SI FC SEPT.UPDATED.07

26/10/07

3:27 pm

Page 1

THE LEADING TRADE MAGAZINE FOR UK SPORTS RETAILERS, MANUFACTURERS AND DISTRIBUTORS

Sports
£3.50 NOV/DEC 2007

Insight

www.sports-insight.co.uk

THE OFFICIAL PUBLICATION OF THE FEDERATION OF SPORTS AND PLAY ASSOCIATIONS

INSIDE THIS ISSUE
ROAD TO SUCCESS
A day in the life of a Hi-Tec sales rep

TWENTY20 WORLD CUP
The impact on retail sales

IN SEASON

Focus on rugby, bowls, football,
running and athletics

STAG BUYING SHOW
Full preview in this issue

MOTIVATION: HOW INCENTIVE SCHEMES CAN ENHANCE STAFF PERFORMANCE

Asics Ad:Layout 1

25/10/07

09:00

Page 1

Asics Ad:Layout 1

25/10/07

09:01

Page 2

contents.qx

26/10/07

12:59 pm

Page 3

IN THIS ISSUE

Sports Insight
working with

Sports Insight
Messe Munchen’s
UK partner
for new media

CONTENTS 11.07
ABC Certification
Sports Insight has a current ABC certified
circulation of 5,186 (audit period July 1,
2006 to June 30, 2007). The Audit Bureau
of Circulations (ABC) is an independent
audit watchdog that verifies magazines’ circulation figures,
providing accurate and comparable data for advertisers.
ABC Certification demonstrates a media owner’s
integrity, in their willingness to be audited and to conform to
industry standards.

Sports
Insight

COVER STORIES

IN SEASON

32 ROAD TO SUCCESS

58 RUNNING & ATHLETICS
66 RUGBY
68 BOWLS
74 FOOTBALL

Editor: Jeff James Tel: 01273 748675
Email: siedit@partridgeltd.co.uk
Assistant Editor: Catherine Eade
Sub Editor: Joe Curtin
Advertising Manager: Keith Marshall
Tel: 01206 505947 Email: keith@sports-insight.co.uk

A day in the life of a Hi-Tec sales rep

Fax: 01206 500243.
Advertising Sales
21-23 Phoenix Court, Hawkins Rd, Colchester, Essex CO2 8JY
Group Advertising Manager: Sam Reubin
Group Editor: Ted Rowe
Publisher: Matthew Tudor
Art Director: James Philp
Tel: 01206 508601 Email: james.philp@btconnect.com
Art Editor: Lewis Webb
Tel: 01206 508602 Email: studio2.app@btconnect.com
Designer: Juanita Allard, Debra Pratt
Advertisement Art Director: Brett Glennon
Reproduction: Ace Pre-Press. Tel: 01206 797541
Accounts: 01206 505958
Published by Maze Media (2000) Ltd, 21-23 Phoenix Court,
Hawkins Rd, Colchester, Essex CO2 8JY

Full preview in this issue

40 CORNER THAT NICHE

54 MOTIVATION

Ultra-niche marketing is the most
successful way to compete with the big
boys

48 TWENTY20 WORLD CUP
The impact on retail sales

FEATURES

52 STAG BUYING SHOW

How incentive schemes can enhance staff
performance

44 COMPETITIVE EDGE

REGULARS

How does a World Cup Final place impact
sales of rugby shirts? NPD investigates

6 NEWS
Latest headlines, key dates and events

56 VANDAL VIGILANCE

12 KIT STOP

Why protecting your premises from
criminal damage is a priority

Essential stock for your shop

25 TALKING SHOP
Pauline Higman, director of Higman Sports in
Gosforth

All contents © Maze Media (2000) Limited. The views expressed in this
magazine are not necessarily those of the publisher. Every effort is
made to ensure the veracity and integrity of the companies,
persons, products and services mentioned in this publication and details
given are believed to be accurate at the time of going to press. However,
no responsibility or liability whatsoever can be accepted for any
consequence or repercussion of responding to any information or advice
given or inferred. No part of this publication may be copied, broadcast,
interpreted, or stored, in any form, for any purpose, without the written

27 FSPA FOCUS
Alerting the industry to the impact of
the new (EU) REACH Regulation

31 60 SECONDS
Stephen Harrison, commercial director
at MAM Logistics

permission of the publisher.

ABC certified circulation: 5,186
(audit period July 1, 2006 to June 30, 2007)

80 E-TAILING
Now is the time to review
your website’s security

UK SUBSCRIPTION: £35 for one year (10 issues)

