

For your store, the middle ground
between a warehouse-like design and
high-end boutique is your best
approach, but your customer demands
should always guide you to the best
overall design and layout.

David Lewis-Hodgson says:
“Ultimately, the storeowner that can
balance time, attention and trust within
their store offering will attract
customers. Independent specialist
stores that can show a high level of
understanding of their customers can
bolster this with good store design to
drive home the fact that their stores are
ideal for their clientele. 

“I once spoke with an American
retailer and asked them what he
thought of UK retail sales staff. His
comment was that the UK doesn’t
have sales staff; we have clerks that
simply take merchandise off the shelf,
bag it and collect the payment from
the customer. This lack of
understanding must be resolved to
ensure your store attracts the
consumers it needs to survive.”

The layout of your store can also
be tweaked to perfection, enabling
customers to quickly locate the items
they want, but at the same time give
you a chance to promote merchandise
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Brand values
The store design you decide upon has
to reflect your brand values. If your
store caters for a specialist market that
is less influenced by store design, you
may want to go with a more functional
approach, as your customers will
favour this because they are primarily
interested in the expertise that you and
your staff can offer them. This doesn’t,
however, mean that you can have a
shabby store.

Tim Rodwell says: “Sport stores
used to be functional in design, which
reflected the products and the needs of
their customers. We have subsequently
moved into an age where people buy
sportswear for a number of reasons, not
just because they play sport. The
endorsement of sports stars has had a
huge impact on brands and many
people just want to be connected to
their favourite sports celebrities by
wearing the same polo shirt or pair of
trainers. You don’t have to play
football to be a footballer these days,
and sport is more closely related to
lifestyle than ever before.

“Sports retailers understand that
this needs to be reflected in the design
of stores. They are now focused on
encapsulating sports culture and
lifestyle, creating an exciting and
vibrant environment that consumers
want to spend time in. The most
immediate way this is communicated is
through the use of graphics and graphic
imagery. Throughout stores you are
presented with an array of brand
imagery, posters and banners of
sporting stars, and images of live sport
- all of which allow shoppers to feel
connected with a lifestyle that may not
even be their own.”

Now is the time to look 
closely at refreshing your store’s
design and layout. As consumers
become more demanding of the
businesses they patronise, design can
be a key component in your
business’s future prosperity.

you can earn a particularly good
margin on. Using wide aisles and the
ends of shelving is a classic trick that
supermarkets use every day. If you do
have a line of goods you want to
promote, use the ends of your shelving
as designated slots for these offers.
Your regular customers will soon get
into the habit of checking these areas
for the latest offers.

Store design also has to support the
shopping experience, which is about
more than simply buying goods. “For
many people, the experience of buying
is as important as the product,” says
Tim Rodwell of Triplar, a shop-fitting
and display company. “Shopping is
now a leisure activity, rather than a
necessity. In the same way that when
you go to the cinema you want a
comfy chair as well as a good film,
many people now expect shopping to
be just as enjoyable as any purchase
they may make. 

“Sports shops are no different, and
the experience has to be right for
consumers. The design of fixtures is
becoming increasingly important. This
means that dull, modular shelving and
rails don’t cut it any longer, and at the
premium end of the market shops need
to have a high standard of finish to
give consumers an experience that
matches the product.”

Tony Treacy says: “Presentation is
important, but more important is
managing the shopping experience.
Actively managing the shopper in the
store will increase the rate of sale. Plan
for the most likely shopper missions,
and set the store out to answer the
questions customers are most likely to
think about, eg dual siting of
complementary products. Change
layout and displays to disrupt the
cognitive map of store layout, because
that will create opportunities to
promote products, take customers to
new places in the store and make sure
sales staff are ready to engage
customers when they need help.”

BELOW: Redesigning
your store can
increase footfall by
up to 20 per centsi
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BUYING HABITS

People come into your shop, but
how do you make them buy?
Answering that very important
question has suddenly become a
billion-pound industry as a new
breed of what’s being called retail
behaviourists claim they can
improve the turnover of the average
retailer by at least 20 per cent a year.

It’s all about increasing the
interaction between customers and
the shopping environment, according
to Paco Underhill, pioneer of retail
behaviour strategy, whose clients
include Gap, Citibank, Coca-Cola,
Estee Lauder and McDonald’s.

And Underhill’s ideas aren’t just
theory. Over the past 20 years he and
his researchers have used secret
CCTV and time-lapse cameras to
follow 50,000 shoppers around stores
every year to document their buying
habits and discover what makes them
buy more - or less.

“Over a year we shoot more than
60,000 hours of videotape,” Underhill
says. “It can range from how someone
takes a tube of toothpaste off a shelf to
a customer standing in front of a rail of
clothes for 10 minutes and walking
away without buying. It may sound
boring, but if you know what you’re
looking for the results can be priceless.”

So how can retail behaviourist
research help you? Here are some
recent findings that are already having
a dramatic effect on sales figures:

Look to the left
It’s been found that humans walk the
way they drive. In the UK, we tend
to keep to the left when we walk
through streets of stores and
shopping malls, which is why shops
on the left side of a pedestrian flow
usually get more potential customers
than those on the right.

When push comes to shove
Hidden filming has shown that if
women are accidentally pushed or
jostled in crowded stores they will
invariably lose interest in buying
anything and will leave. As a result,
goods that women want to inspect
closely without distraction should
never be placed in narrow aisles.

Keep windows looking good
Customers should have an unrestricted
view of window displays from at least
25ft away. It will take them at least 15
paces to slow down and focus on the
contents of your window.

Provide a focal point at which

goods, props, signage and background
come together. Remember that the
average customer looks at a window
display for less than three seconds. So
keep things bold, colourful and simple. 

Don’t sell here
Experts call the area extending 10-20
paces into a shop from the doors the
‘decompression zone’ and warn that
trying to sell anything here is a waste
of time. Customers are going through
what’s called the ‘downshift factor’ -
adjusting from walking speed to
shopping mode - and so won’t notice
anything displayed in the
decompression zone.

The right approach
Consumer behaviourists have found
that, once inside a store, a shopper’s
instinct is to turn right, so make sure
that signs and displays guide
customers in that direction - and
towards your most tempting products.

