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trainingwear to thousands of grassroots teams and clubs throughout the country.
PROSTAR is one of the UK’s leading sportswear
brands, providing sports kit and trainingwear to
thousands of grassroots teams and clubs throughout
the country.
Having recently provided full kit to National league
One Featherstone Rovers RLFC, being the main
sponsor of League Two football Club Wycombe
Wanderers and supplying kit to the Turks and Caicos
Islands World Cup squad, PROSTAR is fast developing
its range of products to cross the whole sporting
sector.
For 2008, PROSTAR has developed its’ already
popular Teamwear and Trainingwear collections to
deliver a comprehensive range of clothing and
accessories suitable for all sports. The two new
catalogues, featuring the new ranges, have been
structured to suit the different needs of each audience.
Catalogues Following the success of last years
Teamwear catalogue, PROSTAR has further developed
its colour theme making it possible for clubs to
coordinate their football jersey, shorts and socks with
a comprehensive trainingwear range. The catalogue
also has a separate section enabling clubs to view

Venturer

products by style. The exciting new Trainingwear
catalogue features real sportsmen and women in their
own environment including Rugby, Hockey, Cricket,
Netball and Lacrosse. The product sections show
detailed photography of each product’s technical
features. A unique aftercare section has also been
included which provides advice on how to wash and
care for new garments in order to get the best from
them.
Football Jerseys PROSTAR has updated two classic
football jersey designs, Inter and Celtic, to create the
Avellino and Messina jerseys. Both feature mesh
panels providing added ventilation and improving
comfort. A single coloured back panel has also been
integrated into both designs to improve visibility of
shirt numbers. A brand new jersey has been created in
the Modena. With a pinstripe design, bound cuffs and
a mesh drop tail at the back this new style brings both
style and comfort to the pitch. Goalkeeper jerseys,
Napoli and Siena, have also been added to the
teamwear range. Both styles feature padding in the
elbows for added protection, while the Siena also
features silicon pads on the forearms to increase grip.
Tracksuits Two brand new tracksuits have been
developed with the introduction of the Luna and

Luna

Dynamics jackets. Both tops, made from a high quality
soft touch outer shell, feature a chin guard for added
comfort. The Luna, which replaces the extremely
popular Pacific tracksuit, has a full length zip while the
Dynamics features a quarter zip. Both have been
designed to co-ordinate with the new Luna and
Dynamics trousers.
Weatherproof To enable sports people to continue
training throughout the year, whatever the weather,
PROSTAR has expanded on its’ weatherproof range.
The Blizzard jacket, which is fleece lined and weather
resistant, also features an ergonomically designed
hood
for added protection. The fully waterproof Tornado
bench jacket has a quilted lining and is available in an
extra long length for added warmth.
Leisure wear A completely new range for 2008, the
leisure wear garments are available in an extensive
range of colours and styles which means there is
something to suit everyone. The Atlas polo shirt, made
from high density soft touch fabric, is available in 20
colour combinations, while the Zeus t-shirt, Titan
Sweatshirt

Messina

Cronus

Echo

and Cronus hooded top are all
comfortable, high quality garments designed to aid
and enhance performance.
Trousers/ shorts The moisture management system in
the Azores running trousers and Echo running shorts
make the garments ideal for athletes training at all
levels, while the fitted style of Azores helps to
enhance performance. In addition PROSTAR has
created the Aurora trousers to accompany the already
popular Aurora jacket. This breathable lightweight
garment includes full length zips to the pocket and
venting under the waistband to increase airflow. The
stylish new Sparta team
shorts
have
been
designed with comfort

Corona

skin ensuring the
wearer
remains
cool
and
comfortable. In addition PROSTAR provides women’s
sizes in the new Aurora trouser.
Bags PROSTAR has developed a new range of bags
for 2008 to expand on the previous styles. The
Challenger holdall is available in two sizes and
features a bottle holder in the end pocket, a ‘wet’
pocket and a detachable inner wallet for extra security.
The new Pace bootbag features a mesh area for
ventilation and will hold up to a size 14 boot. The
Venturer rucksack has been designed to colourcoordinate with the PROSTAR trainingwear range, and

Modena

of wear and tear.
In addition to these features,
the Galaxy has also been designed
specifically with footballers in mind. This ultimate
performance sock includes technical support and
protection making it suitable for all abilities - from
grassroots to premiership. ‘Trainer’ socks Dash and
Neon have been
designed to provide
luxurious quality and

For a copy of the new Trainingwear and Teamwear
catalogues contact the PROSTAR sales team on
0844 902 1801 or visit www.prostar.co.uk
in mind, with the mesh
panel at the back,
under the waistband
providing added ventilation. The shorts are available
in nine different colour combinations and are designed
to compliment new and existing jersey styles with its
exciting sweeping contrast design.
Women’s wear Further progressing on the 2007
women’s range, PROSTAR
has developed the Synergy skort – a cross between
a skirt and short – suitable for a wide variety of sports
and available in a number of colourways. The Corona
vest, designed to coordinate with all shorts, skorts and
trousers, contains moisture management properties
designed to wick perspiration away
form the

Atlas

also features the separate ‘wet’ compartment. While
the lightweight durable Contest sports sack provides a
cost-effective alternative for younger sports people.
Socks PROSTAR has over 100 years experience in
producing a wide and innovative range of socks- which
included providing the socks worn by Sir Edmund
Hilary’s team on the first ascent of Everest. Now, using
their wide ranging experience and great depth of
knowledge a new range of high quality performance
socks has been developed suitable for all sports. The
Pegasus and Mercury styles feature Venta fabric which
allows the feet to breathe and a Toe box made of
extra dense fabric which helps to
reduce the risk

Blizzard

comfort fit. The Dash
sock also features
Pro Cool moisture
management, which
ensures the wearer stays cool and comfortable, while
the Pro Fresh anti-bacterial properties help neutralise
bacteria.
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Zeus
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that means
business
With over 60 leading suppliers & in excess
of 200 independent retailers expected at the
exciting new venue for this years show,
can you afford not to be there?
In association with

www.stagbuyinggroup.com
Tel: 01793 715 406 Email: enquiries@stagbuyinggroup.com

WHAT’S NEWS

WHAT’S NEWS

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

DIARY DATES
THE STAG SHOW 2008 IN ASSOCIATION
WITH SPORTS INSIGHT
November 23-24
Four Pillars Hotel,
Cotswold Water Park
ISPO WINTER 09
February 1-4
New Munich Trade Fair Centre
SPORTS SOURCE EUROPE
February 1-4
New Munich Trade Fair Centre
SLIDE
February 15-17
Manchester Central
ISPO CHINA 09
February 19-21
International Convention Centre
Beijing

NEW BALANCE OPENS ROME STORE
New Balance has opened a store in Rome, the
company’s second in Italy. The new outlet, which
is independently run, is owned by Claudio and
Massimo Panei, and was developed by Gartner
Sports, New Balance’s distributor in Italy since
1996, in collaboration with A&A Design.

“We wanted to depict the shoes as heroes
in-store and we have created a distinctive
environment designed to appeal to the
urban-based, fashion conscious young
adult man,” says Christian Gartner, CEO of
Gartner Sport.

STAG CONFIRMS MORE SIGNINGS
Cardiff Sportsgear, considered by many to be
the largest independent sports shop in Wales,
has joined the STAG Buying Group.
Says Andrew Jordan, owner of the familyowned outlet: “There are a range of benefits
that flow from joining STAG, but I have to say
the most important for us is the prospect of a
healthier bottom line.
“There is little doubt that being part of the
STAG Buying Group has given us a sharper and
more competitive edge and has allowed us to
contain costs appreciably. Cost savings have
always played a key part in running any
business, but it’s clear to us that if there
was ever a time when that has leapfrogged to
the top of the list of business priorities, that
time is now.”
Jordan also cited being part of a wider but
interlinked community of interests as a key
motivation in his decision to join STAG: “Trade
shows are proving more and more important
to us as an independent retailer as it enables
us to seek and
build a closer
relationship with
the brands we
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SMEX

choose to stock.”
Ward Robertson, managing director of
STAG, sees the link with Cardiff Sportsgear as
significant for the buying group. “The
independent retailer is the high street’s
heartbeat,” he says. “They are the central
hubs of the community and offer a service
that is unique and one the consumer
recognises as special and tailored specifically
to them. It is a style of selling and a highly
specialised approach, full of enterprise, which
just cannot be replicated by the larger and
more impersonal chains.”
Weybridge Sports, a Surrey-based, familyrun and owned sports retailer, has also joined
STAG, along with Polimil Ltd, a specialist
ecommerce retailer of police, military and
security equipment and clothing.
On the supplier front, STAG has welcomed
outdoor brand Coleman, apparel expert ODLO
and specialist UK and international distributor
Anatom to its ever-growing ranks.
Anatom, which recently acquired the
Pacerpole brand, currently distributes TEKO
socks, Superfeet Advanced Insole Systems,
The Brannock Device foot measuring system,

March 9
Wembley Stadium
RUNNING ORDER SHOW
June 28-29
Munich Order Centre

Backcountry Access snow safety equipment
and Life is good clothing and accessories.
Says Gordon Fraser, Anatom’s managing
director: “We are currently experiencing a run
of success with our sales and distribution
programme, yet at the same time we see
joining the STAG buying group as central to
maintaining that impetus as we continue to
drive our business strategy forward. We feel
the partnership with STAG sends a clear signal
to the independent retail trade about our
ambitions to build market share in that key
sector - a sector that offers compelling
benefits to all consumers everywhere.”
Of the agreement with Anatom, Ward
Robertson said: “I can fairly say that we see
eye to eye with each other in our strategic
approach to the outdoor market. Both
organisations recognise the pre-eminent
position of the independent retailer as a
major force in the outdoor market and we
also recognise that the success of our new
working arrangement can be judged squarely
on our relationships with the independent
retailing community. It is a forward thinking
community that shares a progressive
philosophy built on the lasting foundations of
fair competition and sustainable growth.”

“He’s fat, he’s round, he swears like Chubby Brown, Joe Kinnear, Joe Kinnear!”
Chant heard at Newcastle

CORRECTION
In the July/August issue Maru was mistakenly reported to be
launching a swim fin and other accessories from an aquatic
fitness line. This should have been attributed to Aqua Sphere.
For Maru’s full range of products and autumn/winter 08 range
visit www.maruswimwear.co.uk

SALES INCREASE FOR MARU
Maru Swimwear has posted a five per cent year-on-year
increase in sales of its swim equipment.
Says Roger Allen, director of Maru Swimwear: “Maru was
established 18 years ago in the UK, primarily as an active
swimwear manufacturer. Over the years we have diversified
into various areas of swim equipment, from swim hats and
swim bags to technical goggles and training fins.
“The swim equipment division has grown steadily,
particularly over the past few years, to a point where it is
now over one third of our total turnover. This growth has
more than outstripped our target and is very pleasing indeed.
In fact, we envisage this division increasing even further over
the next year, buoyed by the latest addition to our equipment
range - Flashing Dive Games.”

ADIZONES UNVEILED
adidas, the Official Sportswear Partner of the London 2012 Olympic and
Paralympic Games, has committed £1million to getting young Londoners
participating in sport with the launch of five giant multisport outdoor
venues called ‘adiZones’.
The adiZones, which form part of adidas’s £100million investment in
the Games, will be located in each of the five Host Boroughs (Tower
Hamlets, Greenwich, Hackney, Newham and Waltham Forest). Designed
by The Great Outdoor Gym Company, the sites are permanent
installations measuring 625sq m and have been inspired by the sports of
the Olympic and Paralympic Games, incorporating basketball, football
and tennis areas, a climbing wall, an outdoor gym and an open area for
dance, aerobics and gymnastics.
Free for the community to use as part of adidas’s pledge to create a
legacy from the London 2012 Games, the adiZones will serve local
communities across the five boroughs as spaces where young people
can meet socially while being encouraged to play sports. Each adiZone
will be maintained by its local borough and it is hoped this first
investment from adidas will be matched by the government-backed
National Sports Foundation to further develop the surrounding area with
sporting facilities.
Says Nick Craggs, director
of marketing, adidas Area North
(pictured): “When adidas
announced our London 2012
tier one sponsorship we
committed to encouraging and
inspiring London’s youth to
participate in sport. The
adiZones in the five Host
Boroughs are an initial step
towards creating a real legacy
and demonstrating the adidas
commitment post the Beijing
Olympic and Paralympic
Games. It is important that
free sporting facilities are
made available if we are truly
going to get the nation
participating in sport.”
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WHAT’S NEWS

KOOGA RUGBY SECURES
LICENSING DEAL WITH DUKES
KooGa Rugby has expanded its business operations into cricket
following a licensing deal with established cricket brand, Dukes.
The Dukes brand can be traced back to 1760 and is one of
the longest established brands in retail. Through the new
relationship KooGa will work to maintain Dukes’s heritage in
cricket, in addition to consolidating the current customer base
and driving the brand forward. The Dukes product range
includes teamwear, bats, balls, padding and accessories. The
company’s current kit offering is proving popular, especially
Dukes cricket balls. Made in England with English alum tanned
leather, The Dukes County International ‘A’ cricket ball is used
exclusively in all domestic First Class County and Test cricket.
“In rugby or cricket, customers want comfortable
performance equipment and clothing and an efficient service,”
says Bill Newton, director of KooGa Rugby Ltd. “We intend to
transfer the high standards demanded of us in the rugby
marketplace into our cricket activity with Dukes. Rugby and
cricket customer and players are not too dissimilar in terms of
character, expectations and outlook, so we are confident that
we can be successful with our Dukes operation.”

SOUTH WEST TOPS UK
SPORTS TABLE
The South West of England is the sportiest region in the UK, with
over a fifth of adults there participating in sport, according to a
new study.
The research, undertaken by online sports listing site
www.wheresthematch.com, has found that 16 per cent of British
adults take part in sport, whereas in the South West statistics show
over 22 per cent of adults take part in sport and/or recreational
activity. The most active over-school age group is unsurprisingly the
18-24 demographic, which accounts for 63 per cent of Brits
currently competing in sport on a regular basis.
Fifty-eight per cent of non-participants listed time management
as the reason why they don’t play sport on a regular basis,
followed by 43 per cent who listed family commitments. Twentyfour per cent stated that they could not commit to being available,
31 per cent answered the multiple answer questions by stating that
they did not enjoy sports and/or exercise, while 16 per cent said
that lack of motivation was to blame.
Says Wes Lewis, co-founder of Wheresthematch.com: “We had
the research carried out as we wanted to see which regions were
most interested in sport to give us an indication of where to
market our service best. It was clear from our stats that football is
still the nation’s favourite sport, both to watch and to play.
However, rugby union is not too far behind and is likely to have
made the difference as to why the South West is the sportiest
region in the UK.”

TRANSFER MARKET
…SPORT ENGLAND has appointed CAROLINE WEBER to the newly
created role of executive director of communications and public affairs.
Weber joins Sport England from McDonald’s Europe, where she was
senior director for communications and government relations. In her
role at Sport England she will lead all areas of Sport England’s
communications and public affairs work...NEW BALANCE has appointed
RAINER GRAEBER as the country sales manager for Germany…
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TOP TALENT WANTS TOP SALARIES
Companies operating in the sporting goods market are having to
offer highly competitive salary and flexible benefits packages to
attract the talent needed to develop business in emerging
markets and keep ahead of the competition. That’s the trend
reflected in data from the inaugural salary survey compiled by
Sports Recruitment International, a specialist search and
recruitment consultancy.
The data underscores two key trends. Firstly, the continuing
fusion between fashion and sportswear means that sportswear
brands have to innovate continuously to develop new products
that enable them to remain competitive against new brands moving
into the sector. Secondly, the fast-growing economies of Eastern
Europe and Asia offer rich potential to develop market share for
those brands led by executives who combine industry skills
with the language and cultural dexterity to operate effectively in
these markets.
Consultants at Sports Recruitment International say that while
salaries across the sector have not risen dramatically compared to
other related industries, high demand for the comparatively small
pool of high-calibre individuals with top-level, industry-specific skills
allied to international experience means employers are having to
create premium packages to attract and retain top talent. The salary
survey reveals chief executives earning average salaries of £219K in
the UK and €302K across Europe, with middle managers earning
average salaries of between £42-£51K in the UK and between
€37-€82K in Europe.
According to James Worrall of Sports Recruitment International,
current salary levels reflect a number of trends in the sector. “Brands
are continuing to invest to develop products across lifestyle,
performance and fashion categories with established brands working
hard to compete with emerging brands,” he says. “Recruitment into
the sporting goods industry from other areas, particularly the fashion
and FMCG sectors, is also fuelling higher executive level salaries as
employers are forced to match salary levels outside the industry to
combine fresh knowledge and technical ability from more evolved
sectors with their existing teams.”

“I wrap nappies filled with my three-year-old son Max’s wee around my
fists. The nappies hold the liquid and the swelling stays down.”
WBC heavyweight champion Vitali Klitschko explains how he deals with
his troublesome hands

MORE ACQUISITION
ACTIVITY PREDICTED
A series of takeovers and sell-offs will sweep the sports
and leisurewear market as a result of the economic
downturn, according to a new report from industry
analyst Plimsoll Publishing.
The study has found that a combination of factors is
forcing smaller companies to consider selling to bigger
rivals, while larger players are looking to buy their
smaller rivals to diversify and develop their businesses.
Says David Pattison, senior analyst at Plimsoll: “It has
a great deal to do with necessity. Many of the larger
players in the market, despite the downturn, are
desperate to find new ways to develop their business,
but with the current climate costs are being cut and
business development is being slashed. So they need
options to help them protect their futures and tap into
existing revenue and profit streams.”
According to Pattison, financing a series of
small acquisitions will give these companies two
major benefits:
 A quick route to increasing sales at relatively low cost
 A foothold in the emerging sectors of the market
For the past few years larger companies have been
surviving on wafer-thin profit margins, most only making
4.4 per cent or less, while 60 of the UK’s top 682 players
are losing money, says Plimsoll. Meanwhile at the other
end of the market, a group of 132 smaller and highly
focused companies are emerging. These fast-growing
businesses have been able to carve out niche markets for
themselves, some with premium profit margins. The best
examples of these companies are:
 Reporting sales increases of well over 21 per cent
per year
 Reporting profit margins of 4.4 per cent
However, despite the excellent returns many of these
company’s owners are eager to sell. According to Plimsoll,
several factors are at play - a combination of the
businesses reaching a critical point in their development,
twinned with the tightening of credit and a reluctance of
the money markets to finance the next phase of
development. In today’s market, selling these businesses
makes sense for two reasons:
 Brings the chance of stability and security to protect
the business
 Accelerates the development of the company due to
extra resources
Says Pattison: “It would be a pity if some of
these exceptional businesses went to the wall, or do not
get the maximum chance to prosper just through lack
of funding.”
The Plimsoll analysis identifies the companies most
exposed to the downturn, those in pole position to
prosper and those where the combination of poor
performance and a slowing economy has exposed them
as a cost-effective acquisition. It also includes a future
snapshot on each company, demonstrating how each
might survive this period of consolidation. It rates each
company on their attractiveness as an acquisition and
highlights the most attractive companies to buy in the
sports and leisurewear sector.
The report is available at the discounted price of £350
by calling Clair Sherwood on 01642 626422 or emailing
c.sherwood@plimsoll.co.uk

WWW.SPORTS-INSIGHT.CO.UK 09

WHAT’S NEWS

ISRA

www.isra.ie

It's been a busy time for ISRA recently. An October full of shows and
meetings, a visit to the ispo team in Germany and the ISRA/Allied Nike
show in London kept members on the move.
The ISRA category manager idea has taken off, with individual
members taking charge of product categories in order to work more
closely with relevant suppliers and in turn advising and giving guidance
to other members. Category managers are planning on meeting in
early December to discuss progress and plan ahead in advance of the
upcoming ISRA show in January.
ISRA welcomed a new member in October. Henneberys of Tralee is
a long-established, family-run business and helps boost ISRA's presence
in the county of Kerry, where ISRA has three other existing members.
On new members, Tom Foley of ISRA is very clear: “Increasing
numbers is not a priority, we don’t actively push membership. These
days being a member of ISRA is as much about what you can bring to
ISRA as what ISRA can offer you. In my opinion, active and enthusiastic
members are more important than increasing numbers for the sake of
numbers. Creating a sense of community, members networking and
working together is the cornerstone of the group. The group is
developing and working very well and while new members are
welcome they need to be compatible with this ethos."