90 UNDER THE
COUNTER
A sideways look at
the world of
independent
retailing
04

SPORTS INSIGHT

FREE
CDT PERFORMANCE
SOCKS FOR EVERY
VISITOR

VISIT THE SPORTS INSIGHT STAND AT

THE STAG SHOW

R OF
AND CLAIM YOUR FREE PAI
SOCKS!
NCE
MA
FOR
PER
HI-TEC CDT

005:005

26/10/07

16:48

Page 2

STAG Show
Exhibitor 2007

www.sports-insight.co.uk

05

News NOV-DEC JUAN

26/10/07

13:59

Page 1

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 719900

GROWTH IN GLOBAL SPORTS MARKET
World consumption of sporting goods in 2006 totalled $256 billion, a four per cent increase on 2005, according to The NPD
Group’s second survey of the global sports market.
The global sports market, as reported by NPD, includes four major segments: apparel (sport-specific and sportinspired clothing), footwear (sport-specific and sport ‘style’ footwear), equipment and bicycles.
The largest and fastest growing segment is apparel, which accounts for 44 per cent ($113 billion) of the global
sports market. Apparel sales grew six per cent this year. Fuelled by the growing trend of activewear as fashion,
the US sports market led the way, posting eight per cent growth. Sales of apparel rose five per cent in Asia
and three per cent in Europe.
“Apparel will continue to show the biggest growth rates in the sports market,” says Renaud Vaschalde,
industry analyst for The NPD Group, Inc. “This is primarily due to changing lifestyles worldwide. The trend
shows more people are willing to wear sports or sports-style clothing. They have become more accepting
of casual dressing, not just because it’s fashionable, but because it’s also practical.”
Global athletic footwear sales increased three per cent. The most important markets - US (up three
per cent) and Europe (up one per cent) - were the primary contributors to that growth. Says Vaschalde:
“I see a trend developing in footwear that is similar to what we are seeing in sports apparel Europeans and Asians will begin to adopt sport or sport-style shoes as part of their everyday dress and
help to drive growth.”
Overall retail sales of equipment rose by four per cent, while bicycles were stable with a one
per cent growth rate. Today the lion’s share of global sports sales are concentrated in a relatively small
group of countries. NPD reports the top nine countries for sporting goods sales account for only 32 per
cent of the global population, but 75 per cent of global sports market sales.
And while China posted an impressive 13 per cent increase in sports sales in 2006, The NPD Group says
this market is still undeveloped. China accounts for $6.7 billion and has a population of 1.3 billion people.
This is as average of $5 spent per capita, per year. In the US that same figure equates to $338.
“We see opportunities for growth in two different market sectors,” says Vaschalde. “The first one is in outdoor.
Globally we are seeing an increasing awareness of the environment that, coupled with people’s continuing love
affair with nature, could pose significant opportunities for growth. The second market that
could be a significant player is China. Once marketers capture the Chinese consumer, just the volume alone suggests an
enormous opportunity.”
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"Swing low, sweet halibut!"
Grimsby supporters chant as news of England's win
over Australia in the Rugby World Cup was received

Diary Dates 2007
STAG BUYING SHOW
in association with Sports Insight
NOVEMBER 18-19
Heythrop Park Hotel & Country Club, Oxfordshire
For further information call STAG on
01793 715406

ISPO WINTER 08
JANUARY 27-30
New Munich Trade Fair Centre

PRINTWEAR UK
FEBRUARY 17-18
Cranmore Park, Solihull

BETA INTERNATIONAL 2008
FEBRUARY 17-19
NEC, Birmingham

ISPO CHINA WINTER 08
FEBRUARY 24-26
China International Exhibition Centre, Peking

SPORTS MERCHANDISE
EXHIBITION
MARCH 3
Chelsea Football Club, Stamford Bridge

ISPO SPORT & STYLE
JUNE 29-JULY 1
New Munich Trade Fair Centre

OUTDOOR TRADE SHOW 2008
SEPTEMBER 30-OCTOBER 2
Stoneleigh Park

TIMBERLAND GETS UK
SMARTWOOL RIGHTS
Timberland has acquired SmartWool's brand distribution rights
in the UK and Eire from Edinburgh-based outdoor distributor
Anatom. Under the agreement, Timberland will assume the
rights to SmartWool product distribution in the UK and Eire
from January 1, 2008.
"The partnership with Anatom was a great foundation for
the future of the SmartWool brand," says Lindsey Hayes, VP
worldwide sales of Timberland's Outdoor Group. "By
transferring the distribution of SmartWool in-house it
provides us with many opportunities. We intend to offer the
same strong service that dealers have come to expect for
SmartWool products."
A wholly-owned subsidiary of The Timberland Company,
SmartWool Corporation is a manufacturer of wool-based
apparel, socks and accessories. Anatom has distributed the
brand on an exclusive basis in the UK for six years.
www.sports-insight.co.uk
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STAG NEWS
ROUND-UP

It’s been a busy month at STAG with the
launch of new initiatives exclusively for
members, ongoing support initiatives for
independent retailers and preparation for
buyers’ annual highlight - the STAG Buying
Show on November 18-19.
The STAG Buying Show sold out an
unprecedented eight months ahead of
time, with STAG making additional
arrangements with the event venue to

Sponsorship

accommodate brands desperate to showcase
at the event. Says managing director, Ward
Robertson: “There will be over 80 brands
participating and increasing their space over
and above last year’s massive show.”
New or notable brands at this year’s
show include Merrell, Columbia, Timberland,
Puma, Asics, Canterbury, Rieker and
KangaRoos. And it’s been strongly rumoured
that Canterbury will be staging live
performances to showcase the company’s
sportswear.
According to Robertson: “Brands are
doing everything to ensure our retailers
have the best possible experience of their
products. It’s going to be worth seeing.”
STAG Xmas Mailer
STAG has introduced a Xmas Mailer of
leading brand discounts and offers exclusive
to STAG members. Says Robertson: “We
have an enduring commitment to our
independent retailers and this gives our
members support at a highly competitive
time of year.”
Says independent retailer Tom Phillips of
Top Sportswear & Equipment, Swansea:
“This is exactly the kind of support that
we’ve come to rely on from STAG. They are
constantly looking for ways to give us the
edge over the competition, particularly from
the large multiples, who have marketing
budgets we just can’t match.”
STAG Special offers
Launched online, this initiative continues to
gain momentum with exclusive monthly

…Castrol has signed up Arsenal manager Arsene Wenger (pictured) as brand
ambassador to support the firm’s new position as an official sponsor of Euro
2008…Vanco, the global virtual network operator, has signed a six-year
agreement with the RFU to become the official network services partner of
England Rugby… James Willstrop switched to Prince O3 racquet technology 24 hours before winning the
Prince English Grand Prix PSA Tour squash event sponsored by the brand’s UK distributor Solosport... STA’s
aquatic aerobic workout Aquacise, which is run in pools nationally, now has Aqua Sphere as its official retail
partner. STA and Aqua Sphere has put together the Aquacise Instructor Kit and End-User Pack, comprising all
the kit both the instructor and user needs … Panasonic has renewed its longstanding sponsorship deal with
the International Olympic Committee for a further eight years until the summer Olympics in
2016…Scottish Rugby has continued its spate of new sponsorship deals, agreeing a £2.7m contract with
Murray International to become the new team sponsor of the national side… Molten has been selected as
the exclusive official match ball supplier to the Easter and Spring Festival of Football (ESFF) 2008, the
UK’s leading provider of youth football festivals. 35,000 people are expected to take part in the festivals over
the Easter and May Bank Holiday weekends in six locations around the UK… England Squash has concluded
a three-year agreement with Smash Sports, distributor of Tecnifibre in the UK and Ireland, for the brand to
become headline sponsor of the British Junior National Squash Championship… Danone has struck a
contract with Wimbledon for its Evian brand to become the official bottled water of The Championships in a
multi-million pound deal over the next five years…Danish shoemaker ECCO has added women's golf legend
Laura Davies to its roster of international Tour stars. Under terms of the multi-year agreement, Davies will
wear ECCO golf shoes during all on-course activities. Davies has recorded 68 international victories - including
four majors - during her illustrious 22-year career… Winmau has signed the talented Tony ‘The Viper’
Eccles. Eccles has been a darts professional since 1999 and has won over 22 World Professional Tour Titles,
including the largest Darts Open in the world (the 2005 Dutch Open).