Studies have shown that the
deeper shoppers go into a store, the
more they are likely to buy. The best
way of encouraging this is to put
what are called ‘destination items’ -
goods people know you have and
regularly buy - at the rear of the shop.

Retail behaviourist research can help you increase customer spend. Tony James reports

Turning
browsers

intoBUYERS
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Design to sell
Surveys have shown that the actual
siting of goods can significantly
increase their sales potential. For
instance, in one Institute of
Marketing study sports trainers
placed on shelves at eye-level
outsold identical shoes on high and
low shelves by over 20 per cent.

“Correct positioning of goods is
one of the cheapest and most
efficient sales aids we have,” says
consultant Greg Gorman. “But
success depends largely on whether
you’re selling to men or women.

“For instance, in Banana
Republic clothes stores men’s socks
are to be found between the trouser
racks and the checkouts, so men can
grab them easily on their way to pay.
But women’s socks are by the fitting
rooms because they are much more
likely to try on trousers first and then
choose accessories like socks which
fit their fashion scheme.

“It’s also good sense to keep men
and women’s underwear departments
in separate parts of the shop. Studies
have shown that, although women
don’t get spooked by having to walk
through menswear, men often do - and
would rather go to another shop than
have to navigate their way through
rows of frilly undergarments.”

Another way of boosting sales is
to move things from their
accustomed places. This will stop
people going straight to where they
know things are without looking at
other products on offer. 

Keep things grounded
The most unlikely design factors can
boost sales. A London Business
School study found that if a store is
on two floors, sales per head are
usually higher on the ground floor
than the first floor. This was
attributed to the fact that customers
are at their most enthusiastic for the
first few minutes after they’ve
entered a shop. By the time they
have found their way upstairs,
they’re beginning to lose interest.

Keep customers moving
So they have a chance to see
everything that’s on offer before their
enthusiasm wanes. One way is to
improve your signage. Customer
surveys have shown that attention
grabbing yet clear signs are an
effective sales aid, encouraging
punters to search for an item rather
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and won’t buy anything. Those
intending to purchase will stay at
least 11 minutes. Men, whether they
buy anything or not, will spend
around 60 per cent less time in a
store than women.”

Underhill says that, despite
recent behavioural research, a major
problem is still that: “Most retailing
is still owned by men, designed by
men and managed by men, but we
still expect women to participate in
it. Whether I’m looking at a lingerie
store, a new petrol station or a
website, I’m asking: ‘Is this female-
friendly?’ And usually I have to
admit that it isn’t.”

Behavioural studies have shown
that even so, women enjoy shopping
more than men, will search patiently
until they find what they want and
are more receptive to bargain offers.

As Underhill says: “Women
shoppers love sampling and trials,
while men just want to go in for the
quick kill. If you’re selling products
for children, aim the merchandising
so they will push dad to buy it. 

“You don’t need a degree in
behavioural psychology to know that
he’ll have a harder time saying no
than their mum will.”

than giving up and going elsewhere.
Customers can be kept moving

by creating an open space, with
departments separated by a change in
wall and carpet colour or ceiling
height. This subliminally keeps
people circulating around the store.

Don’t waste space
It’s logical to think about what you
can display on the shop floor, but
what about the rest of your available
space? Hanging merchandise from
the ceiling or walls, for instance.

Up to 25 per cent of customers
can be persuaded to buy something
extra at the counter or checkout if it’s
visually merchandised attractively.
Think of some small items people
usually forget and place them within
a metre of the cash register as a
gentle reminder.

Boost sales by using a loop layout
in your store - that’s a curving, free-
flowing shop-floor design that not only
exposes punters to more sale items, but
is more relaxing than the conventional
grid layout. And make sure products
have a logic in their grouping.

Remember that converting
browsers into spenders can often
depend almost entirely on clever store
design - after all, between 60 to 70 per
cent of purchases are unplanned when
a customer enters your shop.

Make customers welcome
Have a staff member on duty just to
greet people who come into the store.
But don’t ask if they need help
because that provides the opportunity
to say no. And don’t put your ‘meeter
and greeter’ in the decompression
zone at the front of the shop where
the punter is ‘in transition’ and not
likely to take in much information.   

Secret filming has shown that it
doesn’t take much to discourage
someone from spending money in a
shop. They regularly abandon
merchandise because checkout lines
are too long, or leave empty-handed
because they can’t fit a child’s buggy
down a narrow aisle.

Paco Underhill says: “Many
shoppers won’t buy anything unless
conditions in the store are to their
liking. Ten years ago they would put
up with uncomfortable conditions if
they thought they were getting a
bargain, but not any more.

“Unless they are getting a
pleasant shopping experience,
potential customers will stay an
average of two and a half minutes

BELOW: The deeper
shoppers go into a
store, the more they
are likely to buy
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www.footballsouvenirs.net

At TFS we provide the
independent retailer with the

largest range of Licensed
Football Souvenirs worldwide,

all products listed are available
for despatch from stock.

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

customers whether they are based
in the UK or overseas.

Unit 1 - 2 Jackson Court
Gallowfields Trading Estate

Richmond
North Yorkshire

DL10 4FD
01748 826024

sales@footballsouvenirs.net

We fit around your busy schedule, order online day or
night and your order will be despatched within 24hrs.
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Import Services leads the way in sports 
retail distribution. Please contact: 

Mike Thomas, Client Services Director: 

01489 799500

www.importservices.co.uk

Looking for a logistics specialist to handle high volume order processing, pre-retail, UK 
and European distribution? Here in Southampton close to the container port, PIC & PAC 
are on-hand, night and day to pick what you need, scan it and pack for despatch.  

PIC & PAC are part of Import Services’ reliable team; linked to our state-of-the-art online 
monitoring system. This means you can track your orders to successful delivery 24:7, 
safe in the knowledge PIC & PAC work at an industry leading level of accuracy. 

So if you manufacture or distribute sports products for retail and your customers’ 
order a hundred golf clubs or even a single riding hat, you definitely need PIC & PAC!

NEED SPORTS RETAIL LOGISTICS?
IT’S GAME ON WITH PIC & PAC!
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IN SEASON BASKETBALL

Molten multi-coloured basketballs
Molten multi-coloured basketballs were a big hit at the recent Allied Partners

trade show in Bournemouth, where retailers were impressed by the range of
colours, the quality of the ball and the price (RRP £11.75).