SPORTS SHORTS

SPONSORSHIP NEWS
… GLEN JOHNSON, the Portsmouth FC and England player, has signed a
three-year sponsorship deal with LOTTO, which will see the former
Chelsea defender wear the company’s Zhero Leggenda Due boots this
season. The agreement also includes the sponsoring of Johnson’s Kentbased soccer school, which attracts 2,000 four-16-year-olds every
month…NEW BALANCE has become the official footwear partner of
CARLISLE UNITED FOOTBALL CLUB…THE BRITISH ASSOCIATION OF
SPORTS AND EXERCISE SCIENCE (BASES) has announced Gatorade as its
official sports nutrition partner…SONY ERICSSON has signed up as a
sponsor for the 2010 FIFA WORLD CUP...MOLTEN is to sponsor the
CANTERBURY & DISTRICT NETBALL LEAGUE…NESTLÉ has become the
10th sponsor to align itself with WEMBLEY STADIUM, joining Microsoft,
Umbro, Carlsberg, npower, Walkers, Betfred, National Express, Coca-Cola
and Nationwide…THE LAWN TENNIS ASSOCIATION has signed life
assurance and pensions company AEGON as the first lead partner of
British Tennis with a five-year deal that will run to 2013. As the lead
partner, AEGON will be involved in all aspects of the sport, including the
parks and schools programmes, supporting key junior elite athletes, as
well as holding naming rights to international grass court
events…BUDWEISER has extended its sponsorship deal with
MANCHESTER UNITED through to the end of the 2009/10 season…
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…THE CO-OPERATIVE has announced further
backing for the netball Olympic bid campaign
by unveiling a new website www.netballolympicbid.com - along with its
own ‘Back the Bid’ initiative. The ‘Back the Bid’
website is set to become the central point for
the campaign and contains background details
and the latest news alongside messages of support from various
celebrities including Dame Kelly Holmes, Bryan Robson and rugby
league stars Jon Wilkin and Robbie Paul…NIKE came 17th in this year’s
official top 20 CoolBrands listing; top three where Aston Martin,
iPhone and Apple…TRION:Z and MBT have been awarded the accolade
of ‘Best Up & Coming Brand 2008’ by INTERSPORT UK… OPROSHIELD
has reached agreement with SARACENS, WASPS and BATH to supply
the Guinness Premiership teams with the company’s mouthguards to
sell in their club shops. OPROshield is also in discussion with a number
of other Premiership clubs regarding similar deals and the company
hopes to have the Premiership collection available for general retail
sale next season…THE INTERNATIONAL TRIATHLON UNION is
revamping its flagship World Championships from a single-day event
into a series of competitions. From 2009 the new format will consist of
six world championship events plus a grand final, creating a global
series…the home nations are locked in negotiations over whether to
table single or joint bids to host the 2015 RUGBY WORLD CUP. Italy,
South Africa, Australia and Japan have also confirmed they will be
bidding for the 2015 competition…ARSENAL has unveiled pre-tax
profits of £36.7m, an increase of £10m on the prior 12-month
period…SCOTTISH RUGBY contributed more than £100m to the
economy, according to a new study, due to its exploitation of the
Murrayfield Stadium…HELLY HANSEN is running a retailer incentive to
encourage orders of its Lifa merchandising stands to increase the sellthrough of baselayers. The company is offering retailers a free display
stand with every purchase of 100 units of Lifa across the marine,
outdoor and snowsports sectors…
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MOLTEN - THE WORLD’S
LEADING MANUFACTURER
OF QUALITY BALLS
Molten is the world’s leading manufacturer of athletic balls. The
company has been designing and producing balls of uncompromising
quality since 1958 - from footballs and basketballs to volleyballs and
netballs. It also manufactures a range of top-quality accessories, from
ball bags and whistles to scoreboards and strategy boards.
Renowned for its cutting-edge technology, Molten continues to
raise global standards with revolutionary products like the professional
Molten ACENTEC Vantaggio football, which is FIFA approved and is
now the match ball for most high-profile world events, while the
innovative Molten G-Series basketball is the official basketball for all
FIBA games worldwide up to 2016, as well as the
London Olympics in 2012.
For further information contact Molten
Sports on 0800 298 8217,
email info@moltensports.co.uk
or visit www.moltensports.co.uk

KIT STOP
Essential stock for your shop

STAG Show Exhibitor

JAKABEL: LEADER IN
SAFETY AND FUN FOR
KIDS AT PLAY
With the unique Swimsafe-branded floatsuits mums can
be sure that their little ones will learn to swim
independently as quickly as possible without the risk of
tipping over in the water. Flexible, removable floats
incorporated in a UV50+ suit with a back-facing zipper
mean that children are protected from the sun and are
safe to swim.
As a one-stop shop for swim and sun protection,
Jakabel’s ever-increasing range of UV wear is a must for
any retailer looking at this fast-growing area. Shorts,
skorts, sunsuits, wetsuits, hats, goggles, sunglasses, pool
toys and games are all part of the high quality,
fashionable ‘surfer
dood’ range and are
part of the big mix
and match collection
that is making Jakabel
one of the key brands
for 2009.
For more
information on age ranges (six
months-11 years) and delivery lead
times (two-three days all year round)
call Josu on +447957 541406,
email josu.shephard@jakabel.co.uk
or visit www.jakabel.com

12 SPORTS INSIGHT

GRAY-NICOLLS
Gray-Nicolls continues to move the boundaries in the art of bat making.
New for 2009, the Xiphos, with its distinctive chrome effect branding and
unique grooving, is an imposing addition to the Gray-Nicolls range. GrayNicolls has combined its heritage in scooped bats with today’s demands of
a bat with the ultimate profile. Thick edges and a huge sweet spot,
combined with a beautifully balanced pick up that will give any player
unrivalled confidence, the Xiphos is also professionally bowed, enhancing
the feel and control every player strives for.
The Xiphos Pro Performance is new for 2009. Developed using highdensity foam, Gray-Nicolls has introduced a pad that delivers Test-match
protection at a fraction of the conventional weight. The lightweight foam
front panels allow the pad to mould around the leg, enhancing comfort
and maximising speed of movement. New vertical and knee bolsters have
been designed for maximum breathability, while an internal knee cup
along with buckle pads and padded straps make this pad extremely
comfortable to wear at the crease.
Designed in conjunction with cricketers from the international arena,
Gray-Nicolls’ gloves provide the ultimate combination of protection and
comfort, enabling cricketers of all standards to play with the utmost
confidence for longer.
Xiphos Pro Performance:
 New for 2009
 Air flow gusset for increased comfort and moisture reduction
 Quad-Flex design provides a comfortable, ‘stress free’ fit as the
hand flexes
 High density fibre-foam protection with reinforced Plaz-Tec inserts for
ultimate shock absorption
 EFP panels for all-over protection
 Comfortec lining for optimum comfort
 Sheep leather palm for exceptional moisture control and comfort
 New mesh ventilation system for maximum air flow
 End tabs extending finger tip protection
 Technically designed thumb position for
enhanced feel on the handle
Gray-Nicolls: 01580 880357.
Email: sales@grays-int.co.uk
www.gray-nicolls.co.uk
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H2O AUDIO
Have you ever thought what it would be like
to listen to music under water? Well now
you can - and it’s an amazing sensation.
Most athletes and active enthusiasts have
some form of music player - now they can
use it come rain or shine in or out of the
pool/sea.
H2O Audio is the leading watersports
music company offering 100 per cent
waterproof headphones and MP3 armbands
that are designed for swimmers, surfers,
wakeboarders, kiteboarders, paddlers and
triathletes. TKC Sales Ltd has been
appointed as the exclusive distributor for
H2O Audio in the UK and Ireland. The launch
of H2O Audio’s new generation of
waterproof cases (Amphibx) and
headphones (Surge) is a great opportunity
to establish well-managed distribution for
this product offering.
To achieve the sales potential and
ongoing consumer awareness, TKC Sales is
launching H2OAudio.co.uk in late September
along with an intensive PR programme
through to Christmas to generate national
press coverage in newspapers, supplements,
magazines and online. For trade customers
TKC Sales has prepared an introductory
‘Authorised Dealer Offer’ that includes startup stock, web directory listing, great margin
and an excellent point of sale (a bubbling
illuminated water tank with H2O Audio
product and mock iPod) to deliver the key
product performance message.
For further details
call 0870 8700150 or
email sales@tkcsales.co.uk

14 SPORTS INSIGHT
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SAMURAI
SPORTSWEAR
Samurai Sportswear’s
spring/summer brochure for
2009 is now available. The
range is full of current winners
alongside new and exciting offerings.
Samurai’s spring/summer product line-up includes the outstanding
protection series (as advertised last month) as well as many additions to
the company’s leisure range, including T-shirts and hooded tops. The
bespoke teamwear manufacturer is fully committed to establishing itself as
a retail partner and is offering attractive incentives to become part of the
Samurai team.
Call Richard Brand on 02032311013 or 07852429451.
Alternatively email richardb@samurai-sports.com

LINEBREAK LAUNCHES
BEST-EVER BASE LAYERS
Linebreak, the global originator of compression and base layer technology, has
launched its new range in stores for Christmas 2008.
When designing the new 2008 Linebreak styles, the company’s
technical and design teams were given a strict brief - take the look of
Linebreak’s product in a new direction without compromising the
technical features that have made the company famous. From those
instructions the 2008 range was created and features:
 New vented material for better ‘heatzone’ breathability and
increased wicking
 Zoned panelling for more advanced muscle support
 Lowered neck lines for increased comfort
 Market-leading, premium quality Invista Lycra for increased durability and
lengthened lifetime
In simple terms, the new features increase the breathability of the range,
giving the best wicking in key moisture areas of the body, improving comfort
and keeping the skin drier in all environments. All this is contained in a
garment that still provides the highest quality compression.
Linebreak is the Official Supplier of Compression Base Layers to British
Triathlon; Gareth Thomas, WRU, Cardiff Blues; Rugby Lions RFC; Blind Dave,
Magnificent Marathons; and Karl Harris, British Superbikes.
For further information contact M Gladwin on 01926 813749
or email linebreakuk@btinternet.com
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UNICORN
DARTS
The world’s greatest and
number one dart brand driving
dart players into your STAG
store. Visit our stand to see why.

GUNN & MOORE
The most technically advanced cricket
brand in the world. Visit our stand to
see why.

POWERGLIDE
All new for 2009 with an exclusive STAG deal. Visit our
stand to see why.
Unicorn Customer Services: 01159 853 500.
assist@unicorngroup.com
www.unicorngroup.com

KIT STOP
Essential stock for your shop
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NEW BALANCE VENT MINI
SPORTS WATCH
The award-winning Vent Mini (RRP £64.99) is a
great-looking sports watch designed for athletic
women who demand friendly features and
modern, minimal design.
Available in three stylish colours (berry,
graphite and aloe), the slim, lightweight
and water resistant Vent Mini is
packed with all the features you would
expect from a high-quality sports
watch, including multifunctional
chronograph, watch, alarm and a smart
backlight system.
As with all New Balance sports
monitors, the Vent Mini is developed
in the USA by HIGHGEAR - a leading
worldwide brand of outdoor and
fitness instruments. Also available in a
men’s version - the Vent Max.
For more information contact
Burton McCall on 0116 234 4644.
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MARU MEANS SWIM
EQUIPMENT

STAG Show Exhibitor

KIT STOP
Essential stock for your shop
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Maru Swimwear is not simply a world-leading swimwear
specialist, but also a fast-growing manufacturer of swim
equipment for the professional and leisure swimmer. Quality
products range from technical pro-goggles and trendy training fins to
brightly coloured floats and funky swim bags. In fact, swim equipment
now accounts for one third of Maru’s overall turnover.
Maru’s newest products in its swim equipment range are two world-exclusive games for
kids - Flashing Gems and Flashing Coins. Guaranteed a winner, these flashing ‘sinkers’ will
have children captivated for hours of underwater play. Manufactured in silicone in a variety of
colours, the dive games will be available from December 1, 2008.
To find out more call Maru Swimwear on +44 (0) 115 985 1212,
email sales@maruswimwear.co.uk or visit www.maruswimwear.co.uk

GARDINER BROS ON
THE MOVE
After 130 years at the same premises, Gardiner Bros of
Gloucester is investing in a brand-new purpose-built
warehouse at Quedgeley West in Gloucester.
Gardiner Bros is one of the largest footwear
distributors in the UK and has a large range of
footwear styles and brands, including Skechers,
Caterpillar and Timberland, that it will distribute from
the new site.
Says James Gardiner of Gardiner Bros: “Customer
service and an ongoing commitment to continuously
improve is at the heart of all we do at Gardiner Bros.
This move represents a huge opportunity for Gardiner
Bros to be at the forefront of customer service in the
footwear trade. Our customers have told us that the
reliability and speed of our in-stock service is crucial
to them. The investment in the new warehouse will
enable us to stock more shoes and then send them
out even faster than we do at the moment. The
move will take place during the last two weeks of
December, with distribution starting from Quedgeley
in the new year.”
For more information
email sales@gardinerbros.co.uk

STAG Show Exhibitor
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HARROWS
Harrows’ Sherwood Solid
Oak Dartboard Cabinet
(SRP £59.99) has proved to
be a huge success. This
state-of-the-art, top-ofthe-range product is the
ideal accompaniment to
any pub, club or games
room. The contoured
doors, which feature
heavy-duty hinges, are
branded with a
discreet inset brass
logo plaque.
The Harrows
Official Competition
bristle dartboard
(SRP £21.99) has
been rebranded with
the endorsement of
three of the company’s top pro players. The legendary Eric
Bristow is joined by the biggest and most colourful character in
the sport today, Wayne ‘Hawaii 501’ Mardle. Also part of the
charismatic ‘Team Harrows’ is World Masters Champion Mark
‘Flash’ Dudbridge.
For more information
call 01992 300300
or email sales@harrows-darts.com
STAG Show

Exhibitor

KOOGA RUGBY
EXPANDS INTO
CRICKET

STAG Show Exhibitor

KooGa Rugby Ltd has expanded its business
into cricket with the announcement that Dukes
has agreed for KooGa to manufacture and sell
Dukes equipment and apparel.
The Dukes brand has a 250-year heritage
and is one of the longest-standing brands in
retail. KooGa will maintain this heritage in
addition to consolidating the current customer
base and driving the brand forward.
The Dukes product range includes
teamwear, bats, balls, padding and accessories.
The Dukes County International ‘A’ Cricket Ball
is now the choice ball used exclusively in all
domestic First Class County and Test cricket.
KooGa and Dukes will be at the
STAG Show. Contact details:
Alistair Bennett, National Accounts:
07740 879588
Shaun Fallon, North England:
07740 880374
Lindsay Brown, Scotland & North East:
07825 239028
Gareth Fair, South West & Wales:
07771 616866
Darian Uys, Central & South East:
07789 542363

STAG Show Exhibitor
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BRIDGEDALE SPEED DEMON
AND SPEED DIVA SOCKS
Comfort, fit, shock absorbency and ventilation - all
qualities people look for in training shoes, but so
very often overlook in socks, a far cheaper, but
equally essential factor of footwear performance.
Bridgedale’s lightweight ‘Speed Demon’ and
‘Speed Diva’ socks (RRP £11.99), developed in
association with high performance athletes, are the
ultimate sports and fitness sock. Designed specifically in
both men and women’s fits, Speed Demon and Speed Diva
are made using Bridgedale’s unique WoolFusion®
yarn process and ‘T2’ anti-compression
loop technology - ensuring feet remain
dry, cushioned and comfortable
during arduous training activities.
For more information contact
Burton McCall on
0116 234 4644 or visit
www.bridgedale.com

KIT STOP
Essential stock for your shop

STAG Show Exhibitor

STAG MEMBERS ARE REACHING
FOR NEW SALES
ASSIST is offering STAG members an amazing opportunity to gain
up to £500 of credit to spend however they like across ASSIST’s
brand portfolio.
ASSIST, which distributes major brands such as Timex Ironman,
Oregon, SHOTZ Sports nutrition and Powerlung, has launched a
new and innovative competition to help encourage innovation
within sports stores. STAG members will be able to join the
2008/09 ASSIST Premier League Table at the STAG show in
November when the league starts. The league table will end at
the STAG Show 2009 where winners will be presented with
their prizes.
Members wanting more information and to join the league
should contact ASSIST at the 2008 STAG Show or ASSIST creative
resources Ltd. Tel: 01978 664743. Fax: 01978 664702.
Email: sales@assist.co.uk. Website: www.assist.co.uk
Competition administrator: Simon Bradeley.
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MCDAVID ‘DIVE’ HEXPAD
GOALKEEPING SHIRT
McDavid has introduced a pro-style, long-sleeve compression
shirt with HexPad for arms and shoulders for the ultimate in
goalkeeping undergarments.
McDavid Ultra hDc moisture management technology for heat control,
comfort and protection, combined with a tight-fitting stretch fabric and
individual foam HexPad hexagons, ensures that the garment stretches
with body movement for continuous protection. Already endorsed by
some of the world’s leading goalkeepers, McDavid HexPad baselayers
continue to be recognised as the next generation of baselayers.
RRP £39.99. Available in junior sizes M-L and adult sizes S-XXL.
For additional information contact McDavid on 08701 188002
or email info@mcdaviduk.com

STAG Show Exhibitor
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KIT STOP
Essential stock for your shop
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SLAZENGER
CRICKET RANGE
2009
The new Slazenger Cricket range for 2009
has been developed with input from key
international players and has been designed
to deliver the best in premium materials and
cutting-edge technology.
The company has introduced three new
bat profiles - the I-blade, the Air Blade and
the Hyper Blade.
The I-blade is used by Paul
Collingwood and is Slazenger’s first inertial
designed bat with a crafted rear edge
profile to increase bat torsion stability. This
provides players with improved shot
accuracy and performance.
The Air Blade is used by Ian Bell and
Matthew Prior and has been designed for
the player who demands ultra-lightweight
blades for a destructive performance. This
model has been developed with a concave
back spine to deliver incredible pick up and
manoeuvrability for all-round stroke play.
The Hyper Blade model is used by
South Africa’s Jacques Kallis. It has been
developed for aggressive stroke makers, with
a long high middle for exaggerated
performance while driving.
The 2009 collection also includes a
wide range of clothing, luggage, balls
and footwear.

SPORT INDUSTRY
GROUP

PORTABLE GOALS

www.sportindustry.biz

season to help sharpen up your finishing.
Precision Training has launched a new range of portable goals for the 2008-09
system allows the goals to be transformed into a variety
locking
The
holdall.
carry
a
with
The 12'x6' model is recommended for mini-football and comes
of sizes, including 8' x 4' and 12' x 4' for just £119.99.
of 12' x 6' is designed to meet new FA requirements for mini-soccer
Other sizes include 8' x 4' (£79.99) and 5' x 4' (£49.99), while the match goal
and costs £149.99. All goals come with a 12-month guarantee.
www.precisiontraining.uk.com

STAG Show Exhibitor
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FSPA MEMBER NEWS

FSPA focus

The latest news from the Federation of Sports and Play Associations
PlayFair was The API’s
first ever members-only
outdoor trade show

dumping duties on leather footwear from
China and Vietnam.
The SGIA also held its first ‘think tank’
earlier in the year, featuring guest speakers
from LOCOG and Sport England. It was a huge
success and the SGIA is hoping to hold another
think tank in early 2009.
The SGIA is now looking ahead to the fastapproaching ispo 09 winter event in Munich on
February 1-4. Last year was the most successful
ispo yet, with over 64,000 trade visitors from
113 countries, 65 per cent of which were from
outside Germany, reflecting the international
status of the show. The FSPA is hoping ispo 09
will be equally successful and has again
organised a UK pavilion for interested
companies to participate in.

Carr Sports joins SAFEA
The FSPA is delighted with the progress and
development seen within the federation
and its associations over the past year. It
has been an exciting 12 months, with the
introduction of three new FSPA events to
add to an already busy calendar.
Along with being heavily involved in
organising the BGIA Charity Golf Day and GCA
Roadshows, attending the first Tackle Trade
World and holding numerous federation
seminars throughout the year, the FSPA
organised its first ever ‘industry summit’ meeting
in August, where 30 leading member companies
across all FSPA associations were invited. The
summit was an opportunity to bring principal
figures in the sports industry together to discuss
latest government strategy and matters affecting
the industry. The event was well received, with
many attendees appreciating the chance to
discuss industry issues with members of other
associations.
The FSPA’s play associations have enjoyed an
exceptional year, with the Association of Play
Industries (API) holding its first members-only
outdoor trade show, PlayFair, and the Play
Providers Association (PPA), which has reached a
landmark 100 members this year, holding its
first-ever PPA Aspire Awards.
Says Bruno Broughton, FSPA board
chair: “It has been an excellent 12 months for
the federation and the success of our annual
events, along with the introduction of
three innovative events, are a testament to the
hard work, energy and drive that the FSPA
staff bring to progressing the federation and
its associations.”

Movers & shakers
The FSPA is pleased to welcome three new
additions to the federation - Liam Burns, a new
26 SPORTS INSIGHT

board member, and two new team members in
Milly Durrant and Debbie Goddard.
Liam Burns, a representative of New Balance
UK, has recently been elected to the FSPA board
to work alongside other directors on making key
decisions and moving the federation forward.
Milly Durrant joined the association in late
September to take up the role of marketing and
associations manager, having previously spent
almost two years at sports marketing agency
Goodform Ltd after graduating from
Loughborough University. She will be leading the
FSPA’s marketing drive and undertaking all
marketing activities to promote the FSPA and its
associations. Contact her at
milly@sportsandplay.com if you have any
marketing-related queries.
Debbie Goddard joined in early June as part
of an apprentice scheme to work alongside her
college course studying business and
administration at Warwickshire College. She
assists the FSPA and its associations with a variety
of administrative duties and has been a great
addition to the team.