News
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offers for all members. “We’ve worked
closely with brands to provide additional
offers for our members,” says Ricky
Chandler at STAG. “Brands are excited by
an additional opportunity to showcase
their products and it gives our members
the competitive advantage for bulk
buying.”
Outdoor Trade Show
This year’s Outdoor Trade Show marked
another huge success for the STAG
Buying Group. STAG exhibited for the
first time and as the recently appointed
Official Buying Group for the event.
Says Ward Robertson: “Outdoor retail
was a natural crossover, giving us a
broader platform to ensure all our
members’ interests are comprehensively
met through our brands.”
Exceeding expectations is something
STAG has become increasingly adept at.
The Outdoor Trade Show saw STAG
convert a number of new suppliers and
up to 21 additional independent
retailers. “It was superb to see the
interest in our members from key
suppliers and, as always, it was very
gratifying to see the interest from
additional independent retailers,” says
Robertson.
“Our work is clearly not yet done,
but the ongoing interest and additional
commitment from both sides of the
buying fence shows us we’re definitely
on the right track.”
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"Sunderland played tremendously well for 90 minutes, but they didn't
play very well for the first 15 minutes."
Lee Dixon on Match of the Day

Sports
Shorts

…Nike is replacing its Run London event with an ‘urban football’ initiative designed to
encourage youngsters to get involved in the sport in the run-up to Euro
2008…Premier Rugby, the governing body that runs rugby’s Guinness Premiership, is
launching its first-ever integrated marketing campaign, entitled ‘Be Part of It’, to
support the launch of the new season… The England and Wales Cricket Board has
launched a new campaign under the marketing strapline ‘One Game’ with a view to bolstering the appeal of cricket
across all age groups… The London Borough of Hillingdon will boast the first 50m Olympic-sized pool to be
built in West London for over 40 years. Hillingdon Council is investing £22 million into the sports and leisure
complex, which will include an athletics stadium, sports hall and fitness centre…online sports community
www.sportme.org is being relaunched to enable grass roots and semi-professional sports clubs, teams, individual
athletes and fans to interact online and share their sporting experiences with one another… Ladbrokes has
launched its first-ever TV campaign following a relaxing of the sector’s advertising laws with the marketing push
featuring a host of football celebrities…A partnership between the Amateur Swimming Association, British
Swimming and the University of East London has been formed to ensure aquatics and related health,
education, skills and employment benefits from the London 2012 Olympic Games are maximised…a number of
replica football kit manufacturers have been taking steps to put off supermarket chains from stocking their
product, according to the BBC. Nike was the only company actually named in the online article, although Asda told
the BBC “that other major suppliers have used similar criteria”…

‘MARKED IMPROVEMENT’ FOR BLACKS
AND MILLETS
Blacks Leisure Group has announced group like-for-like sales growth of three per cent and a marked
improvement in Blacks and Millets performance during May-August in its interim results for the 26
weeks ended September 1.
The company also reported Millets like-for-like sales growth of 6.4 per cent, although Blacks’
boardwear businesses, Freespirit and O’Neill, performed less well because of the wetter-than-usual
summer period.
“We are encouraged by the group’s progress in the first half and expect further improvement in
operating profit efficiency during the second half,” says Blacks Leisure Group chairman, David
Bernstein.
“Millets has shown an impressive sales turnaround and all the outdoor brands have benefited
from product development and increased focus on retail basics.
“We believe the outlook for the year as a whole is in line with our expectations, provided the
normal autumn and winter weather conditions continue and we achieve a good performance
through the important Christmas trading period.”
Blacks also said that Freespirit will be retained as part of the group and “developed, given its
future potential”.

www.sports-insight.co.uk
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Transfer
market

Wearing their shirts with pride: come on the Villa!

SPORTS INSIGHT SPONSORS VILLA
Sports Insight is sponsoring two new teams in the Colchester and District Youth League
Under 8 Longman’s Blues and Reds Leagues.
Colchester Villa Under 8s were formed around Easter time and took part in a number of
five and seven-a-side tournaments in the summer. The highlight for the boys so far
was receiving participation medals from Sir Geoff Hurst at a tournament in Braintree.
The Colts are managed by Mike Bardell and Steve Polley and the Romans are managed
by Steve Slater, Jeff Godwin and Mark Morris.
Everyone at Sports Insight wishes both teams all the best for the season ahead.
Colchester Villa results can be found at www.colchestervillafc.co.uk

…The ECB has
named its deputy
chief executive
Hugh Morris as
the new managing
director of the England team, while former
captain Mike Gatting has been named as
managing director of cricket
partnerships…managing director of Gelert
Ltd and Group Companies, Alastair
Langdon MBE, is standing down. Mick
Welden has been appointed as his successor.
Welden has been with the company for 10
years. Langdon remains as chairman and will
maintain an active role in the management of
the group… Catriona Sutherland, a
marketing graduate from Edinburgh, has been
appointed marketing assistant at Salomon
GB…Aqua Sphere is enhancing its UK and
Southern Ireland salesforce with Dan Hume for
the Midlands and Jonny Duffield for the North
West, who take responsibility for servicing the
brand’s increasing portfolio of sports and
leisure trade retailers. In Southern Ireland
Tommy Lynam, head of sports kit distributor
Daricia, becomes responsible for Aqua Sphere
in this region…