Perfect for indoor and outdoor play, the Molten BGR ball is manufactured
using a special rubber compound to give a tacky feel and nylon wound
bladder to maintain the shape. It is available in five bright colours, in sizes to
suit all age groups (from size 5 to size 7) and is FIBA approved.

“Retailers love this ball,” says Bob Hope of Molten Sports. “They just fly
out the door the moment they put them on display.”

For further information contact Molten Sports on 0800 298 8217,
email info@moltensports.co.uk or visit www.moltensports.co.uk. 
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Custom made for the retail trade
It’s tough managing your optimum stock levels. But by ordering 
all your customers’ exact sportswear requirements direct from
Team Colours, you can offer:
� On-field kit for all team sports.
� Off-field teamwear and tracksuits for the sidelines and training.
� Leisurewear - ideal for team tours,

tournaments and other special events.
� In-house, full-colour print and embroidery 

facility for badges, names and logos.

All tailor-made for you to pass onto local clubs, schools,
colleges and other institutions - creating more business 
and reducing the need for extra stock.
To enquire about trade prices call 01920 871 453 
or 01920 877 270, email si@team-colours.co.uk 
or visit www.team-colours.co.uk/trade.

Basketball
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X-BIONIC FUNCTIONAL SPORTSWEAR

The Holy Grail of baselayer manufacturers has been to wick
moisture from the skin quickly, ensuring that the body is kept
dry.  But, if you stop to think about it, this means that these
garments are working against our natural cooling mechanism.

X-BIONIC Functional Sportswear is different, as all garments in
the range are designed to work with the body’s natural
mechanisms. X-BIONIC baselayers and clothing turns sweat
into energy! It achieves this by harnessing the power of your
sweat to keep you cool when you’re hot, meaning that you can
devote more energy into your chosen sporting activity. In fact,
studies have proven that depending on the nature and intensity
of the sport in question endurance athletes use up 97% of their
energy just to keep cool. 

Not only does X-BIONIC Functional Sportswear keep you cool,
when you finish your race, your match, etc., it switches into
insulation mode, keeping you warm as you cool down. How
many others brands can claim that?

All X-BIONIC garments are packed with technology including
the 3D-BionicSphere®-Systems which is incorporated into the
chest, back and underarms of the products.

And that’s not all. X-BIONIC Functional Sportswear also
incorporates smart compression, which reduces muscle
vibration and aids circulation, helping with optimum supply of

oxygen and nutrients to the muscles, resulting in enhanced
endurance and performance. 

So if you and your customers are looking for hi-tech sportswear
that offers superb temperature regulation and smart
compression in one garment, look no further than X-BIONIC. 
The X-BIONIC portfolio includes Accumulator and Energizer
ranges which are multi-activity baselayer garments.  There are
also sports specific ranges for biking, running, trekking and
ski-ing. 

Mid layer range products will be available in 2010 with outwear
products following in 2011.

These eye catching hi-tech products are available at very
competitive prices and come with informative packaging.  A
range of POS materials designed to entice consumers is also
available.

Contact Ardblair Sports Importers today and arrange for one of
our Sales Representatives to come and show the exciting range
and see how you can benefit from X-BIONIC.

For a fascinating independent appraisal of X-BIONIC

Functional Sportswear, please visit www.sportscience-

laboratories.com/ or contact Ardblair Sports Importers, UK

Distributor. 

Visit www.ardblairsports.com or www.x-bionic.com 

MEN’S

ENERGIZER

LADIES

ENERGIZER
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IN SEASON RACQUET SPORTS

When Maria Sharapova is pictured
swinging a racquet, people sit up
and take notice. But what if she’s
wielding something that looks like
some weird hybrid of a
tennis/squash/badminton racquet? 

Could the days of traditional
sports dominating the landscape be
changing? Fresh, outdoor, non-
traditional sports are becoming more
and more popular, with activities
such as snowboarding, climbing and
skiing becoming strong contenders.
Could it now be the turn of speed
badminton, or ‘speedminton’ as it’s
been dubbed, a crossover sport
that’s still relatively new in the UK,
but which is rapidly gaining
converts across Europe?

Speedminton UK is run by
Andrew Low and Ralf Ganza, two
men on a mission to promote the new
sport in Britain and make it
accessible to everyone. The two men,
both certified Level 1 badminton
coaches, decided to start at grass-
roots level and introduce speedminton
into schools first. They are working
with the badminton associations and
are members of Badminton England.

Sports Insight spoke to Andrew
Low, director of Speedminton UK, to
find out the latest about the sport.
Speedminton UK works in close
partnership with the Schools Sports
Partnerships and Sport Action Zones,
as well as the Windsurfing
Association UK.

What is the background to
speed badminton?
Speed badminton, or speedminton, is
a hybrid racquet sport, which was the
brainchild of two German badminton
enthusiasts who wanted to take
badminton a little further and
increase its playability outside. It
encompasses aspects of badminton,
squash and tennis.

Firstly, the shuttles were
reinvented through various stages of
trial and error to increase speed and
stability. After various prototypes, the
current ‘speeder’ was developed with
some notable changes, including a
heavier head to increase speed and
stability; a shorter basket to reduce
wind resistance; a central hole in the
head to reduce wind resistance and
increase stability; and dimples on the
head, similar to a golf ball, to
increase stability

Once the speeders were developed,
the racquets also needed to be
modified. Finally, it was decided that
the net would be removed from the
game and an ‘out zone’ between the
two halves of the court was introduced,
changing the sport from a traditional
net game to a target-based game. 

The removal of the net also 
made the game more playable, 
with the only necessary equipment
being two racquets and a speeder
allowing for a ‘jumpers for
goalposts’ type of play. A short while
later ‘blackminton’ was created with
fluorescent glow-in-the-dark
equipment, allowing for speedminton
to be played anywhere, anytime.

We began introducing
Speedminton to the UK at the start
of 2007, focusing predominantly on
the grass roots level, and worked
heavily with schools and various
youth organisations.