Sporting Goods Industry Association

The Sporting Goods Industry Association
continued its development this year, with a
good deal of progress being made through the
FSPA’s ongoing lobbying of UK and European
government on a variety of issues affecting
the sporting goods industry, including anti-

The Sports
and Fitness
Equipment
Association
(SAFEA) has
confirmed
that Carr
Sports Ltd has
joined the
association.
SAFEA is the
lead trade
body representing sports hall and equipment
suppliers and manufacturers in the UK and
operates under the umbrella of the FSPA.
Carr Sports has been established for over
50 years and is a one-stop shop for sports hall,
gymnasium, PE and general play equipment
and services. The company can design,
manufacture, install, service, repair, maintain
and supply a vast array of sports equipment,
from bats and balls to complex roof-mounted
retractable basketball systems.
Says Carr Sports’ sales manager David
Maddocks: “Carr Sports is pleased to join
SAFEA. We feel that being part of the group
gives a vital endorsement to the quality of
the products and services that we supply. We
look forward to being part of the work of the
group and networking with members at the
next meeting.”
Chris Harrod of Harrod UK, chairman of
SAFEA, is delighted to see the association’s
membership growing: “SAFEA are taking a
more proactive stance in increasing our
membership at the moment. We welcome
Carr Sports to the group and hope they will
be the first of a handful of new members
for SAFEA in the coming months as we
approach reputable companies operating in
the sector.” SI
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PEOPLE
face-to-face operation and they still trade
successfully. So to know they are still around is
very satisfying too.

How has Reydon performed in the
last 12 months?
Considering the state of the marketplace, we
have done significantly well. We will be up on
the pervious year, which is a tremendous
achievement.
Nigel Carter (right)
with Graham
Taylor, Precision
Training’s brand
ambassador

MOVERS
& SHAKERS
Nigel Carter, managing director of Reydon Sports
When did you get into the sports
trade and why?

What other brands do you admire
and why?

I got into it in 1981. I joined a company called
Redmayne and Todd, which owned Reydon
Sports. A friend of mine was the managing
director and asked me to help him out on the
retail side of the business. At that time I was
working in the wholesale jewellery market and
had reached a situation where I needed a
change. So it was good timing all round. Initially
I started out in the retail side of things and it
was through that association that I subsequently
became involved in Reydon Sports.
The disciplines were very similar, but it was
just a different product and as I have always
been interested in and played sport - although
some people might question my playing
attributes - it seemed a good fit. I have always
been a footballer, tennis player and squash
player to some degree or another. Sport has
always been my main pastime. It seemed the
perfect fit and I have never really looked back.

I have to say the big two brands - Nike and
adidas. The way they have gone about things
and achieved world dominance is an object
lesson to everyone. They set out with a plan in
mind and have executed it perfectly. That is
why they stand out above all others in our
industry. But there are smaller brands too that,
in a difficult marketplace, have managed to
survive, like ourselves, and they all deserve
credit for that.

Who have been the biggest
influences on your career?
I suppose the biggest influence over the last 15
years since I bought Reydon is my non-executive
chairman, Frank Doherty, who as regards
business has been a great support and given me
the biggest help and advice. We have been
through everything together. Obviously I could
not have done what I have without the support
of my wife and family. They have given me
constant backing, which everyone needs.

What is your proudest
achievement?
I think that would have to be taking the
company from receivership 15 years ago to the
position we are in now. It all started in the last
recession when Reydon was owned by a holding
company called Huban Holdings. They had
financial problems and Frank and myself bought
the company out and we took it from there.
They were tough and exciting times. I saw the
prospects for Reydon. There was nothing wrong
with the business. We just made a decision to
buy that section and the rest is history.

What is the biggest growth area of
your business?
Our own brand, Precision Training, has been the
biggest growth area of the business for us.
Textiles is starting to improve significantly for us,
so the whole category of Precision Training,
which we have put a lot of weight behind and
time into over the last three years, is starting to
boom. The brand now is being asked for and
being recognised. So in the course of the last
three years we have made significant inroads.
The amount of people we have endorsing the
brand and the links we have with professional
clubs and bodies means we are the brand leader
in training aids. The online market is growing
too. The key to that is supply. We have some
very good online partners as well as general
retailers. If you make that facility available, there
seems to be more people wanting to use it.

What plans have you got for 2009?
We have now taken over the distribution for
Dunlop, Slazenger and Carlton in the UK and
Ireland for retail sales. So part and parcel of our
growth will be running those brands. Everything
that they manufacture will come through us,
which is a very exciting development, because
there is so much brand history involved and they
are such huge names to be associated with. We
have taken on some of their main sales people
too as part of the latest expansion and that will
really kick in in the new year. We will also still be
looking to develop new brands and distribute
them to keep growing the company. SI

What is the best part of your job?
As a sports person, someone who has played
sport and loved sport all my life, to be able to
make decisions on product and spotting the
next thing to have an impact in the sporting
market is a dream really. It’s like being a big kid
in a sports shop all my working day. It is
fantastic, picking out what the sports retailer
wants and living and dying by those decisions.
What I also love is the fact that there are
people that I have traded with from day one
who are still here. Our industry is very much a

Nigel Carter says
Precision Training
is now the
brand leader in
training aids
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Talking Shop
Ross Calderwood runs Fitness Box in Edinburgh, which he opened in July this year
Why and how did you decide to
get into sports retailing?

Have you noticed the retail
slowdown?

Having worked in various analytical roles for
over 10 years I was frustrated at my lack of
personal progress, development and interest in
what I was doing. I have always been a keen
gym attendee and runner and it became
apparent that I took more interest in my hobbies
than I did in my professional life. I spent a lot of
time researching the best clothing, footwear
and nutritional advice that I could find on the
internet and through people in the leisure
industry and finally opened Fitness Box in July
after 18 months of research into products and
months of property negotiations.

For me, opening in July, the slowdown has been
all I have known. That said, I am very happy with
the first month. I am hopeful that the service level
I offer will ensure customers keep me at the
forefront of their minds when looking to buy new
sport clothing.

Current best-sellers?
Definitely the Fit Flops. I stock both men’s and
women’s and they are walking out of the door.
Clothing-wise, the 2XU running T-shirts sell very
well as customers love not only the look of them,
but the benefits of the technology that underpins
the design.

need. I have never been one to be told what to
wear or use and wouldn’t want to do that to a
customer. I let them tell me what they want
and then research it to identify whether it falls
into the product range that I want to stock. For
example, is it technologically advanced, is it
assistive, etc?

What do you believe is the
biggest barrier to doing
business?
Although I believe ‘business is business’, I
think that some take it too far and become
insular. The best way to develop the market
and ensure the customer keeps coming back is
to be open and customer focused.

Tell us about the store
I tend to sell the shop as a ‘sports boutique’. It is
around 45 metres square and I utilise shelving
and hanging to get the best out of the space
available. It is in Bruntsfield in Edinburgh,
between the city centre and popular
Morningside. Finding the right area was key as I
knew that many Edinburgh dwellers used public
transport or walked to work. So I favoured small
retail outlets in fantastic footfall locations within
the city boundaries. At present I am working
alone, with friends that help out occasionally.

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

What do you stock and what is
the strongest sector of the market
for you?

Marketing-wise I am trying to appeal to a broad
range of consumers. The store’s minimalist
approach is not to everyone’s liking, but I see it as
an opportunity to stock the best products at
affordable prices and with a service level that will
keep them coming back. I want people to enjoy
coming into the store and not have to rummage
through endless racks of clothing.

I stock a range of compression gear, running
clothing, assistive footwear and muscle
supports. So far the assistive footwear has
been tremendously successful. I fortunately
have customers who know what they want
and why. I have also had a very good
response to the compression gear - people are
curious as to what it is and why they should be
using it. I find most customers are very
receptive to the concept.

Edinburgh has a number of niche stores that are
sport retail specific, and it is my intention to
compete on a clothing-specific level as well as
ensuring my service levels are higher. I spend time
identifying what customers do and talking
through what products will suit them best.

Are there any current or future
marketing strategies for your outlet
you can talk about?

How do you find out about new
products?
I use downtime in the store to research products,
visit forums and identify what people want and

Do you have an internet arm?
Yes, and sales-wise I hope that it will give me
at least 20 per cent of sales in the first year
and upwards of that thereafter.

What do you like least and most
about the business?
I love the innovation and the diversity of
products and consumers. I love the challenge
of asking the consumer to open their mind to
new clothing and footwear. I love being my
own boss and being able to take on the
responsibility of offering a service I feel
consumers want. I view every negative as an
opportunity to learn and develop both myself
and the business. It sounds clichéd, but if I can
continue to learn from feedback and apparent
negativity then I know I will succeed and
improve what I already do.

What has been your biggest
challenge within the business?
Taking that leap of faith to give up a 9-5 job
with a guaranteed pay cheque - I wouldn’t
change it for the world. SI
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PRODUCT FOCUS

Shock Absorber range of sports bras
Julia Nolan, marketing manager at Shock
Absorber, talks us through the offering.

Can you give us some
background on the brand?
Shock Absorber launched in 1995 to support the
breast during exercise. There are no muscles in the
breast - only the skin and the Cooper’s ligaments
support the breast tissue. Once they’ve been
stretched beyond their limit, no amount of toning
exercises can restore them.
We commissioned extensive research at
Portsmouth University to understand the effect
of exercise on the breast. Breast
movement was measured threedimensionally with A-G cup
women at
running speeds
up to 22kph.
Results showed
that wearing a
sports bra while
exercising reduced
breast movement, delaying longterm sagging.
We are now the UK’s leading
sports bra brand, named winner of
Best Sports Bra as voted by
readers of ‘Runner’s World’.

What are the key
features and
benefits?
Shock Absorber sports
bras are proven to be
twice as effective as a
normal bra for
exercising - the
bounce-o-meter at www.shockabsorber.co.uk
shows this perfectly. Research results prove
that by wearing a Shock Absorber sports bra
breast bounce is reduced by as much as 74 per
cent, whilst a normal bra will only reduce
bounce by 38 per cent. Unsupported breasts
during exercise can have two key negative
impacts - irreversible breast sag and breast
pain. The benefits are that long-term sagging
will be reduced and discomfort alleviated.
 We design our sports bras to fit both cup and
back size, as well as activity level. We developed
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the Support Level Chart to help women select
the right bra and support for them - based on
our research.
 Our bras are made from performance fabrics,
including CoolMax, Lycra, Supplex and Meryl.

Why has the range sold
so well?
 We have extensive knowledge and experience
and our sports bras are proven to work.
 Continued research and development. The
Shock Absorber Sports Institute (SASI) has a
dedicated team who source the best fabrics and
design high-performance sports bras. Innovative
and best-selling styles such as Flexiform, B4490
and 5 in 1 multiway are testament to this.
 Shock Absorber has a wide range of styles at
varying support levels, ensuring the right
support for bra size and activity level.
 Good customer service and competitive
margins.
 Seasonal colours in our best-selling styles.
 Regular investment into marketing and PR to
raise awareness.

Who is it aimed at?
All women who take part in sport or regularly
exercise, as three out of four women who
exercise regularly do not wear a sports bra. In
order to meet the needs of all women taking
part in sport, we offer a wide range of styles
and sizes from A-G cup and 30"-44" backs. As
of January 2009 our best-sellers will go up to
HH cup and from 28" backs - offering the
widest size range on the sports bra market.

How is it marketed?
As 75 per cent of women who exercise don’t
wear a sports bra, it is our aim to raise
awareness and educate women on the
importance of wearing a sports bra. We
attend consumer sport and lifestyle shows such
as The Marathon, Vitality and Triathlon Show
and run events in gyms and sports centres, all
to raise awareness.
We have partnered with England Netball to
be the official sports bra supplier to the England
first, under-21 and under-19 teams. This is a
great relationship and enables us to talk to
netballers in the UK.

We sponsor events such as The Pink
Aerobics and have developed a limited
edition pink in our best-selling bra to raise
money for the Breast Cancer Campaign - all
helping to raise awareness and get women
involved in sport.
We have a dedicated PR agency who we
work closely with to deliver consistently positive
PR for Shock Absorber, helping the press to
develop content for their titles.
All our bras are delivered on branded
hangers, with swing tags and point of sale
options to highlight product features at
the fixture.

What is the most effective
way a retailer can market
the range?
 Take part
in Shock
Absorber’s
bespoke ‘Brand
Enhancement’
service to make the
fixture look its best
in store. With the
retailer we combine a
range of components to
enhance the product display
and increase sales. Stores
with brand enhancements
record an average
sales increase of 27
per cent.
 Display the Support
Level Chart at the point of
sale to aid consumer selection.
 Offer professional bra
fittings for added value we train female staff to fit.
 If space is restricted we
recommend offering a selection
of level 3 and 4 bras, as these
provide the highest support
and are popular with consumers.
For further details contact
Gill Gosden at Shock Absorber
on 01483 291450, email
gill.gosden@dbaeu.com or visit
www.shockabsorber.co.uk

SI
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— mark, 48, independent sports retailer
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SHOW PREVIEW

Setting
the
standard
The STAG Buying Show has established itself as
the touchstone for trade events
The STAG Buying Show has become
something of a trade institution. It is the
magnet for hundreds of retailers who
enjoy great hospitality and the chance to
chat, network and take advantage of the
best buying deals currently available on
the market.
This year’s STAG Buying Show has been
billed as the best yet and has a completely new
location in the heart of the Cotswolds.

Impressive progress
Says Ward Robertson, STAG’s managing
director: “STAG continues impressive progress as
we welcome more members and suppliers to
the buying group. Our strategic programme for
growth has gathered greater momentum in the
run-up to the show and this in turn provides
greater benefits to all in our community. It
brings both members and suppliers closer
together, extending choice and providing the
consumer with a far better deal.
“I’ve said this before and I am happy to say
it again, brands are the magic cement that help
to hold our association together, yet the
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specialist independent retailer is the high
street’s heartbeat. They remain the central hub
of the community and offer a service that is
unique and one that consumers recognise as
special and tailored specifically to them. It is a
style of selling and a highly specialised
approach, full of enterprise and endeavour,
which cannot be replicated by the larger and
more impersonal chains.
“They can be, quite rightly, regarded as the
last bastion of customer-led service on the high
street. They are experienced and have the
technical knowledge to help and advise the
customer at a time when the advances made in
the manufacture of sports products and the
levels of technological sophistication make
choice much more complicated. It is hardly
surprising, therefore, that the high street, as a
vibrant shopping nucleus, is staging a
comeback against the more characterless outof-town developments.”
Turning to the show itself and remarking
on the inroads it has made in the market, Ward
observed: “The show is a sell-out and this, if I
may say, is not just by chance. We have striven

long and hard and with increasing dedication to
raise this event to the level it now enjoys.
“It is our undimmed commitment and
unswerving efforts that have created this
unrivalled show. Yet at the same time, it is also
the staunch loyalty and steadfast allegiance of
both our members and suppliers that has allowed
the show to stand as a landmark for the industry
and a testament to joint endeavour.”

Positive opinion
Members and suppliers, especially new signings,
have a positive opinion of both the show and the
STAG Buying Group. Says Gordon Fraser,
managing director of Anatom, the Edinburghbased UK and international distributor of
specialist goods and lifestyle brands: “We saw
joining the STAG Buying Group as central to our
business strategy of maintaining the impetus of
our sales drive. The show offers a matchless
opportunity to network, meet retailers and take
the pulse of the industry.”
“The inviting potential of being able to extend
our range of brands to our customers and test
their appeal in a strategic way convinced us to go

with STAG,” says Sean Cayless, owner of Polimil
Ltd, a specialist ecommerce retailer of police,
military and security equipment and clothing.
Says Gordon Dawes, owner of Weybridge
Sports: “With the economy severely depressed, it
is only natural for any business to seek ways of
reducing overheads. That concern was in the
forefront of our minds when we talked to STAG
and it was that
consideration that
tipped the balance in
favour of us linking up
with them. The show
is an added incentive
where we can mix
with other members, meet new suppliers and
discover new products and fresh ideas.”
“There are a range of benefits that flow from
joining STAG, but I have to say the most
important for us is the prospect of a healthier
bottom line,” says Andrew Jordan, owner of
Cardiff Sportsgear. “There is little doubt that
being part of the STAG Buying Group has given
us a sharper and more competitive edge and has
allowed us to contain costs appreciably.

“Cost savings have always played a key part
in running any business, but it’s clear to us that if
there was ever a time when that has leapfrogged
to the top of the list of business priorities, that
time is now. Trade shows are proving more and
more important to us as an independent retailer
because it enables us to seek and build a closer
relationship with the brands we choose to stock.”

enterprise and entrepreneurship can flourish; where
business relationships can be formed and succeed.
We believe we have changed the landscape for
shows by facing up to the rigours of the new
commercial imperative.
“We have carefully modified the event model
so that we might make it more progressive, more
inclusive and more in tune with the times. This
remodeling will work to
the benefit of members
and suppliers and go a
long way in helping
them face the
formidable market
challenges ahead.” SI
For more information visit
www.stagbuyinggroup.com
The STAG Buying Show will be held on
November 23-24, 2008 at the Four Pillars Hotel,
Cotswold Water Park, Lake 6, Spine Road East,
South Cerney, Gloucestershire GL7 5FP
Sat nav and travel planning websites: the
hotel recommends guests enter the postcode
GL7 5TL, which will take you to the Gateway
Centre, located next door to the hotel.

“STAG continues impressive progress as we welcome
more members and suppliers to the buying group. Our
strategic programme for growth has gathered greater
momentum in the run-up to the show ”
STAG’s Ricky Chandler says: “Once again we
have a full house and offer a warm welcome to the
202 retailers and the 61 brands joining us in the
charming, elegant and pleasurable surroundings of
the Cotswold Water Park Four Pillars Hotel. We can
look forward to shining some light through those
dark economic clouds as we enjoy all the benefits
of networking within our own extended business
community. We will continue to provide a positive,
innovative and constructive environment in which
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GLOBAL EVENT
ispo takes the trial out of the trade show trail

RIVAS:
JOSE MORENO-TAPIA
feature core
will
ispo
ce
man
rfor
“Pe
t UK brand
sports, with an excellen
”
showcase led by the FSPA

The phrase ‘German efficiency’ tends to
bring about a mixed reaction, conjuring up
thoughts of prompt transport, highly
organised schedules and, encouraged by a
certain Pub Landlord, a great many rules. In
reality, GE as it is more affectionately
known, is something of an
urban myth and regulations
are no more in abundance
than in our own health and
safety-driven society. But
there is no doubt that
standards and expectations
can be more exacting - all to
the benefit of a visitor.
There is no denying that when it comes to
being a trade show location Munich holds a
great many cards. Flights are plentiful and
cheap, especially if booked in advance, hotels
are numerous and reflect the entire budgetary
spectrum. What’s more, they can be more
welcoming and affordable than some of our
domestic alternatives.

combine business with a little time out. The ‘U’,
as it is called, is most definitely a product of GE
and, what’s more, with an ispo admission ticket
it’s free.
Pushed for time? Grab an early flight and
step straight on the airport shuttlebus to the
show for a few euro (free for ispocard holders);
there are left luggage areas at the show
entrances. On the way back Lufthansa has a
check-in desk at the exhibition centre for
passengers, while self check-in at the airport
couldn’t be easier. For 2009 there will be extra
shuttles, along with signage and staff at the
airport and main station (hauptbahnhof) as well
as the U subways.
ispo has also created an EVK (electronic
visitor kit), which visitors can receive by email,
providing them with travel and at-show help. For
exhibitors this information pack means an easy
and cost-effective way to contact retail accounts
and invite them to the show with just one click.
If you have never been to ispo, or haven’t
attended the show for a while, it’s vast. But
getting straight to the point in business has
been given every consideration, with the show

public parks. You can even surf in the city centre
and the winter slopes are just a short train or car
ride away, with a new ski-lift close to the Allianz
Arena football stadium.
Within the last year ispo has taken a fresh
new approach to communications with the
markets in the UK and Ireland. This positive
strategy has been welcomed by brands and
retailers alike and is a direct reflection of
feedback from regular exhibitors and visitors, as
well as the evolution of the show and the sports
industry as a whole.
In 2008 ispo showcased 2,026 exhibitors
from 47 countries and welcomed 64,000 trade
visitors from 113 countries (that’s about 70 per
cent from abroad). Overall, the number of new
retail visitors from the UK and Ireland is
increasing, partly due to ispo’s retail
development programme, which has seen the
show working with buying groups and brands
to develop better awareness. Already members
of the Munich show team have taken part in
retail tours in order to better understand the UK
and Ireland markets and ispo is working in
partnership with Allied Partners and ISRA to
communicate information as
well as providing mutual trade
show opportunities, with these
partners planning to have their
largest visitor group so far at
the 2009 show.
One of the most notable
elements of brands and retailers
working more closely with ispo
is the fact that they get to know the team
involved and discover that this is a group of
people that they can connect with. True they are
efficient, but they are also just as passionate
about their specialist markets and are as
international as their exhibitors and visitors.

“Innovations and ispo go hand in hand from the exhibition features that showcase
cutting-edge developments to the ispocard,
which gives you fast-track access, an online
service and a host of cardholder benefits”

Peace of mind
The reassurance that your business arrangements
are going to run more or less like clockwork is a
breath of fresh air to any time-stretched
professional. So it is that when it comes to
logistics and consideration for making life easy
Germany, Munich and ispo offer peace of mind.
Take the fairground itself, home to ispo and
an annual calendar of high profile exhibitions.
It’s situated directly on the Munich underground
system (Ubahn), enabling exhibitors and visitors
to travel in quickly and easily from the city
centre, where hotels are in abundance and a
world of cultural and social highlights can be
enjoyed for those whose diary allows them to
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divided into market sector ‘communities’, each
with its own manager who has a specialist
background in the sports involved. The ispo
communities are clearly marked, which means
you can easily identify and focus on the halls
covering your prime area of retail business.