ANALYSE THIS
The UK sports and leisurewear industry is seeing a mini resurgence,
according to business analyst Plimsoll.
“Our summary of the market finds 53 per cent of companies in the
sector in a surprisingly confident mood,” says David Pattison, senior analyst
at the company. “This has been fuelled largely by their latest results, but
we have identified a group of 23 companies which are the driving force
behind the resurgence, having increased their sales by 18 per cent and
lifted their profitability from 2.7 per cent last year to 7.1 per cent this year.”
Also at odds with recent economic scare stories is the revelation that
levels of investment are increasing for the first time in five years. “Total
output from the sector continues to rise, while sales are up two per cent,
and for many, three per cent,” says Pattison. “Behind all this is increased
productivity and capital investment.”
But, Pattison warns, some businesses will struggle to survive if, as
expected, the wider economic picture results in a bumpy ride during the
next six months for UK business in general.
Copies of this latest report are available by calling 01642 626422.
Sports Insight readers are entitled to a 20 per cent discount when quoting
reference PR09.

OTS
2007 TRIUMPHS
The Outdoor Trade Show 2007 has once again proved a great
success by attracting just under 900 visitors during the three-day
event. Exhibitors were very pleased with the quality of retail buyers
who visited the show and praised the location for its ease of access
and relaxed, informal atmosphere.
Now in it’s second year, OTS was once again a sell-out, attracting
86 exhibitors showcasing a multitude of brands with a diverse range
of products.
This year saw OTS visitor numbers rise by 40 per cent on 2006. Not
surprisingly, show organiser, MCS, was upbeat about the future of the
show. Said a spokesperson: “OTS appears to fulfil a requirement from
the outdoor trade. The timing seems right and the location is perfect,
with easy access for both exhibitors and visitors alike.
“We are pleased to announced the 2008 show will take place
again over a three-day period from September 30-October 2, with
many exhibitors already keen to confirm space for next year.”
10
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"He rang me one day last week and asked, ‘how do I cook Super Noodles?’ I couldn't believe it especially as it says ‘boil for two minutes’ on the front of the packet”
Cheryl Cole on husband, Ashley

UMBRO UNDERLINES
FOOTBALL ROOTS
Umbro underlined what the company called 'a commitment to being a
truly authentic football brand' in a presentation to its key retail partners
under the arch of the new Wembley stadium at the end of September.
Owners and buyers from some of Britain's leading retailers heard
how Umbro UK would deliver the brand to the high street for next
year’s European football championships. The likes of Sports Direct, JJB,
Next, M&S, Soccer Scene and JD Sports were told how Umbro plans to
leverage the commercial opportunity offered by its relationship with
England and 'football performance'.
The ‘experience’ day included a flavour of Umbro’s new brand
campaign for 2008, the first viewing of the new England shirt, a guided
tour of Wembley, a Q&A session with Alan Shearer and a one-to-one
appointment with the FA Cup.
Says Phil Fellone, managing director of Umbro UK: “We are
delighted to give our partners the chance to experience the Umbro
brand and what it can deliver. I had many comments during the day
regarding the positive reinforcements of Umbro’s position in football.”
As Sports Insight went to press it was announced that Nike had
reached agreement on an all-cash offer to acquire Umbro plc. Umbro's
board of directors has unanimously recommended that shareholders
accept the offer of 193.06 pence, which together with the declared
dividend, values the company at approximately £285 million.
"Umbro is a brand with a powerful heritage and deep experience
in the world's most popular sport and the world's biggest football
market," says Nike Inc president and CEO Mark Parker. "With its close
links to The Football Association and the England team, Umbro's future
is even stronger than its past.
"The dynamic alignment of Umbro and Nike, with our
complementary strengths and numerous ways to segment and grow
the market, will lead the game at every level throughout the world. We
are fully committed to helping Umbro reach its full potential and we are
delighted that Umbro's board is unanimous in its support of our offer."
Since the early 1990s Nike has grown its football revenues from
about $40 million to approximately $1.5 billion. Umbro sells products
directly or through licensees in more than 90 countries and has sports
marketing relationships with many top football players, teams and
leagues. The company's 2006 annual revenues were approximately
£149.5 million.
Says Brian Barwick, CEO of The Football Association: "Nike has
provided firm assurances that The FA relationship with Umbro will be
protected and enhanced and we look forward to working closely with
both companies moving forward."
Nike says it intends to operate Umbro as a standalone brand, with
a focus on accelerating its existing growth strategy.
Commenting on the agreement, Umbro CEO Steve Makin said:
"This is an excellent deal for all our stakeholders. It provides great value
for shareholders and exciting prospects for our colleagues, partners and
customers around the world. We will be a stronger and better business
as part of Nike and this deal will allow us to accelerate our existing
growth strategy by leveraging Nike's global resources and expertise. We
look forward to taking Umbro to new levels with Nike's support."