What is your role at
Speedminton UK?
My role is to ensure the development
of all aspects of speedminton in the
UK, and includes the introduction of
the sport into schools, organisation of
tournaments and events, creation of
new clubs and the growth of the
retail presence of our equipment.

How popular is speedminton
proving in the UK and in
other countries? 
Speedminton is becoming increasingly
popular in the UK and is the fastest
growing racquet sport in Europe. It is
difficult to gauge an exact figure of
participants, as not all players register
with the governing body and many are
recreational players.

It is also difficult to provide the
number of schools playing due to the
set-up of school sports in the UK.
Each School Sport Partnership can
include up to 30-plus schools, hence
when a partnership becomes

Speedminton is a crossover sport that mixes badminton and
tennis in terms of speed and playability, finds Catherine Eade

For all ages
and abilities...
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involved in speedminton it is difficult
to keep track of how many of these
schools regularly play.

We have also managed to integrate
the sport into sports courses and the
Teacher Bridging Courses at Brighton
University and Liverpool John Moores
University, ensuring that future teachers
are aware of the sport and how to teach
and coach it at school level.

The sport is most popular in
Germany and Switzerland. However,
interest is rapidly growing in Sweden.

Is this a sport we should 
be keeping an eye on for
future tournaments? How
high is its profile at the
moment and how could
this be improved?
We are happy to say that in 2008 we
hosted the Inaugural European
Championships in the UK with great
success. Each year we have a British
Open, and are currently working on
creating tournaments in each home
country. Last year we saw the first
Welsh Open in Cardiff.

Our profile is becoming more
prominent as we work with Fit 
For Sport, a campaign backed by 
Ian Wright and Roger Black, and I
am delighted to say we are now part
of the Sainsbury’s Active Kids
scheme, allowing schools more
access to our equipment.
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Should retailers stocking
traditional racquet
equipment be thinking of
stocking speedminton
gear? What is the basic kit
needed, and how would a
retailer sell it?
Any retailers stocking traditional
racquet equipment should be looking
at stocking our equipment as the sport
becomes more popular. Basic kit for
freestyle play would be two racquets
and a speeder. For scoring play,
rudimentary courts can be set up in a
‘jumpers for goalposts’ fashion.
Tennis courts can be converted and
we do also supply portable courts.

Is this a game to be taken
seriously as a future big
player in the racquet
sports sector, or will it
remain a minority sport?
We are pushing very heavily to be a
future big player, and with the
playability of the sport and the
introduction into the grass roots level
and schools we are trying to ensure
that in the future everyone will have
heard of speed badminton.

More information can be 
found at www.speedminton.co.uk.
Equipment is available at
www.speedmintonstore.co.uk.

Is this the sort of crossover
sport that could encourage
youngsters to pick up a
racquet for the first time?
We strongly believe that this sport,
due to its fun nature, ease of play
and quick success, is the perfect
way to open the door to youngsters
who may not necessarily be keen on
other racquet sports without ever
having played them. We see
speedminton as the perfect entry
ticket into racquet sports. However,
it does also have great potential and
is a great spectator sport when
played at the highest level. It has
been dubbed ‘the racquet sport for
all ages and abilities’.

What support/interest 
have you had from the
sports industry/existing
racquet brands?
Currently, as we have our own brand,
existing racquet brands are not
something we are looking at. I’m sure
in the future, as the sport grows, other
brands will become interested in
producing speed badminton equipment.

Which sport’s personalities
are fans of the game?
Our most famous fan is Maria
Sharapova, who has been a great
ambassador for our sport.

si
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IN SEASON RACQUET SPORTS

Li-Ning
One of the world’s largest sports brands, Li-Ning launched its
badminton range in the UK at the recent All England Championships.

The sponsor of Lin Dan, the world number one and Olympic
champion, Li-Ning produces a range of products, racquets, shoes,
luggage and accessories. Distributed by Goode Sport, all are now
available in the UK.

Lin Dan defended his men’s singles title using the Li-Ning N90
racquet, which features a high kick point and weight at the tip of the
racquet to generate maximum power.
www.goode-sport.co.uk.
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Head
Head has extended its Youtek range with the launch of the classic Prestige, the
weapon of choice for Gilles Simon and Stanislas Wawrinka, and the most popular
Head player’s racquet on the tour.

As with the previous Prestige line, the Youtek Prestige is available in three
sizes - PRO, MID and the popular MP. The Youtek Prestige racquets also include d3o
and Teflon technology.

In the case of the prestige MP, the d3o belongs to the ‘smart materials’ category
and can dramatically change its behaviour under dynamic loading or impact. On
aggressive shots the d3o increases the stiffness of the racquet to provide maximum
power, while on slow-speed impacts provides a softer touch for better feel.

The Head grommets, with Teflon friction reducing polymer, reduces the friction
to boost power.

Racquet sports

Youtek
Extreme
Grab your sunglasses: Head has
introduced the new Youtek Extreme
series. Sporting a dazzling luminous
yellow colour, the eye catching Youtek
Extreme is used by Mikhail Youzhny, Svetlana
Kuznetsova and Victoria Azarenka.

Together with d3o and Teflon friction
reducing polymer, which creates a self-lubricating
effect, allowing the strings to slide through the
grommets, the Youtek Extreme remains a customer favourite. With
its rounded head offering a bigger and rounder sweet spot, it’s
great for top spin and power from all areas of the court.
www.head.com.
01539 724740.
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QUARRY HILL, BOX,
WILTS SN13 8LH

Patented Double Life balls - why settle for less
Tel: 01225 742141

E: derek@jpricebath.co.uk
www.jpricebath.co.uk

CONTACT US FOR DETAILS
ON OUR COMPLETE RANGE
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                                            is an initiative that harnesses the power of sport to improve communities.
                               It is led by people who can drive change. Tony Blair is its Chairman. Its Ambassadors  
include Senator Bill Bradley and Olympic legends Michael Johnson and Dame Kelly Holmes. It has been  
supported by world leaders such as Archbishop Desmond Tutu, seminal athletes like Dikembe Mutombo,  
and works with organisations including the NBA, NFL, NHL, and MLB. In areas affected by poverty,  
crime and social upheaval, Beyond Sport believes that sport can transform lives. The Beyond Sport 
Summit 2010 to be held in Chicago, from September 29-30, is two days dedicated to confronting critical  
global issues, challenging orthodoxy and seeking solutions - inspired by sport. The event climaxes with  
the annual Beyond Sport Awards, rewarding those that share this belief in the power of sport. Now 
you, and your organisation, are invited to book your place at this event. Join influential global leaders  
along with social entrepreneurs, sporting organisations, corporate companies and, of course, the winners.  
To be a part of this global gathering, visit www.beyondsport.org or call us on 0203 355 8133 now.