Feel-good factor
Affordable and accessible, ispo is not just
another trade show - it’s a global event that
looks after its international markets and
understands how important the feel-good factor
is to making a good show become a great one.
Part of that is simply the fact that it is in
Munich, the capital city of Bavaria, which is
consistently rated among the top 10 cities
worldwide with the highest quality of life. It’s
twinned with Edinburgh and is one of the most
enviable cultural centres that should be enjoyed
as part of a visit. Take a little time if you can to
enjoy one of the many galleries, museums or
just visit The Englischer Garten, which covers an
area of 3.7km (larger than Central Park in New
York) and is one of the world’s largest urban

THOMAS GRENOT: “My
role is
to coordinate our glob
al sales
agents and support the
retail
development program
me”

Thomas Grenot, international retail manager
(and competence centre France), is a keen
golfer, skier, snowboarder and enjoys trekking.
He says: “My role is to coordinate our global
sales agents and support the retail development
programme as well as run the French sales side,
including exhibitors, visitors and media. Before
joining ispo, I had various industry internships,
including with K2 before working for Sportair,
the organiser of Sport-Achat, Ski Test Tour and
Snow Avant Premiere.”
The addition of Lauren Fox to the ispo
Munich team as UK and Ireland communications
manager has been an important step in ispo’s
determination to understand and support what
is considered a primary market area by ensuring
that ispo ideas, communities and show features
are properly communicated and working with
retailers, media and brands to create
opportunities for a more proactive and market
relevant approach to visitor promotion.
Jose Moreno-Tapia Rivas, performance
sports community manager and manager of the
new Running Order Show, graduated in Sport &
Science from the University of Las Palmas de
Gran Canaria, spending his final year at the
University of Brighton. A keen teamsports
participant, he has for the last six years
competed in triathlon events, representing Spain
in the 2007 World Championships in Hamburg.
His background of working on marathon and
triathlon events is complemented by a spell with
Xterra wetsuits and Decathlon on the retail side.
He says: “Performance ispo will feature core
sports, with an excellent UK brand showcase led

by the FSPA, as well as a new Textrends area for
technical fabrics and an information point on
ROS, where I look forward to meeting running
specialists and UK brand representatives.”

International platform
Elsewhere in the show, ispo offers the finest
international platform for the outdoor
community and is a perfect ‘green’ destination,
thanks to the exhibition centre’s good public
transport and sustainable features.
Sports Source Europe is the largest and
leading platform for sourcing in Europe and is
now associated with ispo winter where,
compared to the sourcing part of ispo winter
08, SSE 2009 will expand to two sourcing halls
and include for the first time exhibitors from
Turkey, Belgium, Italy and the UK as well as a
large increase from India.
ispo’s insight into new products and trends
means that visitors will also discover debut
features such as a new focus on the active kids
sports market, further development of ispovision
for cutting-edge sportstyle and design-led
collaborations and metropol-ispo, where
boardsports embraces the fusion of street style
and art.
Visitor and exhibitor information is provided
in depth at www.ispo-winter.com so that you
can plan your day with a host of downloadable
features such as train maps and floorplans.

As for ‘vorsprung durch technic’…
When you talk about ‘progress through
technology’, a trade show might not

immediately spring to mind. But ispo lives up to
Audi’s legendary advertising slogan on so many
levels. In practical terms there is the fact that
Munich is not only an easy travel destination,
but these days it’s cheap too. Internet flight and
hotel options are plentiful and economical and
ispo has a new online travel service. In addition,
companies such as Pressplan Travel in the UK
work with ispo to provide visitors and exhibitors
with a one-stop hotel booking service (Tel: +44
(0)1727 833291 www.pressplantravel.com). The
company’s expertise and understanding of the
social networking aspect means it knows exactly
which location you should choose in order to
make the most of a Munich stay.
Innovations and ispo go hand in hand - from
the exhibition features that showcase cuttingedge developments to the ispocard, which gives
you fast-track access, an online service and a host
of cardholder benefits. Then there is the news
that you are now just a click away from getting
your entrance ticket, because ispo registration is
now carried out online - with discounts of up to
70 per cent available until mid-December. Simply
go to www.ispo-winter.com and register,
following which you will be sent a confirmation
voucher by email to access the show. Those who
want to ‘pay on the day’ can still do so, but
tickets at the on-site box office are full price.
With an unequalled focus on at-show ease,
outstanding product coverage and travel
support, ispo most definitely welcomes you and,
to use the city’s promotional slogan, ‘Munich
likes you’. Or rather, München mag dich, as
they say in Germany. SI

WWW.SPORTS-INSIGHT.CO.UK 37

PLAY1

Pause
A d a r t , i s a dar t , is a dar t?

Standby
N ow i s t he t ime fo r change
Now i s t he tim e for

The contemporary approach to the traditional game of darts makes
Target Play stand out.

Featuring boards, mats, accessories and 60 different barrel designs across
the range of 5 metal types, this is the most significant development darts
has ever seen.

From the makers of Precision, Stone, Sport and T0.1
comes a new approach to darts.

PLAY AVAILABLE NOW.
www.target-play.co.uk
For more information on the Play range of darts and accessories please
contact us on: +44(0)1279 410155 Or email on: info@target-darts.co.uk

FIRST

COOL
K EEP Y OUR

MAX

YOUR PE R FOR MANC E.

THE ULTIMATE PERFORMANCE FABRIC™

The original moisture management fabric. COOLMAX® fabric features an advanced wicking technology that helps keep
moisture away from the body. Keeping your customers drier and cooler so they can go farther, faster.
To learn more about COOLMAX® fabric, please contact Jordi Lopez - Jordi.Lopez@advansa.com (In Europe) or
Julien Born - Julien.Born@invista.com (Outside Europe).
WWW.COOLMAXFABRIC.COM
WWW.COOLMAX-THERMOLITE.COM
© 2008 INVISTA. COOLMAX fabric is a trademark of INVISTA.
®

OLYMPIC GAMES

Dave Howell assesses the impact that the Beijing Games
has had on sports awareness in the UK and what this
means for sports retailers preparing for London 2012
With the Beijing Olympics still fresh in the
minds of the public, sport has captured the
imagination of consumers after the UK, in
both the Olympics and Paralympics, won
more medals than at any other Games in
recent memory. This resurgence in sport has
meant that every store owner in the UK
now has an opportunity to capitalise on this
interest and develop the drive that sport
now has behind it.
A recent survey by British Eurosport indicates
that the appetite for sport rapidly increased in
the run-up to the Beijing Games. Athletics was
ranked the favourite sport among test
respondents, with the 100 metres men’s final
regarded as the most exciting Olympic event.
Swimming was voted the second favourite sport.
Looking ahead to the 2012 London Olympics, 41
per cent thought the event would be the best
Olympics ever, with 71 per cent aiming to attend
events in four years’ time. The Hitwise shopping
index also indicated that during the Beijing
Games, and in the weeks following the Games
closing, sports retailers - with bike stores such as
Halfords seeing the greatest upward trend -
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vastly improved their sales. In fact Hitwise report
that one in every 29 website visits was to a
sports site during the Games.

Success
Robin Goad, research director at Hitwise UK, said
in his blog during the Beijing Games: “Looking
at top sports retail websites last week, it is
perhaps no surprise to see that four of the top
10 were cycling websites, including Halfords at
number one. The success of Chris Hoy et al has
obviously encouraged Brits to get in the saddle.”
The increase in the participation of organised
sport in the aftermath of the Olympic Games
must now be commercialised by the sportretailing sector. Every owner-manager has a
chance to develop the interest that is now acute
in a wide range of sports into sustainable
income. The London Organising Committee of
the Olympic Games’ stated goal is to maintain
the interest and anticipation for the London
Games between now and the opening ceremony
on July 27. Sport England has invested over
£2.2billion in community sport since the start of
the National Lottery in 1994 and is set to invest

another £1billion before the start of the London
2012 Olympic and Paralympic Games.
Kerry Kyriacou, stakeholder relationship
manager at Business Link, says: “Early estimates
suggest the Games could generate around
£2billion for Britain’s visitor economy. With
consumers spending £4.4billion on sportswear in
2004 (£3.15billion on sports clothing and
£1.33billion on sports footwear) these figures
suggest unrivalled opportunities for the sports
retailer nearing the London 2012 Games. As the
planning process is already in motion, it is
imperative sports retailers begin securing
agreements with their key suppliers, particularly
with suppliers who will hold 2012 licenses for
sponsorship and branding.”
For the UK the Beijing Olympics not only
revitalised an interest in sport as a whole, it also
indicated that businesses can gain real-world
commercial advantages from either direct
sponsorship, or via associated awareness of
sport and sports suppliers. Research from
Mediaedge:cia (MEC), a leading media agency,
reveals that, overall, the 12 official global
partners collectively increased awareness of
their brands among Chinese consumers by 84
per cent, an average seven per cent increase
per brand.
The brand that achieved by far the greatest
uplift in comparison to its original awareness was
adidas, with a significant 24 per cent increase in
consumer awareness. This was achieved not only
by successfully capitalising on its sponsorship
with above-the-line advertising but also through
its kit deal that saw all Chinese medallists
wearing adidas sportswear while collecting their
medals. This was reflected in the amount of
consumers that were likely to think more
positively of, and more likely to purchase, the
brand following the Olympics, with both figures
showing an increase of more than 30 per cent.
However, the unexpected brand success
story of Beijing 2008 was sportswear retailer Li
Ning. MEC research revealed that consumers’
brand awareness soared from eight per cent in
April 2008 to 21 per cent after the Games.
While Li Ning didn’t have official Games sponsor
status, the company sponsored the Chinese
gymnastics team, while the founder was chosen
to light the torch at the opening ceremony. This
jump in brand awareness saw Li Ning’s share
price rise six per cent overnight.

Opportunity
Commenting on the research, Jon Wright,
director of MEC MediaLab APAC, said: “Beijing
2008 was the biggest and most significant
opportunity to date for brands to capture the
interest of Chinese consumers. Our research
clearly shows that it’s not just about how much
money you have. If brands want to maximise
the return of their sponsorship they need
consistent, integrated advertising strategies.
But it’s not just what you do with an event
that is as vast as the Olympics, it is also
how you do it. There are six months
from the torch relay to the end of the
Games, and our research has shown that
the brands that succeed are the ones that

continually keep their advertising and
sponsorship fresh and engaging for consumers.”
Stuart Stokes, founder and community
health director of Zest People, a health strategy
specialist, believes that following on from the
inspiring Beijing Games, the challenge is
certainly on for organisations such as UK Sport
and Sport England to raise awareness of the
benefits of sport in the run-up to the London
2012 Games. “I feel that all organisations have
an important role to play, whether organising
office games, setting up new corporate leagues
or getting involved in community grass roots
sports and clubs,” he says. “The Olympic baton
is now ours and we, the UK, have a collective
duty to promote sport and active living in the
run-up to London 2012.”
The beginning of the London Games may
seem far on the horizon, but this is no time for
complacency. Businesses that build on the
Beijing Games will place themselves in an
advantageous position within the consciousness
of consumers. Four years is certainly a
substantial amount of time to be sustaining an
interest in sport and its associated industries, but
you must begin to formulate your plans now.
Florence Orban, CEO of the National Skills
Academy for Sport and Active Leisure, says:
“With an increase in
awareness of sport and
the combined impact of
increased participation
this will mean not only
more people active but
an increase in demand for sporting equipment
and attire. Focus should be on how the wider
association can help to drive business and not
just on supporting the Games. The essence for
this is sustainability after the Games, meaning
the legacy will not only impact direct
participants but is maintained across the sector,
which includes suppliers.”
Says Kerry Kyriacou: “The high street sports
retailer, regardless of size, should by now have
secured agreements with their key suppliers to
stock and sell licensed product the corporate

sponsors have manufactured on the back of the
Beijing Olympics. The focus on merchandise
ought to be on the winning athletes, teams and
types of sports that won medals. This would
include equestrian accessories, sailing gear,
boxing gloves and bicycles. You would be illadvised to stock merchandise that act as

“Small retailers need to learn the skill of
good negotiation and master the art of strong
supplier relations. This will help them negotiate
the best terms of payment and exclusivity of
product within the area they trade. Stocking
merchandise not sold locally by the competition
immediately creates a unique selling point and
avoids entering into a
price war with the
competition. Negotiating
promotional support with
their suppliers and
partnering with other local
community organisations will help attract
newsworthy stories the local press are willing to
write about.”
For the smaller retailer, getting their
businesses ready to exploit the biggest sporting
spectacle on Earth begins now. Going it alone
may be one option, but the fact that larger
businesses that do secure contracts from the
Olympic authority must subcontract at least 25
per cent of their winning bid to smaller enterprises
is a potential opportunity not to be missed. The
Games are coming to the UK - ensure your
business is ready to win gold. SI

“The Olympic baton is now ours and we, the UK,
have a collective duty to promote sport and active
living in the run-up to London 2012”
souvenirs, rather aspire to merchandise that
might also have a collectable value. The Official
Sportswear Partner of the Beijing 2008 Olympic
Games was adidas and it will also be the Official
Sportswear Partner for the London 2012
Olympic Games. In total, adidas provided more
than three million products for the Beijing
Olympic Games, including 43 different athletic
shoes for 27 out of 28 sports.”

Focus

At the moment the focus of business in the
context of the 2012 Games is the procurement
process that is continuing apace. All
enterprises should look closely at
any opportunity that their
business may be able to bid
for. However, it is a mistake
to believe that the contracts
An increase in the
that are available will all go
awareness of sport
will mean an increase
to larger organisations.
in demand for
Smaller concerns are equally
sporting equipment
able to secure a contract if their
bid is competitive.
Says Kerry Kyriacou: “The
smaller sports retailers are at an
advantage. They are able to respond much
faster and become involved in local sports
activities and promotion. If they remain focused
they have every opportunity to benefit as much
as the corporate retailer. Any good retailer will
seize the opportunity and begin the planning
process now. The trick is to have a good
understanding of their customers and monitor
their customers’ purchasing trends.

RESOURCES
Find out how the London 2012 Games can
work for your business at free special
workshops. Click www.businesslink.gov.uk and
search events
For unbiased information or free advice
to help you plan your business needs talk to
a member of the Business Link intelligence
team on 0845 600 9006, or visit
www.businesslink.gov.uk
INFORMATION AND LINKS:
www.london2012.com
www.londonolympics2012.com
www.london2012.com/get-involved/
business-network/index.php
REGISTER FOR BUSINESS E-ALERTS:
www.london2012.com/get-involved/
business-network/business-e-alerts.php
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e-shopﬁttings
FROM HOBDAY

Slatbox

the slatwall display and storage solution

STYLISH POINT
OF PURCHASE
DISPLAY SOLUTION
THE ONLY STORAGE
DISPLAY BOXES IN THE
WORLD DESIGNED TO FIT
INTO SLATWELL AND
MESH SYSTEMS

FITS ALL EXISTING
STORE FIXTURE
SYSTEMS

OFFERS RETAIL OUTLETS
• SPACE SAVING DISPLAY
• EASE OF USE/FITTING
• EASY STORAGE
• MODERN DESIGN

TOUGH UV
RESISTANT
POLYPROPYLENE
BUILT FROM STRONG,
STURDY COLOUR STABLE
POLYPROPYLENE.
DESIGNED TO NEST WHEN
STORED FOR COST EFFECTIVE
WAREHOUSING

NEXT DAY
DELIVERY
LOWEST PRICES

AVAILABLE IN A NUMBER
OF DIFFERENT SIZES
AND SHAPES.
INSTOCK COLOURS
WHITE & CLEAR

FREEPHONE: 0800 032 7386
BUY ONLINE: www.e-shopﬁttings.co.uk

Best sellers now from

A - HH cup

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

Voted No.1 Sports Bra
by readers of

Ofﬁcial Supplier

shockabsorber.co.uk

TIME MANAGEMENT

Working
knowledge
Simple time-efficiency techniques can help you get the most out
of your working week. Tony James reports
There just aren’t enough hours in the day to do the
work that relentlessly piles up. You seem to be
spending more and more time in the store, less with
friends and family, and you can hardly remember when
you last had a decent holiday.
And yet, strangely, all those extra hours of work and
worry don’t seem to be making you richer or more successful.
Obviously you’re doing something wrong - and the chances
are that, in simple terms, you’re just not making the most of
your available time.

Efficient
If it’s any consolation, you’re not alone - consultants believe
that at least 50 per cent of retail businesses could benefit
from good time management to do things at least 20 per
cent faster and more efficiently. For instance, a recent study
commissioned by the London School of Economics shows
that the majority of us are often unwittingly doing the wrong
work at the wrong time.
In most cases, our morning and evening work rates can
be nearly double that
of the afternoon and
yet the afternoon is
when we invariably
do our most
demanding tasks. In
one series of tests
commissioned by the
London Business
School, the
rearrangement of
daily schedules transformed volunteers’ time/work output. In
one case, a department manager who transferred demanding
work to a morning slot found that not only did his
productivity rise but he was able to leave the office at least
half an hour earlier.
So if you are not making the most of your time at work,
here are 10 techniques that time-management experts claim
will help you beat the clock and get the most out of every
minute of the working day.
 Prioritise your time and effort - and that means working
out a weekly plan based around urgent and important
projects. Monday morning and Friday afternoon are the best
times to update your time/effort plan.
Spend the first 10 minutes making a list of your
appointments, tasks and engagements for the next Monday

to Friday period with approximate timings. Also include some
‘unplanned’ time or your life may lose all spontaneity. Then
transfer the schedule to your diary, noting down how long
each job should take.
You don’t have to stick rigidly to your timetable - if
something comes up, you’re free to rearrange things,
adjusting the ‘time quotas’ accordingly. You may want to
leave a morning or afternoon a week free to deal with the
unexpected or to complete a task that has overrun its original
time schedule.
Then break the tasks down into ‘essentials’ and
‘desirables’, fitting the essentials into the periods when you
know you are at your most efficient. Tasks that don’t have
deadlines can be slotted into convenient spaces in the
schedule or put back to subsequent schedules if necessary.
This will make sure you don’t spend valuable time on tasks
that are not likely to pay good and immediate dividends. It’s
also a good idea to write down your main business goals and
pin them up by your desk. At least it will remind you just
what all that time and effort is for!
 Keep an honest
diary or ‘time audit’
of your work for a
week and you’ll be
surprised how many
time saving areas will
be revealed. It will
also disclose timestealing personal
weaknesses like
unnecessary
perfectionism and those extra coffee breaks.
 Group jobs together to avoid doing the same things twice.
For instance, when making phone calls schedule a specific
period for making and returning calls and keep the chat to a
minimum by preparing what you want to say beforehand. On
the other hand, daunting jobs can be broken into
manageable chunks. For instance, if you have 10 clients to
ring, call five and then do something else before ringing the
other five when you’ve built up your energy again and can
make the calls quickly and efficiently. Tests show that this way
you can cut time spent on such tasks by 15-20 per cent
 Be flexible in your routines - and save valuable time. For
instance, avoid making journeys in rush-hour traffic or visiting
the bank or shops at lunchtime when they are busier. If
meetings are necessary, encourage customers to call on their

“There are no phone calls or visitors.
So if I do, say, 6pm to midnight my
production is up 50 per cent, I get
eight hours’ sleep and I’ve got time in
the day for networking and looking
for new clients”
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way to or from work rather than during a busy working day.
Wholesale consultant Jenny Bevin finds that she can work
faster and more efficiently in the evening when her
Manchester office is quiet.
“What takes me eight hours in the day can take less than
four at night,” she says. “There are no phone calls or visitors.
So if I do, say, 6pm to midnight my production is up 50 per
cent, I get eight hours’ sleep and I’ve got time in the day for
networking and looking for new clients.”
 Be organised. Studies have shown that working in chaos
can drastically increase the time a job takes. In one London
School of Economics experiment, a man working on a tidy
desk with everything to hand took 20 minutes to complete a
routine clerical task. An untidy, disorganised colleague took
34 minutes to do the same job.
 Study your ‘performance curve’ - the times of day when
you are most and least productive. Most people perform best
in mid-morning and brighten up again around 4pm. So tackle
your most difficult jobs when you feel on top form.
Particularly big or troublesome jobs can be broken up into a
more manageable size and dealt with at peak performance
times over several days.
 Work on your own. Don’t be afraid to shut yourself away
from colleagues for part of the day. You’ll certainly get more
work done - one study showed that the average office
worker is interrupted every 12 minutes and if you make it a
regular routine people will learn to leave you alone.
 Value your time. Don’t work at weekends unless it’s
unavoidable. If you don’t value your time it’s hard to
persuade anyone else to. So don’t work ridiculous hours
unless you’re getting handsomely paid for it. Anyone can sell
their time. The challenge is selling it at the right price. So
don’t spend your time on low-cost work - it’s good financial
sense to delegate it to someone who gets paid less, even
though it might be quicker to do it yourself. Napoleon’s line
was: “If you want something done, do it yourself” and look
what happened to him!
 Use your voicemail as a secretary to cut out unwanted
interruptions. Don’t stop what you’re doing to take calls that
could be unimportant and waste time. Earmark a time - say
every couple of hours - for listening to messages and taking
appropriate action.
 Be prepared for the next day’s work. Fifteen minutes spent
at the end of the previous day will mean that you don’t
waste time the next morning wondering: “What shall I do
today?” and worrying about whether you’ve got the right
documentation or equipment for the job.

working when you’re drinking coffee and looking out of
the window.