ISPO WINTER 08 FULL BOOKED
ispo winter 08 has sold out its 180,000 square metre exhibitor
space allocation at the New Munich Trade Fair Centre.
The 68th ispo event, which takes place on January 27-30, will
occupy all halls at the venue as well as all entrances. For the first
time, the Outdoor Community will be in Halls A5-A6.
For more information visit www.ispo.com

www.sports-insight.co.uk
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PRODUCT ROUND-UP

STAG Show
Exhibitor 2007

Thigh injuries are common in many of our
team sports. That’s why McDavid HexPad
- protective baselayers - have developed
the sliding short.
Athletes looking for extra protection
for hips and thighs (whether it be from
sliding or impact) need look no further,
and already goalkeepers, wicketkeepers
and rugby and hockey players are
taking full advantage of the technology.
In the US the sliding short is also a
top seller for basketball and American
football.
Available in black or white, the
McDavid HexPad sliding short combines the
benefits of McDavid’s hDc moisture management
system to regulate body temperature with compression fit to
support the large muscle groups and reduce fatigue and injury.
Finally, hundreds of individual foam
hexagons are bonded to the fabric in
strategic areas for maximum protection.
This and other Hexpad products are
in stock now from McDavid on
08701 188002 or email
info@mcdaviduk.com

Kit Stop

Maru launches new range for
spring/summer 2008
Maru, the UK’s most stylish active swimwear and equipment brand for
men, women and children, launches its new spring/summer 2008
collection this month.
Dazzling new designs have been added to
the Aqua Sport and Aqua Leisure range, while
Maru’s Aqua Classic range boasts some
striking new swimwear. Children, too, will
be enchanted with the company’s new,
zany collection.
Maru’s Pacer swimwear for life also
has some fabulous new designs.
Manufactured from innovative, supersoft yet long-life chlorine-proof
fabric, the Pacer range is ideal for
training, fitness and leisure.
The company’s trendy range
of swim equipment, from anti-fog
goggles to swim bags and kids’
fun swim hats, also features in
this collection.
To find out more call
Maru Swimwear on
0115 985 1212, email
sales@maruswimwear.co.uk or
visit www.maruswimwear.co.uk

Essential stock for your shop
Jakabel’s Swimsafe Floatsuit

STAG Show
Exhibitor 2007

Endorsed by the Royal Life Saving Society, the
Swimsafe Floatsuit is the number one choice floatsuit
for kids again in 2007.
The Swimsafe Floatsuit is not only guaranteed
not to tip over, it’s also comfortable to wear with a
UPF50+ sun protection rating - kids just love to wear
it all day long.
Developed in Australia, the Swimsafe Floatsuit’s
patented design has built-in flexible
foam buoyancy panels around the
body and a unique
foam neck ring that

12
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STAG Show
Exhibitor 2007

HexPad sliding short

keeps the child’s head
above water - leaving
arms and legs free to
practice strokes or
just splash around
safely.
Who said
fashion and sun
protection wear
don’t mix?
Jakabel’s new sun
protection range
for kids just got
funkier. Made
from easy-towear lightweight
nylon lycra, with a
protection of UV50+, new bright designs for 2007
means that kids will love wearing the range and
they’ll look great too.
Alongside this unique colourful range of UV
wear, Jakabel also has a large range of pool toys and
games, wetsuits and accessories such as goggles and
sunglasses from £1.99 with full UV protection.
To view the complete Jakabel range or to find out
details about your local stockist, visit
www.jakabel.com, contact Josu Shephard on
020 8715 2385 (office) or 07957 541 406 (mobile)
or email josu.shephard@jakabel.com
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www.sportindustry.biz
Manchester
United officially
licensed
merchandise
CDS can provide
scarves, caps, Bronx,
beanies, flags,
greeting cards, gift
wrap, mugs,
stationery, football
accessories, sports
bags, toys, football equipment, school bags, in-car
products, babywear, computer equipment, pet
products, badges, t-shirts, etc - many to its own
exclusive designs.
The company also has a comprehensive
Manchester United Champions League range.
For details of probably the most comprehensive range of
Manchester United products call/fax 0161 748 8799 or email
cds.leisure@btopenworld.com

OTHER TOP PREMIER LEAGUE CLUBS NOW AVAILABLE.

DRYZONE
Looking after running/fitness shoes
is one of those things most people
neglect, often causing bacterial and
fungal growth if shoes are left
damp after exercise.
Manufacturers tell you not to
apply direct heat, so that means the
good old newspaper often becomes
a saviour for many. It doesn’t
matter whether you run, go to the
gym, ski, or play football - the
simplest solution is DRYZONE.
DRYZONE dries without heat,
power or effort - it’s simple,
hygienic and very convenient. The
shoe dryer regenerates in minutes
and lasts for years. Heat-free drying
maintains original shoe shape and
avoids material hardening and
discomfort.
DRYZONE’s complete drying
action kills bacteria, fungal spores
and bad odours. Dry footwear
means dry feet and dry feet means
warm feet - well insulated with less
risk of injury or blisters.
For more information call
0161 366 8207

STAG Show
Exhibitor 2007
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Optimum
Extreme Headguard - worn by
France, Argentina and Georgia.
If you hadn’t already noticed, the
Optimum Extreme Headguard
was probably the number one
worn headguard in the Rugby
World Cup. At £34.99 (RRP)
it’s still the best value
headguard on the market
and will be in the Optimum
range for 2008. Available
for pre-order
Five Pad Tribal Top
Now available with a full-length body and
tribal designs, this has proved to be one of Optimum’s
best-selling tops in the range. With prices ranging
from £24.99 (RRP), it’s still a great value quality
product and will be in the Optimum range for 2008.
Available for pre-order.
Contact your agent for more details or Optimum direct
on 01942 497707.

Kit Stop
Essential stock for your shop
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1000 Mile

STAG Show
Exhibitor 2007

For nearly 20 years 1000 Mile has
supplied innovative,
performance-led products,
beginning with the eponymous
1000 Mile sock that’s now
successfully established across the
outdoor and sports sectors.
The 1000 Mile Cricket Sock, developed
with the ECB and worn by England and
county teams, is available in an excellent value
show package with start-of-season delivery.
Making its debut is the 1000 Mile Compression
Sock. See the new Thuasne spot bra colourways with
brand new shorts and pants. Ask about the free
pedometer deal. Nathan’s new reflective range will
be available, and if you’re looking for an end-to-end
solution to sport supports, ask about the Mueller
display wall package.
To book an appointment call 01923 242233.