Change The World
Offer Closes September 30     

Global Partner Media Partner

www.beyondsport.org

International 
Development PartnerGlobal Airline Partner

Glo(base)ball_210x297.indd   1 11/3/10   09:45:14
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For further information
please contact the UK Sales Office 

on 0845 230 0147 or uk@rucanor.com

Rucanor’s wide range of “Never Out of Stock”
items is proving to be very popular with sports
retailers of all sizes in the current economic
climate. Controlling cash flow has become even
more important, so reducing key articles’ stock
commitment to what is physically on display and
using Rucanor as their warehouse could make life
a lot simpler for owners & buyers. Combining
Rucanor’s high stock levels with their Concept
Selling package makes even more sense, as the
colour-coded packaging & signage help to create
clearly defined product areas within the store. If
space allows, then positioning three or more of
the colour-coded themes together makes a

strong visual statement which cannot fail to
attract the consumer’s eye. The Concept can be
tailored to suit any size store and leads to a
proven increase in sales.

The NOS Concept has been successfully
implemented in mainland Europe with buying
groups such as Sport2000, Bakker Sport &
Intersport, and is currently being rolled out in the
UK with selected retailers. Rucanor have also
been holding talks with
Intersport UK and were delighted to be invited as
a showcase exhibitor to their recent show held
at the Cranmore Park headquarters. Intersport

members were able to see the suggested layout
for a number of categories from the Concept
and the response exceeded expectations, with
more than 80% of those who visited Rucanor’s
stand expressing an interest.

For any retailer looking to offer a professional
layout of their store whilst ensuring that they
cater for the needs of the consumer, the
Rucanor NOS Concept provides all of the
elements necessary to achieve this. Additionally
Rucanor can help to deliver a high return on
investment from a low stockholding commitment
by the retailer.

NOS CONCEPT
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INDOOR SPORTS

Mention indoor sports to many
people and they might smile with
the memory of that fantastic pool
break or high score in darts.
Others will remember fast and
furious games of table tennis,
while some may simply conjure up
an image of a family sitting round
the table on a wet Sunday
afternoon playing tiddlywinks.

With this country’s climate, the
term ‘indoor sports’ covers a wide
range of games. Most sports can be
played at some level indoors. These
days you can even play a round of golf
in your front room - with the right golf
simulator, of course.

Although the rise of the Wii has
had a huge impact on indoor games
such as darts, air hockey, pool and
table football, there are thankfully
still many people who know that
there is nothing like the real thing. 

Indoor games have seen their

popularity grow during the past
decade or so, thanks in large part to
improvements in product design that
have made them more fun and
desirable for home use. ‘Real’ games
such as these also appeal to parents
looking to provide activities for kids
and their friends that don’t involve
staring at a TV or computer screen.

Changing demographic
Indoor games such as table football
have traditionally been popular
amongst young males, but the
demographic is changing. Research
shows that the market for such
pastimes is expanding and includes
more female players. The economic
downturn has resulted in people
staying in more and, for some, setting
up a games room is a way of
entertaining friends as well as keeping
a houseful of children happy for long
periods of time. With more people

spending their leisure time at home,
particularly in the winter months, there
is more of an emphasis on ‘casual’
areas of the house, estate agents reveal.
Games rooms seem to be part of that
trend, according to some.

I for one remember the
excitement of visiting my rich
cousins as often as possible as their
parents had converted their (huge)
garage into a fantastically stocked
games room for their six kids. Hours
were spent playing table tennis, darts
and attempting with varying degrees
of success to pot coloured balls into
pockets as a nine year old. Estate
agents continue to report a trend
away from formal living rooms
towards games or ‘family rooms’ for
just such pursuits. Many building
companies now have divisions
specifically for the conversion of
garages or other parts of the house
into spaces dedicated to leisure. 

Market research company Mintel
says the sports market is changing. A
recent report on worldwide sports
participation revealed: ‘The onset of
the deepest recession in generations
is changing the entire social and
economic landscape…and has

The range of indoor sports available is all
encompassing, and online retailers are reporting

healthy sales for multi-games tables incorporating
table tennis, pool and air hockey, says Catherine Eade

Air hockey anyone?
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brought a whole range of new
uncertainties into play as a result.
Sports participation is in many ways
better equipped than almost all rival
leisure sectors to avoid the worst of
the economic downturn, but it is by
no means immune to trading down
behaviours and reductions in
frequency of involvement. 

‘Consumers have better access to
facilities, and participation initiatives
are becoming more attractive as
sponsorship propositions. However,
the market is dominated by casual
play that carries a higher risk of
drop-out and may have become too
closely associated with health and
fitness promotion to be valued as a
source of fun in its own right.’

Retailers who have the space to
expand their range of sports
equipment could do well to cater for
the myriad indoor sports available.

Indoor rankings
Pool is still the most popular of the
indoor games, but other traditional
indoor sports are still surprisingly
popular too. Air hockey, which is
huge in the States, attracts large
numbers of spectators to its world
championships and, perhaps
surprisingly, so does table hockey.
The International Table Hockey
Championships take place, rather
appropriately, in Las Vegas every
year, the gaming capital of the world.

Few can deny the popularity of
table football, which is mostly
played for fun in pubs, workplaces,
schools and clubs, but also in
official competitions run by a
number of national organisations
with highly evolved rules and
regulations. Several organisations
and promoters hold professional
table football events worldwide. The
International Table Soccer
Federation regulates international
events, including the yearly World
Championships and World Cup,
held to coincide with the FIFA
World Cup every four years. 