Do

 Include contingency time in your weekly time budget to
deal with the unexpected.
 Take your body clock into account when planning your
week - and reserve the hardest work for when you’re at
your best.
 Break non-urgent tasks into manageable time chunks.
 Make sure you programme a daytime weekly treat
into your time schedule - to remind yourself that you run
the business.
 Make sure you don’t always put your clients’ needs and
deadlines before your own.
 Keep a careful check of the results of hours worked. Some
jobs may be so uneconomical that it would be good sense to
refuse them in future.
 Remember that being worried and stressed isn’t the same
as being busy. It simply means that you are not using your
time to cope efficiently with your workload, as Plymouth
retailer Frank Harvey found when he returned to business
after a mild stroke last year.
He says: “I’d had time to think and realised that I’d been
running round in circles for years trying to do all the
administration instead of doing what I was good at delegating. Now I’ve got a part-time secretary and
accountant and the difference is amazing.
I work less and I produce more revenue.
It’s ironic I had to have a stroke to
make me come to my senses. Now
with a bit of luck I’ll be able to make
the most of my working time for a good
few years yet.” SI

Don’t be afraid
to shut yourself
away from
colleagues for
part of the day

Beat the clock
So to beat the clock and get more for your time:

Don’t

 Agree to anything without first consulting
your diary.
 Work crazy hours unless you’re getting
crazy money.
 Be afraid to turn down work that is
not time effective.
 Be so rigid about your timetable
that you can’t quickly adapt to
unexpected circumstances.
 Keep things in your head without
writing them down for the
next planning session.
 Delude yourself
that you’re
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FITNESS & HEALTH CLUBS

HEAVY GRIPS ARE LIKE HAND
GRIPPERS ON STEROIDS
These heavy-duty hand grippers are manufactured with machine knuckled aluminium handles and huge springs that will
provide a lifetime of use.
The Heavy Grips are available in six different levels of strength, from the HG100 (100lbs) Beginner to the HG350 (350lbs)
Gripper King. They are a great item for any type of fitness-related business and are designed to either hang on store shelves or
be mailed to customers.
Wholesale pricing ensures that you have a product that yields an excellent net profit with a true lifetime warranty
standing behind the product.
For more information visit www.ultimategrip.co.uk or call 0151 324 1195.

FITNESS & HEALTH CLUBS
WEIGHTLESS WORKOUT WORKS WONDERS
The Versapulley series, a new range of weightless exercise equipment, is set to become
the number one choice for gyms and health clubs seeking to provide something a little
bit different for their clients.
The series hails from the same stable
as the celebrated Versaclimber stepping
and climbing exercise machine and is
already making waves among the ranks
of professional athletes
and amateur fitness
enthusiasts alike,
with stars such as
Rafael Nadal and
Spanish football
team Sevilla
already reaping the
rewards of the Versapulley’s unique
workout.
The machine’s minimal design
masks the complex technology
beneath and makes the Versapulley
extremely simple and safe to use.
The rope is pulled away from the
machine in any direction, using any one of a
series of handle or belt attachments, triggering the
resistance that builds strength and conditions muscle.
The harder the rope is pulled, the harder the machine
pulls it back when the rope retracts, working additional muscle
groups and making workouts twice as efficient.
For further details on the full Versapulley product range visit
www.versaclimber.co.uk or call 01384 897303.
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INSTYLE FITNESS
Instyle fitness introduced two new keep-fit products at LIW and announced two
product enhancements.
Expresso S2, the only online interactive gym bike, now has a recumbent to partner
it. Thirty tracks and games control the recumbent’s resistance and it also comes with 30
gears and regular-style steering to give the on-screen racing experience greater reality.
Riders can join in the worldwide network of online racers or simply go for a ‘cycle’ in
scenery of their choice.
Instyle also introduced the new XR exercise bike, which allows the enthusiast to
combine the on-screen virtual cycling world with a video on-screen cycling world
where users can race on real and famous
routes. Gears and lifelike
steering, along with data
analysis, are all available.
Finally, Instyle announced
two product enhancements. The
Expresso S2 has been given a
makeover and now looks even
slimmer and trimmer. And for
studio upgrades, how about
linking as many as 16 standard
exercise bikes or rowers to virtual
reality tracks to provide real-time
racing? Anyone interested can
sign up with Instyle for the unique
‘Simultrainer’ software. It’s
Microsoft Vista compatible with
enhanced quality graphics.
www.instylefitness.co.uk
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Polar, the global leader in
heart rate based training
technology, recently launched
the most exciting range of
Fitness & Cross Training
computers ever to hit
the marketplace.
With superb eye-catching designs
and revolutionary features, these monitors
will enable fitness enthusiasts
at all levels to listen to their
body and reach their goals.
Monitoring heart rate is the most
effective and efficient way to
achieve your exercise and weight
loss goals. Polar training computers
ensure you are exercising in the
right zone, whether you’re looking
to improve aerobic capacity or burn
fat. Polar’s new FT range (FT80,
FT60 & FT40) is designed to
keep you motivated and make sure
you are pushing yourself as hard
as you can. All three come with
a built in fitness test which will
measure your aerobic fitness at
rest in just five minutes. The FA20
activity computer monitors health
beneficial movement by registering
all active motion to show calories,
distance travelled, active steps
and duration of beneficial activity
across a full day.

FT80

For more information on Polar’s electrifying new range visit www.polarelectro.co.uk. This is a newly launched website
containing a wealth of training and service information as well as enhanced product support pages.

FT80 TRAINING COMPUTER

FT40 TRAINING COMPUTER

FT80 is the most dedicated training
partner for the most devoted fitness
enthusiast. It comes complete with
Polar’s new STAR training programme
which will give you weekly targets and
adapt to your training habits. In addition
the FT80 offers innovative strength
training guidance, calorie counting and
is compatible with the newly improved
online training service,
polarpersonaltrainer.com

FT40 helps you to achieve your goals
by giving you a better understanding of
your body with simple training guidance.
It determines the right training intensity
for you for each training session,
allowing you to enjoy your training
and improve your overall fitness.
The FT40 features the innovative
EnergyPointer that calculates the point
in training at which the intensity turns
the training outcome from fat burning
into fitness improvement.

FT60 TRAINING COMPUTER
Now you can train as you want and reach
your fitness targets with the FT60’s
personalised training programme.
It sets new targets by adapting to your
personal training habits with STAR,
helping you stay motivated and carry
on improving your fitness, while also
providing information on calories
burnt during exercise.

POLAR G1 GPS SENSOR
The Polar G1 GPS sensor provides speed
and distance measurements, allowing the
user access to accurate data whether
running, road cycling, mountain biking,
kayaking, horse riding, climbing
or participating in any other outdoor
sport. The G1 GPS sensor is available
with FT80 and FT60 training computers.

POLAR FLOWLINK &
POLARPERSONALTRAINER.COM

data quickly and easily to
polarpersonaltrainer.com.
The recently updated online service
offers the facility to create your own
training programmes, track your
progress, challenge other registered
members and share tips/advice with
Polar users in the online community.

FA20 ACTIVITY COMPUTER
Users wear the FA20 on their wrist like
a watch (with no chest strap) as it
measures their active body movements.
The data is accurately calibrated with
personal information about height,
weight, age and gender and fed back
to the user digitally in simple graphic
displays so they can see the benefits
of their effort across the day. Once the
user has been active for 30 minutes the
FA20 will let them know they are doing
well by flashing “30 minutes active –
Nice!!” on the screen. The FA20 also
comments if the user is having a nonactive day by displaying a “lazy day”
message on the monitor.

The FT range is compatible with Polar’s
latest data-transfer unit – Flowlink –
allowing you to download your training

FT60

FA20

FT40

POLAR FLOWLINK &
POLARPERSONALTRAINER.COM

POLAR G1 GPS SENSOR

www.polarelectro.co.uk

WOMEN’S PRODUCTS

NO BALLS LADIES’ SPORTSWEAR
Launched in May 2008, No Balls is the new high-performance sportswear brand for female fitness.
Unique in name and design, No Balls gives a feel-good factor that is hard to beat. The collection
features specially selected technical performance fabrics that wick away sweat to keep you feeling
fresh and looking fantastic during any workout, from gym training to running and pilates, yoga to
triathlon and belly dancing to skipping - in fact all ‘non-ball’ sport.
Attractive active sportswear is often hard to find - much of it comes in classic
styles, some just appear sporty, but are just for show, not action, while others grant
no favours for your body shape. No Balls aims to change all this by delivering
beautiful fitness fashion that is flattering, functional and fit for purpose.
No Balls’ first capsule collection is a range of interchangeable tops and
bottoms to flatter any
figure. Elegance meets energy in sensual shapes
that skim the silhouette, with clever cuts and
seaming to enhance female curves and forgiving
fabrics that are both functional and flattering. A
further three capsules will be launched in
February 2009.
No Balls is now considering trade partners
throughout the UK and Ireland, supporting them with
start-up stock, next day top-ups, weblinks and active,
location-based PR.
For further details email info@noballs.co.uk
or call 01638 570387.

WOMEN’S PRODUCTS
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IN SEASON RUNNING & ATHLETICS

Run like the

With the Olympic highs still driving sales, Catherine Eade looks at the impact of
the Games on the running sector

That the profile of running and athletics
has been on a noticeable high since Beijing
could arguably be down to the Olympic
performance of one of the most exciting
track athletes for years. Usain Bolt stunned
the world with three golds in 100m, 200m
and the 100m relay, making him one of the
finest sprinters the world has ever seen.
Fellow athletes queued up to shower praise
on the Jamaican runner, who became the face
of this year’s Olympics, alongside swimming
great Michael Phelps. His effortless speed
sparked hundreds of features (plus one of the
most watched videos on YouTube ‘Usain Bolt
celebrates early…very early’).

Guarded
Former 200m record holder Ben Johnson
heaped praise on Bolt, although Lewis himself
was more guarded, mentioning the lack of
random drugs tests carried out by Jamaica in the
same sentence he praised the sprinter. But the
22-year-old quickly dismissed speculation his
sudden rise to supremacy was aided by doping.
“I know I'm clean. I work hard for what I
want,” explained Bolt. “To me it doesn’t really
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matter what [Lewis] said, a lot of people were
saying that. When you run the 100 metres that’s
what you get. As long as you’re fast they start
saying that. It’s like a trend. I’m trying to change
that.”
Interestingly, it turned out that more than 32
blood and urine tests had been conducted on
Jamaican athletes in the five days leading up to
the Games. Bolt’s team-mate Asafa Powell
complained drugs testers had taken blood so
often he feared it could affect his performance.
Some Jamaican athletes were tested three time a
day it later transpired.
Jonathan Quint at Saucony is marketing
manager for one running brand that is extremely
positive about the current state of the market.
“Running certainly seems to be enjoying another
boom at the moment - certainly running
products are,” he says. “With the recent media
focus on the health of the nation, there is an
emphasis on getting fit. Running is just about
the most accessible of all sports, all you need is
the right pair of running shoes - and a sports bra
for ladies - and you’re off.
“Athletics often comes across as the highprofile brother of running, but the continued

popularity of the London Marathon, the Great
North Run and the massive growth in charity 5k
and 10k races bring in new business every day.
Our challenge is to harness this increased profile
and drive the trade to the independent store
where the correct advice is available.”
Martin Exley, sales and marketing manager
at Brooks, adds: “The profile of athletics and
running is excellent. There’s a buzz and
expectancy about the sport at the moment as
the media and London gears up the pressure
for 2012. China did a great job with the
Olympics, the stadium and the media coverage,
coupled with some fantastic track and field
events. The sheer entertainment of watching
the men’s 100m and other events like the
women’s marathon gave running and athletics
a huge boost.”

Excitement
Quint says the excitement generated by the
Olympics is second to none. “The Olympics are
without doubt the pinnacle of achievement in
athletics,” he says. “Unlike many other sports,
track and field athletes would swap just about
any other medal for victory at the Olympic

wind

Games. Every four years a new batch of heroes
are produced, which bring running in particular
back to the focus of the sporting nation. So
many people followed Paula Radcliffe and Liz
Yelling in the Olympic marathon - the
attention such events derive can only be good
for our industry.
“Usain Bolt and Christine Ohuruogu were
undoubtedly the world and UK stars respectively
to come out of Beijing. A performance such as
Bolt’s 100m run will always draw attention to
the event. It wasn’t just the victory, but the
manner of the victory that will stay in the
memory of both those of us who watch every
track meet and the man in the street. Usain Bolt
has almost single-handedly brought track and
field back to the world, knocking more populist
sports off the back page for a couple of weeks
during the summer.
“Christine is Britain’s most successful
athlete of recent years and now with an
Olympic title to go with her amazing comeback
at the worlds last year, she is also a face and
name which your everyday family will
recognise. Whilst the public might not have
much affinity with Bolt and Ohoruogu with
regards to their events, they bring track and
field and running back into the public eye,
which almost certainly has an effect on
participation levels.”

Exley of Brooks agrees: “Bolt and
Ohuruogu are stars that have come so fast
from nowhere to Olympic gold that they
provide motivation to youngsters of all abilities
who want to be the next fastest man or
woman. Just go to your local track and see
them training.”
It’s no secret that government funding to
improve the profile of running and athletics has
risen dramatically over recent years, but is
enough funding being released to create British
stars for 2012? Says Quint: “The best
advertisement for running and athletics is
success. Huge funding isn't necessarily the
answer. Only a well-organised, supportive
governing body who have been working
towards medium and long-term goals will bring
the success the public will demand come 2012.
“Any athlete likely to win a medal or even
make the final in London will already be in the
system. The test for UK Athletics will be whether
the support and coaching base they provide
helps the talented athlete become a world-class
competitor. Changes from the new hierarchy
must be made in the next year, not the next four.
Anything after that will simply be too late.”
Quint echoes the sentiments of Steve Cram,
who pointed out recently that Britain needs more
‘green shoots’ coming through for future gold
success and a good haul in 2012. Cram’s
concerns triggered heated debate amongst the
athletics fraternity, with fans quick to suggest a
raft of strategies, including more centres of
excellence, more sport in schools and even a sort
of athletics ‘X Factor’ to find and nurture talent.

Clear vision
Since its inception in 1999, UK Athletics has
generated a clear vision to drive up performance
and raise standards in every event, region and
age group. Together with the home countries,
UK Athletics works closely with over 1,400 clubs
and thousands of schools and local authorities
across the UK to grow talent. The purpose of
UK Athletics is not purely to prepare athletes for
the world stage; the body also plays a
fundamental role in developing ‘sport for all’ by
encouraging participation regardless of age,
ability or background.
The work that Sport England does is well
documented and since the advent of National
Lottery funding UK Sport is another organisation
that has massively increased funding to sports
since London won the right to host the 2012
Games. UK Sport’s work is designed to support
a sustainable, world-class system and the
identification of future talent. Its mission is to
support and deliver medal success at the world’s
most significant sporting events. To achieve this
it invests over £100million annually in the most
talented athletes across all the summer Olympic
and Paralympic sports and the best performing
winter sports.
Sports fans will have to wait four years to
find out if the system bears fruit for the UK. In
the meantime, both Saucony and Brooks are
enjoying strong sales. “We’ve continued to
outperform the market again this year,” says
Quint. “This performance is based on product

and service and dealing exclusively with the
specialist store. You won’t see Saucony products
heavily discounted on the high street because
we work hard with our retailers to provide a
service to the end-user.
“Initiatives such as the much-replicated
Saucony ShoeLab bring additional levels of
service to the customer and demonstrate our
unswerving support for the independent
specialist. The support is now being
reciprocated, with Saucony currently holding the
number one position in more and more retailers
across the UK.”
Says Exley: “Brooks has seen another big
year-on-year increase and the stores that are
involved with specialist running have also had a
successful period.”
Has the credit crunch had much of an effect
on sales? How much do these two brands think
it is likely to affect the sports industry in terms
of participation/interest in sporting events?
“Many sports will suffer as participants cut back
on expenditure,” says Exley. “However, we are
in the running business which, can be fairly
basic in terms of cost with just good shoes and
kit - everyone wants to get fit and feel good, no
matter how bad economics are.”
“We have seen very little effect on our
business as a result of the global financial
difficulties over the last few months,” says
Quint. “This is obviously slightly skewed to the
overall market effect as we continue to take
market share from failing competitors, but it is
worth remembering that the first running boom
three decades ago was borne out of poor
economic conditions. If family finances become
tighter, the option of using a gym, which costs
hundreds of pounds a year, becomes less
attractive than just slipping on your running
shoes and hitting the pavements.
“We’re wary of the changing market
conditions, but we are confident that our
business model is robust enough and will enable
us to continue our support to the specialist.
With the recent much-publicised problems of
the high street multiples, it is clear there will be
many thousands of pairs of certain brands
flooding the market in 2009 off the back of
cancellations. Saucony are not in those stores
and therefore our position and our product will
remain strong.” SI
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RUNNING & ATHLETICS
SAUCONY
Saucony will be promoting the latest version of the Grid Jazz phenomenon at the
forthcoming STAG show. Saucony is putting together an amazing deal for STAG
members based on this shoe for delivery in quarter three next year.
The ProGrid Jazz 12 has Saucony’s premium cushioning system in the heel and
feels like a top-end shoe because of it, despite the great value price. ‘Runner’s
World’ US agreed - awarding the shoe ‘Best Buy’ in its recent series of tests.
The Jazz 12 also forms part of Saucony’s link with the Guide Dogs for
the Blind association. For every pair sold the company donates a pound
to the charity, which contributes to the care and training of
Saucony’s own guide dog, Jazz.
For more details on the shoe, the guide dogs
and Saucony call 023 9282 3664
or visit www.saucony.co.uk

A charity registered in England
and Wales (209617) and
Scotland (SCO38979)
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UK GEAR AND THE
BRITISH ARMY JOIN
FORCES TO LAUNCH
EXTREME CLIMATE
TRAINING SHOES
UK Gear has launched two unique training
shoes designed to withstand some of the
world’s harshest environments.
Designed and developed in association
with The British Army Physical Training
Corps, the PT-03 DESERT survived final wear
testing in the extreme heat of Afghanistan,
while the PT-03 WINTER was put through its
paces in Norway. This ensured that they’re
built to survive some of the world’s most
extreme temperatures and weather
conditions.
These unique shoes have earned the
right to bear the famous British Army
‘crossed swords’ insignia.
UK Gear: 0870 403 1400
Email: info@ukgear.com
Website: www.ukgear.com

STAG Show Exhibitor
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AUTUMN/WINTER 2009/2010 COLLECTION

LOTTOTHESPORT
ITALIA:
NEW FOOTBALL COLLECTION TAKES
THE SCENE WITH TWIST’NGO AND
WHITE & BLACK

The element that distinguishes Lotto in its
2009/2010 Autumn/Winter Football collection for
the second year in a row is the Twist’ngo
technology, originally launched for the 2008
European football championships and this season
seen in White & Black, the two colours sported by
leading Lotto spokespersons.
This new and exclusive technology consists
of a rotating stud patented by Lotto that is
capable of improving performance while
reducing risk of injury.
The concept began as the result of a
behavioural analysis of players during a match.
What emerged was how most movements made
by the athletes (advancing, deceleration, change
of direction, jumping, darting) occurs very rapidly
and within a very limited space (5-10 metres). All
this implies considerable effort, in that they must
overcome foot/ground friction and the inertial
force related to acceleration and deceleration.
Lotto therefore decided to conduct an in-depth
analysis of the ergonomic stress an athlete
undergoes during a change in direction, the most
common movement in football that, if not made
correctly, may result in serious injury. The analyses
revealed that a crucial point for balance and thrust
of an athlete when changing direction lies
precisely at the root of the first metatarsus, so it
was precisely at this point that this important new
technology was applied. Twist’ngo is an innovative
system that consists of inserting a rotating stud
into a cutting-edge sole in correspondence to the
root of the first metatarsus. The sole consists of 11
traditional conic fixed studs that can count on a
twelfth rotating stud to allow the shoe to
accompany the athlete in his rotating movement,
offering considerable advantages:
a) Speed: The rotation occurs in less time than
afforded by a traditional stud, reducing
foot/ground friction, saving energy, and improving
performance;

b) Prevention: The foot maintains its axis during
the rotation phase, improving the effectiveness of
the movement and reducing the risk of injury;
c) Balance: During rotation, balance is maintained
and improved because the stud functions as a
pivot and stable fulcrum.
The Twist’ngo technology is available in three
models of the Autumn/Winter 2009 collection:
Zhero Leggenda Tre, Zhero Evolution Tre, and
Vento Diablo Due KL.
For this season, Lotto has once again
distinguished three main lines of the football
collection according to the design and
technologies used, each of which bears the name
of the representative model.

ZHERO LINE: LIGHTWEIGHT
AND FAST
This line features special technical details
conceived to be lightweight and increase speed. It
was studied for faster players who count on
sprints and sudden changes in direction to win.
For this new season, the White & Black colour
version has been updated with a new distinctive
Zhero graphic that characterises all the models of
this line.
The top models are using the Twist’ngo
technology are
ZHERO GRAVITY TRE
ZHERO LEGGENDA TRE
ZHERO EVOLUTION TRE

VENTO LINE: TRADITION AND
TECHNOLOGY
A Line with a traditional design and cuttingedge technology targets a consumer seeking
technological innovation without having to
sacrifice the comfort of natural materials. The top
model is Vento Diablo Due KL, now with new
details and lateral graphics.
VENTO DIABLO DUE KL

STADIO LINE: TRADITION AND
COMFORT
The orientation that guided the development
of the Stadio line came in response to the needs
of more traditional athletes who prefer a simple,
minimalist styling enhanced with sophisticated
trims and details. This line represents continuity
in the world of football, whether in its
construction technology or in the choice of
materials and styling.
For this new season, the line is presenting all
new models, beginning with the top of the line,
the new Stadio Fuoriclasse, which has been
completely redesigned, maintaining its classic flair
but enriching it with innovative elements.