Selling with
Konfidence
2007 has seen demand for
Konfidence products
continue to grow
dramatically, with the
baby swimming range
leading the way.
The huge expansion in
the baby swimming market
shows no sign of slowing
down, and the ‘Konfidence
For Kids’ brand continues to
lead the way in quality,
innovation and, of course,
fantastic trade margins. Sales
of the Babywarma wetsuit
have more than doubled for
the second year running and
the brand is being asked for
by name more and more in
the high street.
Whilst no longer a STAG member, Konfidence has
maintained the 10 per cent trade discount to STAG
members and is pleased to announce that this will
continue for 2008.
For further information on products, prices and
becoming a trade customer call Konfidence on
01579 371000 or email sales@konfidence.com

www.sports-insight.co.uk
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Kit Stop
Essential stock for your shop
Karakal’s new collection springs into life

STAG Show
Exhibitor 2007

Comfort and fashion rarely go together in the world of sports clothing. Until
now that is, as Karakal launches its exciting and vibrant new 2008 ladies’
sport and fitness clothing collection.
Building on the incredible sales success of 2007, the new range
continues its extensive use of technical, permanent wicking, stretch micro tec
materials that combine excellent fit and comfort with a stylish look. All items
have been developed and tested with top sports and fitness experts to
produce clothing that offers you maximum comfort when you need it most.
New additions to the ladies’ collection include the Fit Capri II pant,
featuring a totally different cut that combines a super comfort fit with stylish,
coloured inserts that match other garments in the range. The Cool Vest is a
single colour v-neck that comes in a choice of four colours: white, navy, black
and next year’s eye-catching, must-have colour, vibrant apple green.
The ever-popular Roma Jacket has been restyled and
is now available in white, navy and black with matching
stripe detail, offering a collection that is both flattering
and fashionable.
The 2008 ladies’ fitness collection will be available
exclusively from Karakal from March 2008. For more
information contact Karakal on 0117 982 9057, email
sales@karakal.com or visit www.karakal.com

Molten balls - ground-breaking
designs for player
performance
Molten balls mean two things to
players:
■ QUALITY - which emanates from
Molten’s world-renowned, technical
know-how and brilliant design.
■ PLAYABILITY - Molten balls enhance a
player’s game, whether it be football,
basketball, netball, volleyball, handball or water polo.
It is no coincidence, therefore, that many Molten balls
carry international federation approval, including that of
FIFA, FIBA, FIVB and IHF.
The Molten ACENTEC Vantaggio soccer ball and the
Molten G-Series basketball took the world by storm when
they were launched recently and are the official match balls
for most high-profile world events. The new Molten
International netball, developed by professional players in
Australia, is considered to be an outstanding professional
quality ball.
For further information contact Molten Sports on
0800 298 8217. Fax: 01795 843986.
Email: info@moltensports.co.uk
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New Balance sports and fitness monitors

Ransome Sporting Goods
Christmas is one of the most popular times of the year for the
purchase of table tennis tables, and as Britain’s leading supplier
Butterfly has a range to suit all requirements.
New to the range is the Butterfly Easifold Rollaway, which is
available in blue or green with an indoor 19mm or outdoor 12mm
plywood resin playing surface. The top is protected by a strong
steel frame and each half has four independent wheels for easy
movement and storage. A Butterfly Clip net and post set, two
reverse sponge bats and three balls are included. The table is

STAG Show
Exhibitor 2007

STAG Show
Exhibitor 2007

New for autumn 2007, a range of New Balance sports and fitness monitors has
been developed with all levels of athleticism in mind.
For the endurance athlete and dedicated runner, the N5 Max offers the
user a dedicated, easy-to-use companion to help them improve their
personal fitness. The N5 is an analogue watch, meaning that it can work
in conjunction with most treadmills. The user can see their heart rate
stats on the treadmill screen, as well as on their watch.
Features of the N5 Max include a heart rate monitor, watch with
alarms, chronograph with a 24-hour range, calorie functions and it’s
also water resistant to 50m.
Call UK distributor, Burton McCall, on 0116 234 4611/4622 for
further information. Or visit the company’s stand at the STAG
Show in November.

delivered virtually ready for play and with a three-year guarantee.
An ideal Christmas present is the Butterfly Mini table, which
allows people to play anywhere. The size of the table is 23" x 11.5".
It comes with two mini sponge bats, two balls and folds for easy
storage. A great present for all the family.
For further information regarding Butterfly table tennis equipment
contact Norma Bonson at Ransome Sporting Goods, Wood Street,
Middlesbrough TS1 1JP. Telephone: 01642 224444.
Fax: 01642 226000. Email: address nb@rsgsport.com

www.sports-insight.co.uk
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Optimum

Kit Stop
Essential stock for your shop
Prince O3 black squash racquet
New in the highly successful Prince O3 squash racquet range for
the new season is the O3 Black.
Extending the range launched last season with the O3 Tour
and O3 Silver, the Prince O3 Black
features a 470sq cm head size and is
the most lightweight racquet of the
series - a superlight 135gm.
In advance of its launch, the O3
Black has already enjoyed spectacular
success on the elite circuit. On its maiden
appearance in the hands of Scottish
international John White, the former world
number one exceeded his seeding to reach
the final of the Dayton Open in the USA.
Then, just weeks later, England
international Jenny Duncalf debuted with the O3
Black in the British National Championships - and
upset three higher-seeded opponents on the way to
winning the women’s title for the first time.
Now the £150 racquet has attracted England
number one James Willstrop, who has just signed with
Prince to become the face for the brand worldwide.
“I love the new racquet - particularly as it gives
me that extra edge on racquet head speed, enabling
me to get extra acceleration on the ball with just a
flick of the wrist,” said the world number seven, who
achieved his career-first victory over France’s world
number four Gregory Gaultier in his first match with
the new racquet.
For more information call 01539 622322 or visit
www.princetennis.com
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Maintaining the momentum of growth in demand for Mercian
products, the company is delighted to reveal new products already
finalised for next season’s collection.
The ever-popular Hammerhead has been
upgraded and the striking new colourway is
bound to increase interest further in this product.
High specification Glass, Carbon and Kevlar
construction with new shaft shapes (CB1 and CB3)
combine with new graphics to create a fantastic mid-level
composite product.
The luggage range has also been enhanced with alternative
colours in the mid-range Orbit stick bag. Dual pockets, padded
straps and a high-visibility Cyan finish create a practical and goodlooking stick bag at a very competitive price point.
For further information on Mercian products call 01483 757677
or email sales@mercianhockey.com