Meanwhile the English
Tiddlywinks Association promotes its
own game and coordinates ‘winking’
activities in the UK. The
Tiddlywinks World Championships
(yes, really) are strongly contested,
and before you fall off your chair in
disbelief, tiddlywinks is taken very
seriously by all those who play the
adult game. There are regular
tournaments in Britain and the USA,
and even a world title to play for. 
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Soon manufacturers brought the 
price point down and began offering
sophisticated electronic boards for
home use.

Table tennis continues to perform
well both inside and out, with sales
of table tennis tables steady and
lucrative, according to manufacturers
and retailers. Their continued use in
schools boosts their performance, but
the advances in manufacturing also
mean their durability appeals to
people who need to place them
outdoors for space reasons.

As well as the popular card
games of poker, gin rummy, bridge
and so on, mention must be made of
board games such as backgammon,
chess and draughts, the popularity of
which must not be underestimated. 

Some of the games tables now
available are impressive. From double-
sided tables offering pool on one side
and table tennis on the other, to nine in
one and even 20 in one, including card
and board games, they represent pure
heaven for games enthusiasts and
parents who have the space to install
one for their little darlings.

Wet weather days - of which we
get our fare share here in the UK -
don’t have to be a pain. Retailers
who stock indoor games are not
necessarily liable to lose sales when
the cold or wet weather appears, but
rather gain them.

Complex strategy game
As any winks fan will attest, the
adult game of tiddlywinks is not just
about flicking counters into a cup,
but a complex game of strategy and
tactics involving a mixture of manual
dexterity and intellectual activity. 

Strategic and tactical planning
involves anticipating opponents’
moves, rather than just building a
sequence of one’s own moves.
Another factor that complicates the
game is the time limit. In tiddlywinks
you can capture enemy counters
(winks) by covering them up with
one of your own. Thus winks often
get stacked on top of one another to
form ‘piles’ during a game. 

Darts is another traditional indoor
sport that has stood the test of time.
Still massively popular as a spectator
sport, as well as on a smaller scale in
boys’ bedrooms throughout the land,
it has benefited recently from an
influx of glamorous female players. 

Darts arguably owes its popularity
to the advent of electronic dartboards.
Steel tip darts, still referred to as ‘real
darts’ by some enthusiasts, were not
practical for crowded drinking
establishments. When electronic
boards with plastic-tipped darts first
surfaced, they were embraced by
proprietors as revenue generators. The
machines proved immensely popular,
and league play became widespread. si

Indoor Intro  11/3/10  3:33 pm  Page 2



IN SEASON INDOOR SPORTS

Cornilleau
For over 40 years Cornilleau has designed, developed and produced
table tennis tables of the highest quality.

Cornilleau is the world leader in outdoor tables and is the European
leader in table tennis tables, with more than 60 years’ of experience.

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 ITTF approved
tables for tournaments and competition use.

Despite an influx of ‘cheap’ and inferior Far East manufactured
football tables, the Garlando brand has maintained a strong position in
the UK and is a recognised market leader. It is synonymous with quality,
innovation and design and it is for these reasons that Garlando is one
of only five companies that partner the ITSF (International Table
Sports Federation).

The majority of Garlando
tables have telescopic safety
rods and steel roller bearings,
which greatly improve the
speed of the game whilst
reducing stress on players’ wrists.
There is a wide range to choose
from, including outdoor models, to
suit all tastes and budgets.
For more information 
visit www.uktabletennis.co.uk 
and www.uktablesports.co.uk, 
email sales@uktabletennis.co.uk 
or call 0845 2600 780.
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Harrows
The Harrows Darts Service Kit keeps the player ready for matchplay action.

The tough snap lock carry case contains six sets of aerodynamic flights, six
sets of tough shafts, 16 flight savers and 30 shaft ring grips - a total of 82
individual pieces.

Supplied in a superb display carton, which is sized to fit the company’s
merchandisers, this essential accessory pack has an SRP of £6.99.

The revitalised Alien 80
per cent tungsten series
features classic contoured
barrels, whose
symmetrical shape gives
the player total control
over the darts’ ‘in-flight’
tracking. The hi-tech
barrels are teamed with
Alamo shafts and spooky
Alien flights for
performance that is truly
out of this world. Packed
in an awesome display
carton, this range has
an SRP of £22.99.
Contact: 
01992 300300.
sales@harrows-
darts.com.
www.harrowsdarts.com. 

Indoor sports
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As a successful swimwear and

accessory manufacturer for many years,

Fashy decided to design and market a

compact range dedicated to both

training and competitive swimming.

The experience and success of Nicole

Hetzer, an Olympic medallist, was

instrumental in achieving a successful

launch of the Aquafeel range in both

Germany and Austria in 2009.

All the swimwear has been

manufactured according to Oeko-Tex

Standard 100. The textiles used are

water repellent and chlorine resistant.

Various styles and designs have been

made  to suit every individuals needs.

The goggle range has been designed 

for both comfort and fit for sustained

training sessions and performance

during competition.

Swimming caps have satisfied the

criteria of both an Hydrodynamic design

to reduce drag and lining to prevent

‘crawl-up’. All are made of silicone and

have proved to be comfortable and

longlasting.

Pool side shoes were a must-have.

The Aquafeel sandals are anatomically

designed for comfort, have a 

slip-resistant sole ( certified by TUV) 

and are sanitised to protect from fungal

infections. Using an ultralight material

they will even float.

All other accessories have been selected

to be the best.

We are able to deliver small orders

direct from our warehouse in Germany.

Aquafeel
192 Alma Road,
Bournemouth
Dorset, BH9 1AJ

Tel……..01202 515251
Fax…….01202 531409
Email….sales@fashy.co.uk
Web…...www.aqua-feel.de
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E-TAILING

New research carried out by
Forrester Consulting on behalf of
web company Akamai indicates
that two seconds is the new
threshold in terms of an average
online shopper’s expectation for a
web page to load, while 40 per cent
of shoppers will wait no more than
three seconds before abandoning a
site. These findings are a clear call
to action for all website owners. 

Additional findings of the
research indicate that quick page
loading is a key factor in a
consumer’s loyalty to an ecommerce
site, especially for high spenders.
The research also highlighted that 79
per cent of online shoppers who
experience a dissatisfying visit are
less likely to buy from the same site
again, with 27 per cent less likely to
buy from the same site’s physical
store - suggesting that the impact of a
bad online experience will reach
beyond the web and can result in lost
store sales.