STADIO FUORICLASSE
The top of the line model is the new Stadio
Fuoriclasse with its totally new design. This shoe
is bursting with details, including its waterrepellent kangaroo upper for an extraordinarily
comfortable fit.
The removable anatomic insole maximises
comfort for the entire sole of the foot; the new
outsole with the conical studs is sewn onto the
upper to ensure durability, the technical
development of Puntoflex, inserted in the
metatarsal zone of the outsole, ensures
excellent elastic return and the correct flexing
of the forefoot.
Stadio Fuoriclasse is available in three colour
variations: Black/Neon Green, White/Black, and
Black/White.
The other models of this same line are Stadio
Classic and Stadio Azzurri Cup.

IN SEASON FOOTBALL

BUKTA SOCCER
The Barca kit is 100 per cent Polyester PK fabric and
incorporates Bukta’s moisture management fabric, which
keeps you cool and dry while you are active. The kit
includes the traditional Bukta logo centre chest and the
‘leaping buk’ logo on the back half moon of the shirt.
The shirt has piping down the sides with shoulder and
side panels adding to the design and has additional
stretch in the collar and cuff for added comfort.
The Barca Stripe design in royal blue and
black incorporates 100 per cent Polyester PK
fabric and the Bukta moisture
management fabric. The design uses a
process called sublimation and has a
Silver Bukta logo on either side of the
shirt. The white v-insert in the collar
gives the design a modern edge. Again, this shirt
has additional stretch in the collar and the cuff for
added comfort and is also available in red/black
and white/black.
The Bukta Bench Jacket is designed and
manufactured with the worst weather conditions in
mind. This padded jacket will keep you warm and
dry. It has a detachable, fleece-lined hood and fulllength zip and zipped pockets that have Bukta zip
pullers. The jacket also has adjustable velcro on the
cuffs for the desired fit. White piping and shoulder
gusset panels offer a new sleek edge to the outerwear
jacket, which is available in black and navy.
All these designs are brand new and the full
teamwear range is the beginning of a new era for
Bukta Soccer.
Bukta Soccer: 01382 776090.

FOOTBALL
LOTTO TO TEAM UP WITH QPR
UNTIL 2013
As of the 2008/2009 season and until 2013, Lotto will be acting as
Technical Sponsor and Official Supplier of Queens Park Rangers and will
provide the apparel and accessories for the matches, training sessions and
leisure time for the first team through to the Centre of Excellence.
The partnership will enhance the brand awareness of Lotto, not only in
the UK but also at international level, thanks to the worldwide media
coverage of English football and in particular of QPR. The new alliance will
also see both parties develop commercial ideas along with new product

lines - including leisurewear - inspired by the team with an
unmistakeable Italian touch.
The new team kits, created by Lotto’s Research and Development
Centre in close cooperation with QPR, are the right fusion of designs
characterising the club in the past and present. The first team kit
features the traditional hoops in reflex blue and white - the distinctive
colours of the club. However, the hoops have been revised with new
graphics enriched with silver detail. The shirt has a fitted shape fit and
is made of Poly Tech Stretch, an extremely lightweight, breathable
elasticised fabric that ensures maximum comfort.
For more information and
details of stockists contact
Quest dc on 01663 766737 or
STAG Show Exhibitor
email allan.cope@virgin.net
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RUCANOR
Rucanor is pleased to once again attend the STAG
show, demonstrating the company’s support for
independent retailers and offering the incentive of
extra discounts for orders placed at the show.
Many retailers are becoming increasingly aware of
the need to keep an eye on the products that offer the
potential for high margins and stock-turn, but take
little or no effort to sell, such as pumps, whistles, etc.
These products are easily overlooked; after all, it’s far
more exciting to sell a pair of £60 running shoes than a
£5 pump.
However, these day-to-day products should not be
overlooked, both in terms of stock levels and
presentation. The extensive range of Rucanor-branded
products that are offered from the company’s ‘NOS’
catalogue is aimed specifically at these savvy retailers.
The shop-in-shop concept has been proven to work and
the range of products will expand further in 2009.
The emphasis of the display at the show, however,
will be on the successful velcro-fastening Macario
football boots and a new football sock that offers
fantastic margins. This sock has been developed due to
demand from the trade and stock will be available from
December, with discounts being given to customers
placing forward orders for delivery up to May 2009.
For further information on these or any other products
from the Rucanor range visit Rucanor at the show, login
to your online account at retail.rucanor.com or call the
Sales Hotline Number: 0845 2300147.

STAG Show Exhibitor

REUSCH 2009 GLOVE RANGE
Reusch’s new 2009 glove range is split into three very different segments.
The ‘Raptor’ range, which will carry highly visible cosmetics and make the
range very distinctive and easy to recognise, will include a totally new range of
gloves carrying all the features of the most technical and innovative gloves in the
Reusch collection.
The ‘Core’ range goes back to basics and offers some of the most popular
Reusch gloves in a traditional style, but in a variety of different latex options,
while the ‘Carry-Over’ line will continue for a further season with some of the
more popular styles from 2008. The full range will be available from mid-February
2009, with a selection of styles available before Christmas.
For further information contact Bob Fidler at BF Sports on 0161 439 4383, email
reuschuk@btinternet.com or visit www.reuschuk.com

STAG Show Exhibitor
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VIGA CONTINUES TO

lead the way
The Viga ranges are already well known to the
Sports Retailers, for quality, innovation and price
points which gives, Viga’s customers the thing
they really need MARGINS.

AGENTS REQUIRED THROUHOUT THE UK

Autumn/ Winter products such as:
The “CYCLONE“range; Men’s and Ladies
Jackets in, Flo and Black. Fully taped seams,
Breathable fabric, Reflective trims, Concealed
hood, Longer back, Back zipped pouch (great
for cyclists) adjustable cuffs and concealed zips.
“ULTRA”, Long Sleeve Tops in “ultracool”
fabric exclusive to VIGA. Available in; Flo, Black,
Navy, Royal, White and Special colourways on
request.
“LEGS” Training Trews in 4 way stretch
polyester. Available in; Black/White, Black/Red,
Navy/Red and Navy/Silver. Children’s sizes
available in this product.
“Trainer” Tights, 82%nylon/18%lycra.
Available in; Red/Black/Navy & Royal.
“ACCESSORIES” Gloves/Hats/Bibs/Bottle
Belts/Runners Pack/Arm Phone Case & Socks .
ALL THE ABOVE PRODUCTS ARE AVAILABLE
FROM STOCK.
The “AERO VESTS & PACER SHORTS”in “ultra
cool” are the companies biggest sellers. 14

different colours,
from STOCK.
Our “SPECIALS”
programme is
available to all our
customers on
request.
We have many
other products
available. Please
contact our sales
office for a
brochure or log
onto
www.viga.co.uk/wholesale.
EXERCYZ ……………. another
winning range from VIGA.
The “SCHOOLS” market is
the companies biggest growth
area!
Telephone: 01257 269611
Fax: 01257 241677
Web: www.viga.co.uk

Bukta THE FUTURE
The company is launching a new
and exciting comprehensive range
of teamwear an area Bukta was
once a brand leader in, the range
consists of 6 exciting shirt designs
made from the latest moisture
management fabric as worn by
professional players, a full range of
colour combinations are available
in each design with matching
shorts and socks, goalkeepers kits
complimenting the outfield players
kits are also available.
As part of the collection Bukta
have a training kit package which
will cater for both players and
coaches alike such as tracksuit with
Velcro cuffs, side zip pockets on
the jacket and trousers, soft handle
fabric giving a relaxed feel when
worn, all logos are embroidered
featuring the leaping buck logo on
the outside back neck of the
jacket. Rain jackets in waterproof
fabric featuring velcro cuffs bungy
cord waist adjuster . Bench coat
ideal for standing on the touchline
or sitting in the stand, lightweight
62 SPORTS INSIGHT

padded jacket again with velcro
cuffs ,suitable from the worst
weather conditions, detachable
fleece lined hood. Training shirts
shorts and socks all in performance
fabrics that are worn by the pro’s
for the rigorous training sessions
required by any serious player.
Bukta also stock a lightweight
mesh bib that comes in 3 vibrant
colours featuring a large Bukta log
o on the chest.
A luggage collection consisting
of 5 pieces, boot bag. Small players
bag with false base compartment
for holding boots etc, shoulder
strap and handles making it ideal
for taking kit to the match. Large
players bag (with wheels) trolley
action, shoulder strap and handles
also false base compartment this
bag is ideal for weekend away
games. Medical bag with all the
required compartments sewn into
the sides for all equipment. Large
match day kit bag holding full set
of stripes. All the luggage features
the famous Bukta Logo.

Website: www.buktateamwear.com
Telephone: 01382 776090

MITRE is the brand
ra
that gives
ives people the
conﬁdence to play Whatever Your Goal
PLEASE VISIT US IN ‘THE MARQUEE’ AT THE STAG SHOW FOR YOUR
CHANCE TO RECEIVE AMAZING SHOW DISCOUNTS!
ENQUIRIES MITRECOM s 4    s &    s MITRECOM
MITRE,

,

and

are registered trade marks of Mitre Sports International Ltd

IN SEASON BOWLS

Rolling
with the

punches
Bowls may have some new young blood entering the
game and changing its image, but the sport also faces
its challenges, says Catherine Eade
Since bowls got its major makeover in 2001,
with brightly coloured clothes and balls and
a blue pitch, more young people have been
waking up to the sport. Sudden death
finishes and hi-tech scoring systems may
have sent shivers down the spines of
traditionalists, but it has certainly made the
sport more exciting to watch - and if it can
attract younger players, including young
women, it has to be a good thing.
This summer Jamie-Lea Winch, a 17-year-old
student who started bowling when she was nine
years old, lifted the women’s 25-and-under
singles title at Royal Leamington Spa. She
clinched the title with a 2-0 sets victory over
Somerset’s Stefanie Branfield in the final and will
now go forward to represent England in the
2009 British Isles Junior Championships. Also
linked with the sport’s 21st-century revamp is
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young Australian Samantha Shannahan, who has
been credited in her home country with “giving
the sport of lawn bowling a sexy new image”.

High profile
Shannahan, who represented Australia’s under25 women’s team in the Trans-Tasman Test in
October, joined the likes of swimming stars
Libby Lenton, Leisel Jones, Stephanie Rice and
Jodie Henry, triathlon world champion Emma
Snowsill, golfer Kristie Newton and basketball
player Penny Taylor-Gil in ‘Alpha’ magazine’s
high-profile ‘Hot 20’ list of Australia’s most
beautiful sports stars. She has also been
identified by Bowls Australia as having the
potential to represent the country at the 2010
Commonwealth Games. Shannahan, described
in the magazine as ‘one of the new generation’
of lawn bowlers, said she hoped her inclusion in

the magazine would help change the image of
the sport. “I suppose it just shows that there are
more young people involved now and it is not
just an old people’s sport,” she said.
But the other side of the coin is that despite
years of history, some bowls tournaments are in
danger. In Worthing, the home of bowls, Tony
Phillips, Worthing Open Bowls Tournament’s
event organiser, has announced that the
Worthing Ladies Open Bowls Tournament, held
in Beach House Park in July, had taken place for
the last time after 64 years.
Phillips also said the men’s tournament, in
its 75th year, is also “threatened with
extinction” due to a lack of business and
commercial sponsorship. The Bowls England
National Finals at Worthing are safe until 2013,
but Phillips said: “With the loss of these
supporting open tournaments, the question has
to be asked whether the nationals will last
beyond then.”
In one of the many blogs and online
chatrooms about bowls Phillips responded to
fans bemoaning the loss of the traditional image
of bowls, while also defending it as a sport to
be taken more seriously by others: “We remain
optimistic that one or more businesses will step
forward to save the 2008 Men’s Open, which
would then afford us a little time after that to
look at implementing new ideas. If these
tournaments don’t survive Worthing will be the
poorer for it.
“Bowls is an ageless sport which can be
played from nine to 90 years of age and
beyond. I only wish those who constantly knock
it would give it a try. It’s a challenging sport with
considerable tactical and strategic elements and
played to a high standard a lot of the time. It
certainly is not just an old person’s game, but
one which is enjoyed by many youngsters witness the very successful under-25 teams
around the country.”

Crisis talks
‘Sports Insight’ contacted Tony Phillips and
asked: is there a future for Worthing Open
Bowls tournaments? Says Phillips: “We’ve had
crisis talks with Worthing Borough Council and
local clubs in the Worthing area to look at ways
of preserving the Worthing Opens in the context
of the value of the tournaments to the local
economy and the sporting heritage connected
with bowls and Worthing, which is a global icon
in terms of the game.
“The Ladies Open, which has run for 64
years, is suffering from a lack of entries.
Women’s competitive bowls has declined. New
lady bowlers are more interested in social
bowling and regard the sport as just one
recreational activity among many and do not
particularly want to devote the time necessary
for achieving individual success. This is now the
domain of a handful of experienced women
bowlers whose numbers dwindle year on year. In
its present format the Worthing Ladies Open is
no longer viable as a prestige bowls tournament.

“The Men’s Open, which has run for 75
years, has enjoyed increasing numbers of
entries, but nevertheless is also challenged as to
its survival. With declining sponsorship
opportunities and zero funding initiatives, its
future is bleak. As organisers we have been a
little disappointed with the level of support and
interest our governing body, Bowls England, has
shown, but they do a lot of significant work to
sustain bowls in England and I’m sure they will
get behind us if and when we proceed with
advancing our ‘Open Tournament’ concept.
“We don’t want to see the tradition and
history of a sporting global icon consigned to a
local museum. We believe the tournaments are
part of the very fabric of Worthing and vital
supporting acts to the National Bowls Finals.
We have decided now is the time for radical
ideas. The council and the organisers have
therefore decided to explore the potential for
the UK’s first fully unified bowls tournament.
We would run a two-week tournament at the
same time as the men’s, but it would be a

opportunities would present themselves. We
would create huge media interest and would
look to TV to broadcast the final stages of the
event, which would be great for the sport and
fantastic for the town of Worthing.
“We would seek to actively promote the
under-25 age group to attract more youth into
the tournament and potentially into the sport youngsters are the future of any sport. From
this first unified tournament we would seek to
develop spin-off bowls events. We hope to be
the example of good practice that encourages
similar tournaments to be established around
the country, and by showing that this
restructuring of the format works well
other bowls tournaments and events could
possibly save themselves from being consigned
to the scrapheap.”

Media coverage
Says Stuart Green of bowls supplier Emsmorn:
“Many years ago we sponsored players or
tournaments but sponsors want a return on

“Many years ago we sponsored players or
tournaments but sponsors want a return on their
investment, which is impossible when there is no
media or crowd to relay your message to”
gender-free competition - we aim to literally
‘take the sex out of bowls’ to make an open
tournament that is truly open for all. Bowls is
not a sport that requires strength - it’s a game
of skill and whether you are male or female
doesn’t come into it.
“A completely new tournament would
potentially attract sports and/or community
funding. It would open up lots of opportunities
for sponsors and advertisers who would want to
be seen as the first supporters of such a
competition and additional commercial

their investment, which is impossible when
there is no media or crowd to relay your
message to. Earlier this year when the world
championships were in New Zealand it was
difficult to find any coverage in the press, TV or
on the BBC Sports website. National and
international tournaments receive no
meaningful coverage - other than broadsheets and very few spectators.”
Green points out that Nottingham hosts
the national indoor tournament, which
comprises men’s, women’s and mixed-format

competitions run over a two-week period, but
adds: “In general there appears to be little
mixed competition, which suggests there is little
appetite for this format. But whatever the
format adopted, the media show no real
interest in bowls, so sponsorship is forever a
problem, other than retirement homes,
funeral services and medical insurance, and,
like sailing, it’s a participation sport rather
than a viewing sport for the vast majority of
the population.”
However, Bowls England chief executive
Tony Allcock, MBE has a positive feeling about
the idea mooted by Phillips. “It’s certainly
innovative and deserves some publicity as it will
be different,” he says. “Historically women have
not featured too well in mixed tournaments,
particularly at TV level, but perhaps now is the
time to tip the scales. Bowls England would
definitely support it.”
As ‘Sports Insight’ went to press the latest
idea being put forward was to amalgamate the
men’s and women’s tournaments, with men’s,
women’s and mixed events held over a twoweek period after the national competitions
have ended.
Says Tony Phillips: “With the current
Bowls England management actively considering
bidding for bowls as a demonstration sport in
the 2012 Olympics, a resurgence of interest in
the game should be forthcoming. If bowls is
accepted as a demonstration sport in 2012 then
it could become an Olympic sport in 2016.
“Quite frankly if beach volleyball can be
accepted as an Olympic sport then bowls, with its
long and rich sporting history, deserves to be
represented on the Olympic stage. We are very
optimistic about the future, particularly if
individual bowlers from all over the UK
support this new tournament. If they
do it will send out a positive message
and possibly kick-start a renaissance
in the game. If they don’t and the
scheme were to fail
then a near fatal
blow will be
delivered to the
sport of bowls.” SI
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EMSMORN

BOWLS
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Bowls appeals to all age groups, but primarily the ‘grey’ market who
purchase mid-week when trade may be quiet. Bowlers were often keen
sportsmen in their earlier lives and look for quality, design, service and
good value in the convenience of their local sports store.
Emsmorn boasts the widest range of clothing, bags and shoes to
cover every aspect of the game of bowls. A limited core range of essential
stock will give you the service bowlers require and boost your trade in
trying economic conditions.
As a long-term STAG supplier, find out
how Emsmorn can develop your
business for 2009.
Emsmorn: +44 (0)1494 793939.
STAG Show Exhibitor
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Retail
FORUM
A perennial problem for retailers is
estimating and placing forward orders
during traditional sell-in periods - an issue
that’s recently been brought to the
attention of ‘Sports Insight’ by Mark
Goodman. Mark and his wife, Karen,
run three branches of Top Spin Tennis in
East Anglia.
Mark explains: “One issue that I know both
suppliers and retailers are struggling with in
racquet sports is that the traditional autumn
sell-in for summer delivery is less and less
relevant.” According to Mark, this situation has
been caused by several factors:
 Manufacturers are now launching products
all year round.
 In the global sports market new products are
seen much earlier by the public, thus creating a
huge demand. This demand increases further as
a result of the extensive marketing campaigns
devised to promote the products.
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To kick off what we hope will
become a regular feature of the
magazine, we look at the issue of
forward orders in racquet sports

 Because of internet shopping, it is no longer
not to place large orders in the autumn, but
manufacturers offer the biggest sales
acceptable to launch new products in America
incentives at this time.
first and then the UK. This situation results in
both the UK arms of global manufacturers
and UK retailers losing
e
sales as people buy
Mark Goodman runs thre
branches of Top Spin
from the States.
en
Kar
Tennis with his wife,
 It is now common
for tennis players to
swap racquets during
their short break in
November/December to
start playing with them
in Australia in January.
These racquets are
usually not part of the
autumn sell-in.
These factors cause the
following problems:
 Retailers are cautious

will get the product before others - just at the
crucial selling time.
Says Mark: “Two manufacturers who I know
are trying to address this are Wilson and
Yonex. Wilson has said it will be doing two
sell-ins - one in May for its performance
racquets, which will be available from
July, and one in the autumn for its
commercial racquets. This approach in itself
raises many questions.