Nordic Walking
pole sales hit
seven million
Exel has developed an allyear-round Nordic fitness
sports concept that offers
fitness enthusiasts an easy
and fun way to enjoy a
healthy and active lifestyle.
Part of the concept is
the best-selling Exel
Nordic walking poles,
distributed by
www.nordicwalking.co.uk
With over 7,000,000
pole sales seen since its launch, Nordic walking is now the fastest
growing participation activity in the world.
To find out how Nordic Walking UK and
www.nordicwalking.co.uk will drive customers to your store to
buy Exel Nordic walking poles and increase secondary sales of
clothing, footwear and accessories, contact Nordic Walking UK
on 020 8878 8108.
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Harrows’ 2007/8 catalogue
Harrows’ new 2007/8 catalogue is packed with stunning new products, all superbly
presented and targeted at key retail price points.
The Bristow Gold Titanium Tungsten series is a state-of-the-art range celebrating the
unique achievements (47 world titles) of the Crafty Cockney. Available in 22gr, 24gr and
26gr (SRP £34.99).
The Sherwood Solid Oak Cabinet is presented in a superb colour carton. This new topof-the-range product (SRP £59.99) is the perfect
accompaniment to any classy
pub/club or games room.
The company has had a great
reaction to the latest additions to
the range. As we head towards the
Christmas boom and the New Year
darts frenzy, caused by back-toback world championships on TV,
there has never been a better
time to stock the best - and that
means Harrows.
For a copy of the new catalogue
call 01992 300300.

STAG Show
Exhibitor 2007
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Fitness-Mad
fitness equipment

Kit Stop
Essential stock for your shop
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Fitness-Mad offers a range of quality
fitness equipment for home and studio
use, focusing on the popular areas of
core stability, strength, speed and
resistance training equipment.
The company’s sister brands, YogaMad and Pilates-Mad, are the UK’s
leading brands of studio-quality yoga
and pilates equipment, offering a
comprehensive range of mats, props and
small equipment.
The same Mad equipment that is the choice
of many leading studios and clubs is now
available to sporting goods retailers in eye-catching
retail packaging.
To receive a brochure or enquire about a trade
account call 01386 859 551 or visit
www.fitness-mad.com
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Outstanding winter swim kit from
Aqua Sphere
Indoor swimming is an increasingly popular way of
keeping fit through the winter. A leader in innovative
aquatic eyewear, Aqua Sphere is launching the Vista
Cross-Swim Goggle, an outstanding wide-angle
vision goggle that virtually eliminates drag and offers
a comfortable, leak-resistant seal for arguably the
best swimming experience possible. What’s more, the
rigid one-piece frame delivers
outstanding durability against
exposure to pool chemicals.
With Aqua Sphere wide-angle
goggles starting at only £11.99 SRP,
this brand offers something for every
swimmer, including some of
the best chlorine-resistant
performance swimwear on
the market.
The autumn/winter
range combines the
latest fabric
developments with true
Italian design flair to offer
longer-lasting swim kit
that retains its elasticity, fit
and colour swim after swim.
So enhance your winter sales
opportunities and call
01254 278873 or visit
www.aquasphereswim.com

www.sports-insight.co.uk
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Kit Stop
Essential stock for your shop
Timex Goes solar powered

STAG Show
Exhibitor 2007

Combining world-leading sports watch heritage
with cutting-edge technology, the Timex Ironman
Solar Collection delivers all of its renowned
Ironman features using renewable energy.
The solar cell delivers energy to the battery
from either natural sunlight or artificial light, which
is then stored for later use, enabling you to
continue enjoying the full array of features when
other watches have long since run out of power.
“Solar power adds to our range of sports
watches a whole new dimension and removes
the concept of battery changes from the
equation,” says Steve Raven, director of Timex
Sports Product Distribution. “Solar products have
all the key features of our
standard sports watch
collection, but with a host of
power saving features as well.”
For dealer and stockist
information call Timex ASSIST on
0845 838 7573.
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Stateside Skates

STAG Show
Exhibitor 2007

With a huge range of over 25
different skates and 15 ranges of
skateboards, Stateside Skates has
everything to suit beginners
through to fully experienced riders.
New for Christmas is the
fantastic SFR Storm adjustable hard
boot quad skate with non-marking
black urethane core wheels, SFR
Sovereign figure ice skate and
some great updates to the
company’s skateboard and JD Bug
scooter ranges.
The Stateside range of
protection is as strong as ever,
comprising a great new triple
pad set with a quick release lining
sock and 10 colours of helmets to
fit all sizes.
For more information call
01494 726 426, email
sales@statesideskates.co.uk or
visit www.statesideskates.co.uk

Trion:Z Ionic/Magnetic Products
Trion:Z has introduced its industry leading Ionic/Magnetic therapy
products from Japan to STAG and Intersport in the UK.
Trion:Z took the US market by storm during 2006, and quickly
became the number one therapy product on the professional golf
tours. Over 200 professionals on the PGA Tour, LPGA Tour and
Champions Tour have worn the bracelets (without being paid to)
during the company’s short existence.
In addition to the presence on the Golf Tours, Trion:Z bracelets
and necklaces have also been highly visible on professional
athletes from the NFL, NBA, MLB and INDY Car.
Since launching the product in January 2006,
the company has seen rapid growth of its
distribution base and sales, with many of
the major US retailers now stocking the
products and enjoying fast sell-through

■ Product creates word-of-mouth buzz and repeat sales
■ 14 colour combinations promotes multi-piece sales
■ Customers buy as much for fashion as for function
■ 38 per cent of consumers bought more than one per purchase
■ Product appeals to people from all sports and active lifestyles
For more information visit www.trionz.co.uk or email Paul
Hendry on info@trionz.co.uk

OTHER BENEFITS TO THE
RETAIL TRADE INCLUDE:
■ Small product footprint
results in tremendous ROI

STAG Show
Exhibitor 2007
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GM Cricket 2008
BATS
All new graphics and two new models.
PROTECTIVE EQUIPMENT
A completely new range for 2008.
LUGGAGE
The range has new materials, additional
features and higher specifications.
HELMETS
The Purist will also be available with a
textured matt finish to the outer shell.
FOOTWEAR
In 2007 the Catalyst was GM’s most
successful shoe ever and the 2008
version is even better.