Frustration
The study also shows that consumers
continue to be frustrated by online
shopping sites’ performance, which
leads to an increase in site
abandonment. Some 23 per cent of
dissatisfied online shoppers attributed
their dissatisfaction to the website
being too slow or taking too long to
load, while 57 per cent of online
shoppers insist on a rapid checkout
process, up nearly 10 per cent from
three years ago. One-third of
shoppers who abandoned a recent
shopping session did so because they
were dissatisfied with the site’s
performance. These results
demonstrate that a poorly performing
website can be damaging to a
retailer’s brand and reputation.

Web and email hosting specialist
Fasthosts’ Seasonal Web Sales Study,
which looks at ecommerce
performance over seasonal sales
(especially Christmas), found that 80
per cent of consumers encountered

slow websites at this time of year. An
alarming 42 per cent of consumers
have abandoned purchases on slow-
running sites and 34 per cent are more
likely to switch to a competitor’s
website during this period.

A significant number of Britons
will sidestep brand loyalty in favour
of speed and abandon a preferred
retailer’s site for a competitor’s
because of the pressure of Christmas
shopping. And one in three shoppers
admit to being more likely to
abandon a slow-running retail
website at Christmas than at other
times of the year. Interestingly,
women are more inclined to switch
to an alternative if they are
experiencing problems (44 per cent,
compared to 39 per cent of men).

Younger age groups are likely to
form a negative impression of a
business based on a slow website (36
per cent of under-25s, compared to
25 per cent of those aged 45-54).

“The online world is similar to the

With online customers increasingly time poor, ensuring your website
performs efficiently is more vital than ever, says Dave Howell

Need for speed

Etailing  11/3/10  3:28 pm  Page 1



offline and in both it’s not just about
having attractive products and prices,
but also about making sure it’s easy to
find the store, find stuff in the store
and to check-out,” says Adam
Boyden, president of Conduit, which
offers a software-as-a-service (SaaS)
tool. “Online stores have the added
challenge of simplifying the
technologies for every audience, and
those who don’t risk poor sales. Smart
online stores optimise their offerings
using intuitive language search
capabilities, product directories,
product categories like ‘most popular’
and ‘related accessories’ and quick
checkout processes.” 

Performance marketing
With the drive to increase sales, it
can be very easy to focus resources
on the content of your website and
give little thought to its overall
performance. But with online
shoppers more savvy than ever,
coupled with a lack of time to locate
the goods they want to buy, any
barrier to buying is commercial
suicide for online businesses.

Says Dominic Monkhouse, UK
managing director at PEER 1
Hosting, which offers web hosting
solutions: “As a general rule of
thumb, performance needs to
stimulate interest, enable purchase
and encourage confidence in a
retailer. Ecommerce businesses need
to make sure their hosting provider
can scale-up quickly to meet
demands in traffic and bandwidth. 

“To give a more specific example,
if you sell tennis racquets you can
expect to experience a dramatic
increase in hits over the Wimbledon
period. The hosting provider will pull
the data the customer provides at
checkout, push it to your payment
processing provider and send a
confirmation back to the customer.
The speed at which your site is able to
perform these tasks depends on how
much additional server capacity can
be provisioned as and when you need
it, and if your service provider owns a
network they can control to make sure
you get your share of bandwidth.”

Chris Barling, CEO at
ecommerce specialist Actinic, says:
“It can be tremendously damaging
when the performance of ecommerce
stores is poor. I spoke recently to a
store owner in the sports field that
was paying tens of thousands of
pounds a year to Google for pay-per-
click advertising, but was quibbling

about a few hundred pounds in
hosting fees. This is a false economy,
as poor hosting has the potential to
undermine all of the effort in other
areas. Independent research,
including statements from Google,
has made that clear.”

Services like ServerScores and
Load Impact can instantly tell you
where the bottlenecks are with either
your server or web pages. This
information is vital to ensure that
your site is always operating at
maximum efficiency. And as there is
a correlation between what a
consumer is likely to spend on a
product and the speed of the website
they are using, the faster your site the
better. Research has indicated that a
customer will pay more for goods on
an efficient website, even though they
know they are cheaper elsewhere. 

Graham Jones, an internet
psychologist, advises: “In these days
of high speed broadband, internet
shoppers expect rapid responses. If
your website doesn’t react quickly or
if your server platform has technical
problems or inadequacies, it’s almost
certain you are losing purchasers.”

Adam Boyden says: “If online
retailers don’t adjust to consumer
expectations, they won’t be around
long. Pages need to load fast so they
should include less information,
smaller images and targeted
information - preferably based on
user preferences obtained via
personal information from a previous
visit, if applicable. Flash should be
used sparingly and has only proven
effective for large purchases like cars,
scooters, boats, etc. Users should
always have a prominent option to
close video, flash or images if they
are slowing down their connection.”

What has become clear in recent
years is that the efficiency of your
website is a critical component to its
commercial success. Customers
demand both fast response times and
well-designed websites that contain
rich media. 

It is possible to develop a media-
rich presence on the web and deliver
your store’s content in an efficient
platform that will ensure your
customers are not delayed in finding
and purchasing the goods they want.
In a world where time is money,
ensuring your site performs well
every second of the day is now an
even more important commercial
imperative than it has ever been.
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Online success
Ben Barnes, director of
specialist sports retailer
Game Set & Match

Many sports
storeowners that have
a website seem to
focus on the content
of their offering,
especially pricing. How damaging can this be
to their store’s overall traffic and profitability?
We have come into ecommerce later than others, so had
a wish list of how it should function. A slow, cluttered
site was the first thing we did not want to be. We knew
this had to be avoided to ensure customers were not
frustrated, which would ultimately damage our
relationship with them.

What other factors should online storeowners
consider when trying to improve their store’s
overall speed?
We looked at how quick it is to find, click and buy. The
shopping behaviour of a man is see it, want it, buy it
and get out. A bit of a smash-and-grab approach. So we
looked to keep it simple to find, buy and get out.