“I believe Yonex is looking at moving
much of its tennis buy-in to the All England
Badminton Championships, where the
company has a large showroom and has
traditionally done its badminton sell-in from.
But doing badminton and tennis in one go
takes a long time - and is quite tiring for all
concerned. This year many of the racquets
sold in the autumn sell-in were obsolete by the
time the All England came along in March.” SI

MANUFACTURER’S RESPONSE
JONATHAN BALLARDIE, SALES AND MARKETING DIRECTOR OF WILSON RACKET & TEAM SPORTS

 The demand created for new products
cannot be met as manufacturers can’t cope
with a global launch - the ‘head of steam’
created by the new product launch is then lost
as deliveries are delayed.
 Traditionally discounts are based on the
level of buy-in during the autumn. Now
manufacturers are selling new products at
different times of the year, these discount
calculations become much more complex.
 It is very difficult to budget, as retailers
need to keep some budget back because
there will inevitably be new launches just
before or during the actual season, rather
than six months’ prior. However, keeping the
budget back means a smaller order in the
autumn and therefore smaller discounts, even
though overall spend in the year is probably
the same or greater.
 Sales reps have increasing problems to sort
out - they do their usual sell-in, knowing that
they will probably have to deal with cancelled
orders as product will be out of date before it
is delivered the following summer. There is
also another sell-in to be arranged for the
new products during the season. This takes
time, and if the product is available
immediately it’s inevitable that some retailers

As one of the
leading sports
equipment brands,
Wilson is concerned
about many of the
issues raised here.
We are aware that
mid-season
‘surprise’ launches
can lead to
frustration for some
retailers. Therefore,
Jonathan Ballardie: “In the
UK Wilson has opted to
our strategy for
bring forward the launch of
introducing new
its performance racquets
Wilson tennis
and bags from the
racquets for the
conventional timing”
coming year has
been developed with the retailers in
mind after listening to their concerns on a
global scale.
In the UK Wilson has opted to bring
forward the launch of its performance
racquets and bags from the conventional
timing. Instead of visiting retailers in
September with a new range for the
following spring, Wilson has chosen to bring
that visit forward to May. Retailers will then
be asked to give a commitment on the new
performance models for delivery from June to
August. We will then visit them again in the
autumn to secure a pre-order for the
following year. We have decided on this
strategy for a number of reasons:
 It will take advantage of the peak sales
around the Wimbledon fortnight, as
traditionally there is high demand for new
products during this period.
 The new performance racquets will be
available in the market in the midst of the
tennis season when the weather should be
good and the courts full of players.
 We do not believe that consumers should
have to wait until September or October to

buy new racquets, so this strategy allows us to
get the racquets into retail outlets from May,
which is much closer to the racquet launches
in other key markets around the world.
 Should one of the Tour players switch to a
new racquet, which invariably happens at the
beginning of the year - for example, Djokovic
switched to the [K]Blade Tour before the
Australian Open - it would not be a wise
business decision to wait until October to
launch the same model here.
All of our customers have been informed
about the new launch timing as we maintain
an ‘upfront and honest’ policy with our
customers. Our sales team has alerted
customers to the fact that we will be
contacting them in May with a new
performance range. We have committed to that
timeline, which allows our customers to budget
accordingly. In the past there have been new
racquets introduced in February or March that
could cause budgeting problems for retailers.
Commercial racquets will remain on a launch
timing in the autumn of each year.
Customer discounts are based on the preorder commitment and those discounts are
held for 12 months from September. When we
call on customers in May with the new
performance racquets, the customer will not
have to worry about the discount as it will be
based on the pre-order from the previous
September. Then in the autumn, during the representation of the performance range with
the new commercial range, the commitment
at that time will dictate the discount for the
following 12 months. This should enable
retailers to budget more effectively and
simplify the discount calculations.
We believe that this strategy will help ease
some of the issues which retailers have raised
with us. We will continue to develop this
strategy by taking on feedback from retailers on
how they feel this is affecting them.

JOIN THE DEBATE
Have a comment or something to add? Email siedit@partridgeltd.co.uk. We will endeavour to
publish as many Retail Forum responses as possible in ‘Sports Insight’ and on
www.sports-insight.co.uk
Would you like to discuss an issue in a future Retail Forum? Email siedit@partridgeltd.co.uk
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WHOLESALE SUCCESS
Nigel Carter and Frank Doherty took over Reydon Sports in 1993.
Today the company supplies over 1,500 retail outlets nationwide
Nigel Carter, the managing director of Reydon Sports,
has a background in jewellery wholesale, which is
possibly the reason why he felt he had stumbled across
an unpolished and uncut gem when he first became
involved in the Nottingham-based company that can
now rightfully boast to be the largest independent
sports wholesaler in Great Britain and Ireland.
It was during his time working as a sales representative
for Reydon’s retail outlet Redmayne and Todd, and later in a
similar capacity for Reydon, that Carter took the bold gamble
of risking every penny he owned to buy the company, along
with colleague and now non-executive chairman Frank
Doherty, in 1993 from Huban Holdings. Fifteen years on,
Reydon now supplies over 1,500 retail outlets nationwide.

Bespoke service

TOP: Nigel Carter: “We
pride ourselves on the
loyalty of our staff”
RIGHT: Sales office team
(l-r): Liz Thompson, Mike
Clayton, Matthew Palmer,
Patrick Murdoch,
Raj Sharma, Lorraine
Stevenson and
Cathy Horgan
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The company’s bespoke service is the envy of wholesalers
across the land. Reydon has a catalogue of products from
around 100 leading brands that can be dispatched and
delivered to any one of its customers within a maximum of
48 hours, which is why it has just collected the Intersport
Supplier of the Year and Hardware Supplier of the Year titles
for the fifth year in succession.
“It is always nice when you receive awards like that,
especially with such consistency,” says Carter. “It is
confirmation that the service we provide and the systems that
we utilise are the best there can be, which is something we
are justifiably proud of. It is something that I often dreamed
of when I took over the company all those years ago.”
Reydon has certainly come a long way since the last
recession in 1992, when Carter hand-picked 15 members of
staff to join him on the journey. The fact that 11 still remain
with the company is testimony to the two-way loyalty within
the company’s working structure that enables it to remain at
the head of the game.

General office worker Tony Hemsley has been involved
with the company for 41 years and has seen it transform
from a fun and games wholesaler, selling snooker tables and
football tables from small offices on Picher Gate in
Nottingham city centre, to its current location - plush offices
on Lenton Industrial Estate in the west of Nottingham,
complete with a 30,000sq ft warehouse.
Along with Hemsley, Tom Yates, Jane Castledine, Doreen
Brooks, Mark Riley, Jonathan Castledine, Des Hodgson, Liz
Thompson, Mike Clayton, Geoff Annett and Charlie Devlin
have all been with Reydon Sports plc from day one. “We
pride ourselves on the loyalty of our staff,” says Carter.
“Their service and full understanding of the business we
operate in helps us build up longstanding associations with
customers, because of the hugely professional service we are
able to offer.”

Dunlop Slazenger contract
The constant high levels hit at Reydon is precisely why
Dunlop Slazenger has handed it the contract to take over

the company’s whole distribution programme, a “massive
feather in the cap and fantastic for the future development
of the company,” according to David Sanderson, Reydon’s
national sales manager.
From the new year Reydon will be taking the Dunlop
Slazenger brand nationwide, along with Carlton badminton
equipment, in a major new sales initiative that has certainly
stimulated Carter, who adds: “The brand has such rich
heritage and has been established for so long with so many
household names like John McEnroe, Seve Ballesteros and
Jack Nicklaus, to name but a few, that we cannot wait to
get started.”
As well as the link up with Dunlop Slazenger, Reydon
offers a range of leading brands within key sports such as
football, cricket, rugby and hockey as well as others across
the whole sporting spectrum from boxing to badminton and
squash to snooker. adidas, Nike, Puma and Gunn & Moore
are all part of its vast and ever-expanding catalogue as the
company continues to push the boundaries in product
development.
While the established brands within the industry are
extensively catered for, the development over the past three
years of its Precision Training brand, Reydon’s one-stop
solution for everyone involved in sport and fitness, gives
Carter and his staff one of the biggest buzzes possible in its
position as brand leader in its field.
Working with professionals at the highest levels of
British sport, Precision Training is able to satisfy all sporting
requirements from one catalogue. It offers a compressive
range of textiles, sports kits, training aids, luggage, medical
equipment and accessories backed by official brand
ambassador Graham Taylor, the former England football
manager, whose expertise and knowledge is used to great
effect by the Precision Training designers and development
team.
Taylor is entering his third year as official brand
ambassador, and says: “I am convinced that Precision
Training aids make a major difference to the enjoyment of
training and participation in sport for people and athletes of
all ages from eight to 80.”
Precision Training offers five different styles of football
kit, plus referee and goalkeeping kits, along with a wide
range of training textiles for cricket, football, hockey, racquet
sports and athletics. Says Sanderson: “We have put a lot of
time, effort and expertise behind our own brand and it is
now being recognised and asked for on a large scale. That is
hugely satisfying and we will continue to develop and add to
it to grow the brand further.”

Partnerships
The impact of the brand has been so impressive that Precision
Training continues to forge an ever-growing number of
partnerships with leading professional football clubs such as
Leicester City, Notts County, Aston Villa, Coventry City, Burnley
and Shrewsbury, where all levels from academy juniors through
to senior professionals use the brand’s innovative and
specialised sports training equipment.
Nottinghamshire County Cricket Club is also a partner,
along with Leicester Ladies Hockey Club, plus a number of
major elite, professional sports governing bodies like the
Professional Football Coaches Association and the Professional
Game Match Officials at the Football Association, Premier
League and The Football League.
Those bonds will only grow stronger as a result of Reydon’s
commitment to constant development and improvement,
which are Carter’s watchwords. Having developed the
company from the uncertainty of the last recession in 1992,
when Reydon lost its retail outlets of Redmayne and Todd,
Carter knows only too well the pitfalls when economic markets
become unstable.
He has witnessed numerous changes in the sports trade
environment over the years and is fully aware that there are
plenty more to come. But Reydon has no intention of changing
the working practices and business model that has played such a
key part in its rise to the top of the market over the last decade
and a half. The company still intends to push the boundaries of
product development further, but nothing will be done to
compromise the independence it has enjoyed since Carter and
Doherty signed on the dotted line all those years ago.
Says Carter: “We believe our structure and the
independence we have used to underpin all we have done over
the last 15 years is the reason for our success. The only way
forward for Reydon Sports is for us to retain our 100 per cent
independence and the integrity which comes with that.” SI

TOP: General office team (l-r):
John Carney, Tom Yates,
Angela Cairns, Mark Riley,
Jane Castledine, Doreen
Brooks, Lynda Wood, Tony
Hemsley and Kerry Lee
LEFT: Warehouse staff (l-r):
Charlie Devlin, Kim Gunn,
Des Hodgson, Aaron Moore,
Jon Castledine, Ray Swift and
Steve Rimell
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Sports Insight Magazine
has expanded its circulation to include
the Republic of Ireland
Contact us to discuss how we can help you promote your
brand to this lucrative market place in the leading sports
trade magazine

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

www.sports-insight.co.uk

The GILBERT range offers lightweight durable performance
boots that provide stability and support and have been designed
to meet the demands of all rugby players, and is endorsed by some
of the world’s top international players. The Synergie Elite
combines the new XSP outsole and a sleek last profile and external
heel counter, which not only gives ultimate performance, but also
maximum fit and comfort. The K-Leather upper creates excellent
feel and gives the boot a lightweight responsiveness, while
the Elite Protex footbed provides excellent heel cushioning
and mid foot stability. This is a boot that is capable of
performing at the very highest level. Available in 8 stud
[6-15], 6 stud [6-13] and Moulded [6-13] options.

XACT HEADGUARD
WHITE

The popular Xact Headguard is now available in a stylish
White option as well as the existing black. Internationally
endorsed by a number of top players, the Xact
Headguard provides the ultimate performance. It is
designed to be fully flexible and has a three-dimensional
fit for maximum comfort. The design includes cut out
ear sections for improved communication, and
strategic air vents to improve airflow and prevent
overheating. It also has a cross lace system and an
improved adjustable chinstrap to ensure that the fit
can be adjusted to accommodate a variety of head
shapes. The Xact Headguard meets the specific IRB
requirements and is approved for match play.
Available in sizes SB – XL

SYNERGIE 12
PROTECTION

The GILBERT protection range has been developed to
meet the demands and physical intensity of
professional rugby and is widely endorsed
by international players from around
the world. This is clear to see in the
high quality Synergie 12 – which is our
most enhanced padding system to date.
Twelve ergonomically designed pads
provide protection for ribs, kidneys, biceps, back and
sternum whilst still allowing the wearer to execute a
full range of movement. The shoulders utilise the
improved Tri Flex padding system – triangular
interlocking protective cells - for superior performance
and a unique and perfect fit for every player. The base
fabric is a lightweight and breathable double layer mesh
that transports moisture away from the skin to help
regulate temperature and keep the wearer cool. As with
all GILBERT protection, the Synergie 12 meets the
specific IRB requirements and is approved for match
play. Available in sizes SB - XXL

For further information call 08450 661823 or
email sales@gilbertrugby.com or visit our website

www.gilbertrugby.com

GILBERT- Created
RUGBY
to Perform

SYNERGIE ELITE
RUGBY BOOT
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A global originator of compression and
thermoregulatory base layer clothing
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AVAILABLE AUTUMN 08

New vented Material for better
‘heatzone’ breathability and
increased wicking, but no
reduction in compression
quality

Zoned panelling for more
advanced muscle support

Lowered V-Neck line for
increased comfort and to be
hidden under playing kit

Modified seamlines to further
enhance comfort

No compromise on quality.
Linebreak still use the best
Lycra in it’s construction for
greater durability

WEB: www.linebreak.co.uk
TEL: 01926 813749
EMAIL: linebreak@btinternet.com

OFFICIAL SUPPLIERS TO:

STOCK CONTROL

Take stock
of your stock

Alison Wall looks at how successful stock forecasting
can have a significant positive impact on your business

It sounds so simple: order your stock, display it and sell it
to your customers. Yet getting the right stock in your
store, in the right quantities, at the right time, is a
challenge for any retailer. Get it right and the rewards
are a healthy, growing business - in some cases, the
difference between break-even and profit. Get it wrong
and, particularly in today’s economic climate, the
consequences can be severe, with lost sales on one hand
and obsolete stock on the other.
When it comes to forecasting stock levels, the best approach
is to be conservative, says George Brown of Atlas Retail
Consultants. He suggests buying 80 per cent of what you believe
you will sell and ordering smaller amounts, more frequently, from
suppliers. Margins may well be worse that way, but in terms of
surviving any downside it’s a careful approach, he says.

Rule of thumb
“The 80 per cent rule of thumb is used by stores at all levels,”
he says. “It’s almost better to run out of stock. After the end
of the World Cup, there were loads of T-shirts and flags left
over - all obsolete - and the cost for that kind of thing can be
fairly significant. But it depends on how much risk someone is
prepared to take. Certain retailers may be trying to grow
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market share through a product, in which case they will buy
more product in.”
Key sporting events and seasons, including back-to-school
and Christmas, need to be factored in. The current downturn
in the economy is leading to some people cancelling their gym
membership and turning to low-cost or ‘free’ activities, such
as running, says Brown, which in turn could lead to increased
demand for running jackets and long-sleeved tops.
Wild-card factors, such as a post-Beijing Olympics uplift
in sales of swimsuits, horse riding-related products and sports
nutrition products, are impossible to forecast. And many
pundits predict that the upswing following the Olympics will
be followed by even bigger opportunities in the run-up to the
London Olympics in 2012.
So far, so familiar. But does that mean retailers can
forecast their stock requirements based on national, global or
seasonal events - or even that old standby, gut instinct?
Probably not - as Brown says, not everyone has the right gut
instinct, and common sense isn’t that common.
Consultant Gordon Bell of specialist retail consultant The
Retailer, who has 10 years’ sports retailing behind him, takes
a similar view. He says: “We go in as consultants and people
ask us what we think they should buy. I say I don’t know - I

can’t guess what stock levels are right - but I say that we can
start looking.” He finds that many independent retailers
believe that their basic reports are good enough, but in his
experience, many have not set up their EPoS systems in a way
that allows the stock system to work properly. Says Bell: “At
the end of the month you may know how many tops you
have sold, but what kind? How many short-sleeved tops have
you sold? How many long-sleeved?”
Bell estimates that a store starting out can expect
depreciation on stock of 12 per cent, as the owner has little
hard data to make decisions on the right type and amount of
stock. By analysis and adjustment of stock, that depreciation
should be down to two to three per cent at the end of three
years. “I reckon on a three-year learning cycle,” he says. “In
year one, when you’re setting up, you’re guessing. By year
two you should have proper structures - you’ve probably lost
200 sales there and ordered another 200 extra there - and by
the end of year three you’ve got the sales pattern for that
specific location.”

Data capture
Key to this learning cycle is information. While expensive
software may not be necessary - a reasonable PoS system will
probably give all the information needed - data does need to
be captured and analysed. Says Brown: “Technology plays
into the hands of independents - as technology has
advanced, it is much easier to run suitable programs on PCs
or spreadsheets, without the need for major planning tools. A
lot comes down to processes - and the basics apply whether
you have one, two or 200 stores. You need to code

STOCK GROUPS AND
KEY QUESTIONS
Retail logistics consultant Kevin Zwolinksi of Click-On
Logistics suggests that retailers group their stock into one
of four main areas, depending on profit levels and supply
risks, such as long lead times from suppliers, limited
supplies or high costs.
Stock with a low profit margin and low risk. These
commodity items, such as sports socks, are easy to get
hold of and work for the retailer with minimum effort.
Retailers shouldn’t spend much time or effort on them,
but could consider placing them alongside other items
that offer greater leverage, he says.
Stock items that are high profit and low supply risk.
These items hit the sweet spot for any retailer, so
Zwolinksi suggests getting maximum leverage from these
products.
Items that are high risk and high profit. “Watch the
cash flow for these items very carefully,” he says.
“Perhaps find ways to de-risk.”
Items that are low profit and high risk. “Manage
these to within an inch of their life and be clear about
why they are there in the first place,” he says.

everything that comes in, which can be a headache up front,
but the payback is that you understand what’s selling and
when it is selling. It’s the mechanism used by the bigger
players and the principles are dead simple.”
He suggests starting with a key product area and getting
a handle on that, before moving on to the rest of the stock.
And with hard data in hand, decisions on stock levels can be
made on actual numbers, rather than relying on gut instinct.
Technology has assisted independents in another crucial
way: retailers who previously would have spent millions setting
up a transactional website - an impossible cost for most
independents - can now create one that costs only thousands.
And with the opportunities created by internet shopping, with
its virtual footfall 24/7, the need to predict and manage stock
levels is more important than ever, as even the single-store
retailer now has another, virtual, store to stock and manage.
“You need to keep prices up to date and include new
products - after the first flurry of setting it up it needs to be
maintained,” says Brown. “If anything, your online stock needs
to be maintained even more so than stock on your shelves, as
it can look out of date very quickly. If you’re not looking at
your website every day, it can look stale, with wrong prices and
links that don’t work. If it is out of date, people will
immediately think: Can I trust them? Will I get the stock?
“If someone is going to your website it has got to look
credible - it is your one chance to make a first impression. If
the website is poor they probably won’t come into your store.
In the past 18 months, retailers have realised that their
website is not a separate part of their business and started to
get to grips with that.”
That was the experience of Paul Horton, manager of
Wirral Sports in Merseyside. A regular Wirral Sports customer
- due to travel to Egypt that weekend on a scuba-diving
holiday - found the equipment he needed on the site. After
phoning to check stock availability he popped into the store
for his purchase and exited a satisfied customer. SI
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LEFT: When it comes to
stock forecasting,
unfortunately not
everyone has the right
gut instinct
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ONCE STOCK HAS BEEN MAPPED, ZWOLINKSI SUGGESTS
THIS THREE-STEP APPROACH TO SOLVING DAY-TO-DAY
INVENTORY HASSLES:
STOP: Ask yourself what you should stop doing. For
example, should you stop receiving deliveries in the
middle of the day?
START: What should you start doing? If your storeroom
is small and overcrowded, perhaps you could share a
storeroom with someone else?
Carry on: What is working well? Can you leave things
as they are?

1
2
3
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With the increasing growth
in health and ﬁtness club
membership, many operators
are waking up to the beneﬁts
of offering ﬁtness products
to their members.
You only have to consider the
competition that many modern chains
face to realise how crucially important
it is for the independent ﬁtness club to
stand out from the crowd.
Because of this, Sports Insight Magazine
has created a regular, dedicated feature
designed to promote products to this sector.
WHETHER IT IS POS OR EQUIPMENT,
SPORTS INSIGHT MAGAZINE IS THE PLACE
TO LEARN, PROMOTE AND EDUCATE.

Sports Insight Magazine
has expanded its circulation to
target independent ﬁtness and
health clubs across the UK and ROI.

www.etonic.com

KENDARI: Awarded by
Running Network USA

for information: tel. +44 1663 766737

INDUSTRY ANALYSIS
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Producing attractive sports products for
women can be a challenging task for
manufacturers. It is true that women buy
more often than men, but they tend to
spend less on their products and theirs is a
much more competitive marketplace than
the male sector.
The mainstream sports manufacturers and
retailers find themselves up against vertical retailers
with own-label offerings that seem to offer better
value for money. This isn’t necessarily true when
you look at the technology that goes into the top
sport’s brands products for women’s fitness and
gym gear, but does the consumer notice?

Valuation
NPD Sports Tracking Europe values the women’s
market for sports footwear and apparel
combined at £1.2billion (defined as women aged
14 years and over). This compares to their male
counterparts spending £2.3billion.
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Within the women’s market Marks and
Spencer is a significant player, as are the likes of
Next, Tesco and Primark. In fact, Nike, adidas,
Reebok, K-Swiss, Puma, Lacoste and Umbro
account for only 40 per cent of sales compared
to the same brands representing over 50 per cent
of the men’s sports footwear and apparel market.
Looking deeper into women’s expenditure
on sports footwear and apparel, two-thirds of
the above amount is spent on apparel and a
third on footwear. Of the apparel sales the
majority is, as expected, used for leisure
purposes. But of the remaining amount nearly
20 per cent of product is used for workouts in
the gym, while a further 13 per cent is used for
aerobics, fitness and dance.
In footwear similar trends can be seen, with
just over half of the products purchased used for
leisure purposes. However, unlike apparel, nearly
a quarter of the remaining spend by women on
sports footwear is used for running, an upward

trend noted by NPD Sports Tracking Europe since
the inception of charity running events that
attracted females to the activity. Furthermore, 15
per cent of footwear being used for sport is for
use in the gym and a further 15 per cent for
aerobics, fitness and dance.
The bottom line is that the combined
footwear and apparel market for women using
their product in the gym is valued at £108million,
while for aerobics, fitness and dance NPD Sports
Tracking Europe estimates a market size of
£80million. Together this makes a market of nearly
£200million - certainly worth brands fighting for.
The problem with this sector is that gym
memberships often lapse over time and it can be
hard to entice people back until the New Year
resolution boom. It has been reported that
almost 3.6million people take out new gym
memberships in the first two weeks of January;
taking into account the average annual
subscription, this amounts to £3billion. The

Fig 1: Percentage of spend in GB on gym/fitness wear by Gender
Source: NPD GB Sports online Consumer Panel

downside of this is that there is some
£200million-worth of unused or wasted gym
memberships each year. So what are the large
brands doing to make sure that when people
are active they are wearing their product?

Promotion
The Women’s Sport & Fitness Foundation (WSFF)
has recently launched the ‘Sweat in the City’

campaign to understand why women aged
between 16-24 are half as active as men of the
same age. This scheme hopes to make fitness less
daunting for young females and more social.
Reebok is launching a campaign in the New Year
to promote its new women’s fitness range. Using
the headline ‘Take the boredom out of working
out’, it plans on easing gym fatigue by picking a
team of Reebok Global Instructors to help support
the company’s new apparel range.
Nike’s ‘Here I Am’ campaign has been
gathering speed over the past 18 months and is still
promoting new ideas such as ‘Conversations from
the Inside’, which is being used to boost inner
confidence in women. adidas usually focuses on
the performance side and has been promoting 5K
charity runs around London and the UK, a good
starting point for less serious runners.
K-Swiss has taken a different approach and
installed Anna Kournikova as its international
spokesperson. This could have had a negative
effect on female purchases, but so far the signs
are good - the company has posted strong firsthalf sales for 2008. Puma and Lacoste’s
campaigns suggest they are looking more into
lifestyle and fashion usage for their female
ranges, so the balance of sport brands becomes
more fragmented.
This is where the vertical stores begin to
emerge, with Marks and Spencer performing
stronger than many sports brands - it’s currently
the third highest selling manufacturer of
women’s apparel. Looking at the company’s
usual campaigns, it’s not always obvious it
produces sportswear, but Marks and Spencer has
a partnership in place with the GB Pentathlon
team, a sport which British women have a strong
history in since its Olympic inception in 2000.
This could do with a higher impact promotion to
gain further knowledge.
There seems to be plenty of promotional
activity in the female sports sector. However, it
remains to be seen what campaign or brand
induces long-term loyalty in this market. SI
The NPD Group monitors the sales of sports
footwear and sports apparel in many
countries around the world. For more
information contact The NPD Group sports
team on 01932 355580.
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GILBERTS POPULARITY
CONTINUES TO GROW
GILBERT TEAM WEAR CONTINUES TO BE
AT THE FOREFRONT OF AN EXCITING
AND DEMANDING SECTOR.
Gilberts profile within the team wear
sector has been steadily growing over
the last few seasons, no better
example than the Blue Bulls success
in last year’s Super 14 Competition or
the England Women’s Grand Slam.
Made to the same high standards
that have made Gilbert balls world
famous, the 2008 textiles range offers
strength, comfort and style. With a
strong and reliable supply chain
combined with a focused design team
Gilbert are well placed to move forward
and maximize the opportunities within
this sector.
The utilization of specialist fabrics
from other hi-tech sports whilst still
maintaining the technical construction
necessary for the demands of rugby has
allowed the Gilbert product team to
produce a functional, fashionable and
durable range of products. Gilbert offer
a wide selection of match shirts which
can be customised to meet individual
club requirements, from slim fitting
sublimated printed shirts to the stylish
Xact Match shirts.
Gilbert’s renewed focus on team
wear has been extremely well received
by both the trade and end consumer
alike. Not only are clubs looking for
good quality kit but more often than not

a reliable and flexible service,
something the company sees as
paramount to success in this field. In
meeting both individual needs of
players and also demands of team
management, the collection provides
team wear flexibility and high
performance functionality.
The Xact match shirt continues to
grow in popularity. A stylish durable
shirt with moisture management
properties the Xact offers a quality yet

affordable option. The Xact is now
available in two additional junior sizes
and runs from 4XS to 3XL with the
option of long sleeve and a ladies fit.
Following it’s successful introduction in
2007 the XP Tour Jacket has now been
upgraded to include the stylish “Gilbert
since 1823 logo”. This jacket is the
genuine all rounder and is ideal for
warm up, training or as a casual option.
Excellent stock availability and a
wide range of bespoke options make
Gilbert an effective choice for many
clubs and schools.
In order to meet the requirements of
rugby teams more effectively, Gilbert
have launched an exciting new Team

Wear Catalogue focusing on team
requirements, with the facility to
customise not only match shirts but a
number of key training, leisure and
performance items with specific club
colours, logos and numbers.
We expect that the combination of
more and more high profile contracts
allied to a strong advertising campaign

will ensure Gilbert Team Wear
continues to be at the forefront of an
exciting and demanding sector.
In addition to the new team wear
catalogue currently available for mail
out we are working on new ways to
incentivise team wear specialist
retailers. A revamped website detailing
more clearly the extensive options

available to teams with clear links to
these specialists and a proposed facility
to design your own kit on line will take
this process to the next level.
Our sales force is well versed on
the demands of the team wear sector
and are always available with samples
to assist retailers wherever possible.

To request your copy of the
2008 Gilbert team wear
brochure and to find out more
about the range or support
available please contact your
local representative or call
08450 66 1823 or visit
www.gilbertrugby.com.
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commercial web. Your store’s website should support all of
these design aspects and always consider them when updating
every page.

Navigation and linking
Online shoppers hate it when they get lost on a website they
are using. Intuitive navigation is a vital aspect of any
ecommerce site that may have thousands of items for sale,
scattered over hundreds of web pages. Tabbed interfaces, leftnavigation and breadcrumb trails are all tried-and-tested
methods of solid site navigation.

Colour and design
The internet as a retail space may be well developed, but
this doesn’t mean that the lessons about what
constitutes good web design have been taken to heart
by every ecommerce-enabled website. Market share and
the ability to gain and hold customers on your website
are now just as important as getting people into your
physical store to browse and buy.
The good news is that over the past 10 years - mostly
through trial and error - a set of useability guidelines have
developed that give us a tentative insight into the DNA of a
well-designed website. Why is accessibility important? The law
now compels your business to ensure that its premises,
including its website, can be accessed by anyone.
Potential customers with any disabilities must also be
catered for under discrimination legislation. It does, though,
make commercial sense to ensure your website can be
accessed by anyone no matter their level of ability. If you
commit the resources to ensuring your site isn’t a barrier to
any user, your enterprise will reap the rewards of loyal
customers and sustainable profitability.
The following checklist distills a number of design
paradigms that have developed since the inception of the
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It has been proven that the colour of a website has an impact
on the people that use it. The traditional pink for women and
blue for men actually has a level of truth, with certain colour
schemes appealing to the sexes. From a useability standpoint,
background colour or images that text is placed on top of
must be chosen carefully. And don’t forget the web colour
limitations that are still evident and that internet browsers still
have to contend with.

Sticky content
Content is still king of the internet, nowhere more so than in
the ecommerce arena. The time and effort your business puts
into the development of high-quality content for each and
every page of your website will be in direct proportion to your
store’s overall sales. The better your content, the better your
profit. Good content makes your website more accessible as
well. Learn about how to write for the web and how
typography design can impact not only the accessibility but
also the useability of your store’s website.

Disabled users
There are roughly two million people with some form of sight

important component on their websites. Useability within
your trolley, checkout and payment systems are of
paramount importance. Ecommerce businesses still struggle
with high levels of abandoned trolleys. Test your systems and
ask your users for feedback about where improvements can
be made.

Web 2.0 and ecommerce
Your business can’t have missed the massive rise in online
social networking websites. Over the past two years business
has also begun to use this movement and moved to
commercialise the space. On your store’s website Web 2.0
technology can be used effectively, but as with any other
customer interaction you must ensure high levels of
useability at all times. Look at the blogs, forums and
chatrooms you run or would like to include on your website.
Put yourself in the shoes of your users: are these pages
intuitive to use?

Serving a global audience
loss in the UK. It is no accident that businesses like Tesco have
dedicated online stores adapted for people with sight
difficulties. Ensuring the access utilities that are now built into
Windows and the Mac operating system are supported by
your website is vital, and essential to ensure you comply with
the discrimination legislation. It also opens a whole new
customer base to your store’s website.

Multimedia content
Designing a website awash with multimedia such as
animated graphics, sound and full-motion video is now
relatively easy. However, on commercial websites the use of
these components must be carefully evaluated. Video and
graphics can enhance your store’s content, but never use
multimedia just for the sake of it. Your customers want a
website they can access to buy your goods, not to be
entertained for a few seconds with video and graphics.

Search and find

Many small business websites design web pages for a
domestic audience, forgetting that anyone from anywhere in
the world could potentially access their site and want to buy
an item. You should certainly focus your website’s useability
on your domestic market, but you must also think about
your business in the global marketplace. The use of culturally
specific jargon or language, images or graphics with
different meanings in different parts of the world must be
thought about and designed into your website’s useability.
From your point of view as a site owner, access and
useability issues should be at the top of your ecommerce
agenda. As the commercial web has developed, users have
governed which elements of website design have been
adopted as a universal communication language that all
web-based enterprises must comply with.
It is possible to break these rules, but your business does
so at its peril. Your online customers are now accustomed to
using ecommerce-enabled websites that function with a set
number of parameters. The more of this visual language
your business can become fluent in, the more profitable it
will become. SI

With a catalogue of goods that could number in the tens of
thousand, your customers will rely on the search engine that
your website has integrated into to locate the goods they
want to buy. After poor checkout and payment options,
inaccurate search is the next most complained about feature
on today’s ecommerce websites. Look closely at how you
implement search on your website. A good search engine is
now essential to maintain a high level of useability that all
your customers will appreciate.

Browser compatibility
The issue of browser compatibility that dogged early web
designers has largely been eradicated as browser technology
has evolved. However, it is still prudent to check your website
in as many browsers as you can before you go live. Also, how
a browser handles multimedia content can be very different.
Testing each of your web pages is an essential task that you
or your web designer must undertake. Internet Explorer still
has the lion’s share of the market, but Firefox and the new
browser from Google - Chrome - can’t be ignored.

Checkout and payment
Even with the sophisticated checkout and payment systems
that are currently available, many online businesses still have
poor implementation of what could be argued is the most

LEFT: Customers with
disabilities must be
catered for, likewise, your
website has to be
accessible to everyone
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Revolutionary
Sci-MX Nutrition has recently launched an all-inone lean muscle gain formula called OmniMX™. Inspired by the Latin word Omni meaning
’everything, all’, Omni-MX™ is now available!
Sci-MX Nutrition believes Omni-MX™ is Britain’s
best all-in-one lean muscle building formula and
it contains proven, tried and tested ingredients
that increase muscle size, strength and power.
The retail price for a 1.68 kg, 24 serving
pack is £45.99. This equates to £1.91 per
serving which compares favourably with the
UK’s best known all-in-one formula in terms of
value as well as nutritional profile, making
Omni-MX™ unquestionably superior to any
similar product.
Each daily serving of Omni-MX™ provides
an optimum dose of 70g of GRS-5™ protein
blend, 10g creatine, 10g l-glutamine, 3g HMB,
2g beta-alanine, 11g BCAA’s, ecdysterone,

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

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

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

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

www.sci-mx.co.uk
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MCDAVID RECOGNISES THE IMPORTANCE OF PROTECTING AN
ATHLETES BODY IN ANY SITUATION AND PRESENTS A RANGE OF
PRODUCTS UNDER THE “PROTECT YOUR BODY” STRAPLINE.

THE BRAND OFFERS PROTECTION FROM:
PROTECTION FROM INJURY – a range of sports supports and hot and cold therapy
PROTECTION FROM IMPACT – a range of padded moisture management, compression fit, padded baselayers
PROTECTION FROM THERMAL SHOCK – a range of moisture management baselayers for temperature control

MCDAVID SPORTS

MCDAVID hDc

MCDAVID HEXPAD

SUPPORTS

With its patented hDc Technology,
McDavid’s performance apparel helps
prevent your body’s core temperature
from rising too high which can lead to
poor performance, early exhaustion and
dehydration. McDavid hDc technology
rapidly spreads perspiration across its
surface so the biomechanics of
evaporation can draw heat from your
body. You can stay cooler in a warm
environment and warmer in a cool
environment. Available in a range of
compression fit or coldwear hDc
baselayers further complement the
McDavid product portfolio.

The next generation of baselayers –

Based on 3 simple to understand
protection levels the range of
McDavid sports supports offers the
consumer everything - from basic 2
way stretch elasticated supports,
through to more sophisticated
hinged knee braces. A range of
complementary taping and straping
products and a core range of hot
and cold therapy lines ensure that
retailer can offer a one stop shop for
injury prevention and rehabilitation.

So if you’re looking for a point of difference and a supplier
that can consolidate a number of existing suppliers come
and see McDavid at the STAG show, contact McDavid on
08701 188002 or email info@mcdaviduk.com.

McDavid have combined their
patented hDc technology with
HexPad technology to deliver super
lightweight and breathable
protection to absorb and dissipate
impact. The result is
uncompromising comfort and
protection at all times and is
the first in the field for
protective apparel – a
must for any rugby
or football player.

Table Tennis

Fitness

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

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

Wholesaler

Teamwear

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

www.thewholesaler.co.uk

EPOS

Goals

Sportswear

Agents Required

Athletic/School Clothing

VIGA

Athletic Clothing Co. Ltd

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

Archery

Cricket Sweaters

Custom-made cricket sweaters

Archery suppliers since 1963

in club colours.
Plus Bowls/Schools/Golf.

Bows, arrows, crossbows,
targets, accessories.

Contact: Balmoral Knitwear

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

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

Fitness, Yoga & Pilates

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

NEW

Tel:
Email:
Web:

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

www.sports-insight.co.uk
To advertise your
business in

Sports Insight
Contact Keith Marshall

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

www.sportsinsight.co.uk

To advertise here call 01206 505 947 or Email keith@sports-insight.co.uk
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Book Online at www.sports-insight.co.uk
Tel 01206 505947 or Email keith@sports-insight.co.uk
Merchandising
OFFICIAL PREMIERSHIP FOOTBALL SOUVENIRS
Global Football Company offers by far the most comprehensive range of licensed football products available,
which this year includes a number of lines that are totally exclusive to us. From branded footballs &
playing accessories such as sweatbands, water bottles and captain’s armbands to fan products like
hats, scarves, flags, gloves, mugs, keyrings, badges, and executive gifts
such as leather wallets, pewter tankards, hip flasks and zippo lighters.
See the web site at www.globalfootballcompany.com
and contact us for full details: T: 0161 282 0770
F: 0161 282 0733 E: info@globalfootballcompany.com

Football Collectables

www.sports-insight.co.uk

Are you missing out on
the latest industry news?
FOOTBALL SOUVENIRS LIMITED

Do you need to be aware of
market trends or just want
to be in the know?

DISTRIBUTORS OF OFFICIAL FOOTBALL
MERCHANDISE

If the answer is yes, then subscribe to the
FREE, Sports Insight newsletter.

Trade Accounts now available online
www.footballsouvenirs.net

Offering all the news, views, trend reports
and comments directly to your inbox, the
Sports Insight newsletter is a must for anyone
in the industry.

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

Telephone 05600 767108 Tel/Fax 01748 826024

Each week, the newsletter will include:
• The latest News headlines
• New Product launches
• Job Vacancies
• Exclusive Feature articles.
• Free-entry Competitions
Subscribe to our FREE newsletter online at
Please contact keith@sports-insight.co.uk
for information on using the e-newsletter
to promote your brand

www.sports-insight.co.uk
Wholesaler

• 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
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

www.sports-insight.co.uk
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BOOK NOW!

BOOK THE 09/10 ISSUE BEFORE THE 31ST DECEMBER AND
RECEIVE AN EARLY BOOKING DISCOUNT

TAIL-ENDER

UNDER
THE
COUNTER
A sideways look at the world of
independent retailing
When Christmas approaches, one thing I
used to dread was my assistant Norman
giving me a present. The only consolation
was that Norman had been known to lie
awake at night worrying about what I
might give him in return.
One reason was that we both resented
spending the money. But worse than that was
the realisation that we were so disinterested
in the other’s life away from the shop that we
neither knew nor cared what to buy. As a
result, since that Christmas five years ago
when Norman gave me a pair of musical
boxer shorts and received in exchange a
dancing frog in West
Bromwich Albion
strip, we don’t give
each other anything.

Honest

 An inflatable dartboard (yes, really)
 A light-up pair of reindeer horns
 A DVD featuring the original live version of
Slade’s ‘Merry Xmas Everybody’
 A flock of sheep-shaped candles
Invariably the most unwelcome presents
come from people who obviously think I’ve
got nothing better to do all day than mess
about with what they insist on calling
‘executive toys’.
Last year I got a
stainless-steel
puzzle based on
Schrodinger’s
atomic wave
mechanics theory.
Or so I believe - I’ve never mastered the
knack of opening the box.
The bad news is that this Christmas
there are even more executive toys designed
to drive you mad with either rage or
boredom - Google turned up nearly 800,000
hits last time I looked - and the ingenuity of
executive toy designers has surely reached
new heights of inanity this year.
So brace yourself to receive such
time wasters as zero-gravity water
balloons, electrostatic waterfalls, lightpowered horizontal windmills,
programmable ouija boards and frictionpowered dancing spiders.
My guess is that this year’s best-sellers
will be either the plastic replicated hornet
farm or the solar-powered aluminium cyclist.
So is there anything I would actually like for
Christmas? Well, if anyone bothers to ask, I’d
rather like a new black tie for funerals.
And, oh yes, I can’t see many of us
sending back a bottle of 10-year-old malt,
a tasteful Rolex, a pair of cup final
tickets or the keys to a Mercedes CLS 320.
Can you? SI

“According to a study of 250 shops and offices, what’s
known as ‘business gifting’ continues to shower all and
sundry with unwanted presents”

Not very Christmassy,
I grant you, but at least it’s honest - and it
cuts down the chances of either of us getting
yet another chromium-plated acrobat
committing suicide down a ladder, or a
paperweight made of dried seaweed.
One of Norman’s few redeemable
features is that he hates Christmas so much
he once asked if he could come in on
Christmas afternoon and start the
stocktaking, so I expect our festive
arrangements this year will be pretty much as
usual. That means that Norman will give me
the unopened Christmas card I first gave him
in 1994 and I will give him one I first received
four years later. Every year we just change
the names on the envelopes. The thought is
there, without any expense or inconvenience
being involved. Perhaps you’d like to try it
next year.
But it seems that people in larger and
more successful businesses usually haven’t
worked out such a relatively painless way of
dealing with Christmas. According to a study
of 250 shops and offices, what’s known as
‘business gifting’ continues to shower all and
sundry with unwanted presents.
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For instance, my
friend Trevor, who’s in
logistics and
distribution
solutions (he
drives a van), has in recent years received from
his boss a variety of unwanted Christmas gifts
that include two tickets for a Rod Hull and Emu
lookalike contest, and a framed photograph of
the company chairman on holiday in Cyprus.
And it seems he could be one of the
comparatively lucky ones. Hapless victims of last
year’s Christmas business gifting reported being
lumbered with such unsolicited and unwelcome

presents as scented toilet paper, a blackhead
remover, a 300-page compendium of Les
Dawson jokes and a 10 foot long blue inflatable
walrus.
It may be true that it’s the thought that
counts but when it comes to distributing
condoms engraved with the company’s details as one firm did last Christmas - there may be a
case for keeping your thoughts to yourself. “We
think the marketing department came up with
that one after their Christmas lunch,” was the
company’s explanation. And as it has ordered
calendars and pens this year, we can only
assume it didn’t go down too well.

Bizarre
I expect that this Christmas we’ll continue to
receive bizarre presents from reps and other
people who unaccountably believe that giving me
a singing fish on a plastic plinth or an Emile Heskey
pencil sharpener will make me buy their fourthrate trainers or dodgy cold-therapy products. Last
year for instance we had, if I remember:
 Paper clip holders shaped like pea pods
 A plastic parrot that sang: ‘Is This the Way
to Amarillo?’

Neo G VCS are Registered as Class 1 Medical
Devices by the 'MHRA' Is your current stock?
Neo G VCS Sports Supports are a medical Brand which are sold into Hospitals
and Physiotherapists world wide for many years, and are accepted by Doctors
as one of the few neoprene supports that actually speed up recovery through
our exclusive VCS ‘Variable Compression System’
Blood Flow Safety Variable Compression Fit & Comfort
In the past Physio’s and Hospitals were reluctant to
prescribe non-technical neprene supports, but they buy
and prescribe Neo G VCS supports, for the one most
important Medical reason, which is that the wearer is able
to increase or decrease the compression for fit, comfort
and Blood Flow Safety while they are actually wearing the
support. This is unlike all our competitors in the Medical
and Sports markets, which are usually unadjustable for
compression!
Neo G VCS gives all retailers an Unfair advantage
Because of the Unique Variable compression
construction Neo G VCS are universal size so you
only have to carry 25% of the stock you would
usually buy in for ‘XS,S,M,L,XL,XXL’ type supports!
And even with 75% less stock AND cost you would
still never lose a sale because you did not have the
correct size.

Neo G VCS offers
Medical Pedigree
Huge stock savings
Fantastic margins

Exclusive VCS Variable compression system
48 hour stock delivery
Free counter stands

Neo G VCS Supports are manufactured in an Audited
C.E. Medical manufacturing facility and are all rated
as Class 1 Medical Devices, Registered with the
MHRA the ‘Mediciines & Healthcare Regulatory
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Call 01423-552747 or email info@neo-g.co.uk
and place your order now

www.neo-g.co.uk