How has the expectation of today’s online
shoppers influenced the design and speed of
ecommerce enabled websites?
A huge influence, from our point of view, is to ensure
the site loads quickly and for the images to be
optimised. We use very little video or Flash Player
items, as they too can slow things down.

How does the efficiency of a storeowner’s
website impact offline sales?
It is an extension of your offline shop. With a lot of our
products, you need to try them before you buy them, so
browsing our site can help people decide if they will come
to our shop. More importantly, if the site is rubbish, this
could put them off coming altogether. A great website can
give an impression of a company that knows what they
are doing and encourage the potential customer to buy
online or come to the shop. A big, effective website can
help you punch above your high street weight.

si
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To advertise here call 01206 505 947 or Email keith@sports-insight.co.uk
Visit us online at www.sports-insight.co.uk

To place an order or request a catalogue: 
Call 01392 354790  Fax 01392 354793

Email sales@bbsports.co.uk
Warehouse: BB SPORTS DISTRIBUTORS, 

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

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

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

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

UK Table
Tennis Ltd
The Table Tennis
Specialists

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

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

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

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

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

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

Archery suppliers since 1963

Bows, arrows, crossbows, 

targets, accessories.

Tel:   01296 632573

Email: admin@petron.info

Web: www.petron.info

VIGA
Athletic Clothing Co. Ltd

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

• WATERPROOF JACKETS • 
• GILET TOP •

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

• VESTS • 
• SHORTS •

Rugby

Wholesaler

Wholesaler

Table Tennis

Boxing / Martial Arts

Fitness Equipment

Merchandising

Wholesaler

EPOS

Archery

Fitness

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

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

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

Boxing

For more information go to   

www.gforcesportswear.co.uk
or give the GFORCE sales team a call on 

01507 523243

Gymphlex Ltd, Boston Road, Horncastle, 

Lincolnshire  LN9 6HU Fax: 01507 524421 

Email: gforce@gymphlex.co.uk

CREATE A WINNING TEAM WITH 

THE ULTIMATE IN TECHNICAL 

BESPOKE SPORTSWEAR

Performance Clothing

Athletic/School Clothing

Team up with FORCE XV today and become
part of our UK network of retailers 

and teamwear specialists!

contact-export@forcexv.com 
www.forcexv.com

Sublimated Jerseys, Protection, Teamwear & Training Equipment
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TAIL-ENDER

An old chap came into the shop the
other day to buy a pair of trainers
for his nephew and asked if we still
took cash. I told him that, in my
establishment, cash would always
be king, and even when he handed
over a supermarket carrier bag full
of five and ten pence pieces, which
took my assistant Norman over an
hour to count, I saw no reason to
change my mind.

The truth is that I hate credit

cards, and so does Norman. When he

had one stolen recently he decided not

to report it because the thief was

spending less than his wife did.

I was one of the last shops in our

street to accept credit cards, and I’m

not all that keen on cheques either. If I

had my way, we’d still be living in the

world of ten shilling postal orders and

a comforting wodge of half-crowns in

the back pocket. Happy days, eh?

Common ground
My mother-in-law feels the same way

as I do (it’s the only thing we have in

common) and refuses to sign her

credit card on the grounds that she

doesn’t want anyone to know who she

is. When she forgot her PIN number,

she asked my wife: “What number do

you think I might have chosen?”

Even the word ‘credit’ is

anathema to me There’s nothing

remotely creditable about it. All it

does is put you deeper into debt and

exploit your plight by charging

extortionate interest, which keeps you

awake at night.

At least debit cards, which are

usually grim-looking black things, are

honest enough to say what they are. If

you misbehave with a debit card you

are likely to get a call from the bank

manager by teatime, and he will

usually be very angry.

My friend Harbottle, who runs a

sports shop in the next parish, was

once called to the phone from his

pork pie and chips by his bank

manager and told to destroy his debit

card that very instant. His wife held

the phone so that the manager could

hear Harbottle’s scissors slicing into

the plastic. When he got back to the

table, the dog had eaten his pie. It was

not one of Harbottle’s better days.

My congenital dislike of credit

cards dates back to when I got my

first card and received my first bill. 

It said I owed 0.00 pounds. Since I

had not made any purchases, I threw

the bill away.

A week later the credit card

company wrote to say that if I didn’t

send them 0.00 pounds they would

cancel the card and put me on a credit

blacklist. I rang the company and

spoke to Kevin, who said he was my

credit support adviser and was very

comforting. There had obviously been

a computer error and he would take

care of it. I wasn’t to worry any more.

Next day I got a bill for 0.00

pounds and a letter saying I had only

10 days to settle the account or the

company would take steps to recover

the debt.

Fantasy world
Deciding to enter their fantasy world,

I mailed a cheque for 0.00 pounds

and received a statement thanking me

for the cheque and reporting that I

was now in credit. It was a pleasure

to do business with me.

A week later the bank called to

ask why I had written a cheque for

0.00 pounds, which had brought

havoc to its cheque processing

software and caused the central

computer to crash, stopping all

transactions for the rest of the day.

Shortly afterwards, I got a letter

from the credit card company saying

that my cheque had been returned by

the bank and that I now owed 0.00

pounds. Unless I sent a cheque by

return, they would be forced to take

steps to recover the debt.

I was going to use the card to buy

my wife a sewing machine for her

birthday, but instead I cancelled it and

sent a postal order as a deposit on a

bargain winter break weekend in

Lyme Regis. 

Okay, I may be a fossil of an

extinct economic species, but the good

news is that there are others like me

emerging from the antediluvian slime.

Not long ago, returning from a

closing-down sale, Norman and I

stopped for a meal at a previously

unvisited restaurant. After an

excellent and reasonably priced

lunch, we were perturbed to find that

the proprietor would accept neither

cheques nor cards, on the grounds

that they were operated by:

“Robbing ******** who won’t get a

penny out of me.”

But apparently, payment was no

problem: “Go out of the door, steer a

course of 287 degrees and you’ll find

all the money you want.”

The course, followed with the aid

of the boy scout compass on

Norman's key ring, took us straight to

a building society cashpoint.

A sideways look at the world of independent retailing
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“The credit
card

company
wrote to say

that if I
didn’t send
them 0.00

pounds they
would cancel
the card and
put me on a

credit
blacklist”

Under the counter
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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
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