STAG Show
Exhibitor 2007

Unicorn Darts 2008

Kit Stop
Essential stock for your shop
SOLE
SOLE Custom Footbeds and Performance Socks tick all the boxes for the
sports enthusiast who demands the best performing products.
SOLE CUSTOM FOOTBEDS
In three simple steps, SOLE’s heat fit creates a custom fit for your
foot. SOLE provides full-foot contact support to reduce pressure
points and distribute weight evenly to ensure your foot and
lower limbs are supported and aligned so you can perform
at your best.
With five models available in the UK, there is a SOLE for
almost any type of footwear application,
including running, walking/hiking,
ski/snowboard, indoor court and
outdoor field sports. SOLE
Custom Footbeds come
with an unconditional 90day fit guarantee.
SOLE TECHNICAL SOCKS
Combine CoolMax, Tactel and
Lycra for unparalleled comfort
and are packed with technical
performance features. Four twin-pack
models available in black or white.
For more information call 0845 6443742 or visit www.yoursole.co.uk
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DARTS
Key highlights
are the
extension of
the Latinum
finish to the
Hero, Maestro
and Contender

ranges, which also feature new models
in Tungsten and Brass, and the launch of
the unique Sigma range.
DARTBOARDS
A new range of electronic boards and
the launch of EBristle - electronic boards
for steel tip darts.
For further information contact UPL
Customer Service on 0115 985 3500 or
visit www.unicorngroup.com
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minimal impact on our business from
other retail channels and outlets.
What marketing strategies do you
use to promote your store?
Personal recommendation is
always best. We have our own
database, which we use to mail
and email special offers
periodically, and we attend
tournaments and sponsor coaches.

Talking Shop
Pauline Higman is the director of Higman Sports
in Gosforth, Newcastle, which has a core of four
staff and caters for most sports in the local area
Why did you decide to get into
sports retailing?
My background is in customer
services and finance and my husband
Pete has always been involved in
badminton in one way or another - as
a player gaining top rankings and now
as a senior national coach and coach
educator - so going into retail was a
natural progression.
Pete has been involved with
racquets, racquet design and stringing
for 30 years now and is currently a
Yonex-sponsored coach. We were
approached nine years ago to open a
shop in David Lloyd, Teesside and
then four years ago we opened the
Gosforth, Newcastle branch.
How would you describe your
business in terms of stock and
brands?
Our range is tailored to the sporting
needs of club members and the
surrounding areas, including tennis,
badminton, squash and racquetball
racquets, tennis, court and runningspecific footwear, tennis, running and
fitness clothing, swimwear, nutrition,
tennis balls and shuttles.
As a racquet and racquet
restringing specialist based in a
racquet sports centre, we primarily
stock all the major brands, including

Wilson, Head, Babolat, Yonex and
Prince, as well as clothing by Nike,
swimwear by Speedo and footwear by
K-Swiss and Asics.
What are your best-sellers?
Our main areas are racquets,
restringing, footwear and clothing. We
have a racquet diagnostic machine inhouse so that the string bed, flexibility
of frame and balance point of the
racquet can all be exactly established
and recorded.
What’s your area like for sports
retail competitors? How do you
compete?
There are now less and less
independent retailers on the high street.
This is sad for the consumer, as there
will be less opportunity for them to
meet someone to discuss their
individual requirements. The majority
of other sports outlets are not
specialised enough for our field.
I believe the personal aspect is lost
on the internet, which offers a technical,
cosmetic and price-driven service.
Fortunately, we have been able to
maintain our reputation, and our
customers appreciate the fact that we
can give knowledgeable advice and
good service. Due to the rapport we
have with our customers, there has been

How do you keep customers
coming back?
It is not easy to be everything for
everybody, but we do try. Having the
right stock in at the right time and at
the right price takes a lot of
planning. We try to always give the
customer a positive experience when
they visit us, and if they have any
specific requirements we will always
try to source these on their behalf.
What do you believe is the biggest
barrier to doing business?
Competing on price due to the
buying power of large retailers.
Online issues - do you have an
internet arm and how is it going?
Our web site
(www.higmansports.co.uk) has
worked well as a promotional tool.
It lets consumers see the ranges we
stock, when we are open and where
we are situated. It is in my PR
manager’s remit to move this
area forward.
What do you like most and least
about the business?
Like: happy customers and staff,
knowing that my decisions make a
difference, buying, anticipating
trends and learning about the
latest technology.
Don’t like: negative people
and maintaining the balance
between running a business and a
family, as this tests my limitations
in time and energy!
What has been your biggest
challenge in sports retail?
Being a small business entails
dealing with many different aspects
of the business at any one time.
Dependent upon the requirements of
the day, I can be anything from
buyer, cleaner, financial director,
human resources manager, seller,
wages clerk, PR agent, etc whatever is required on the day, I
will be that person. si
www.sports-insight.co.uk
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Loughborough University Sports
Technology Institute is developing an
advanced bowling machine in partnership
with the ECB to revolutionise training and
enhance batting performance

FSPA focus
The Federation of Sports and Play Associations alerts
the industry to the impact of the new (EU) REACH
Regulation on suppliers of footwear and apparel
The new REACH regulation will
have significant implications for
companies that use chemicals in
quantities above one ton to
manufacture products in the EU or
import products into the EU. A vast
range of products, including
apparel and footwear that contain
dyes and other chemical
preparations, will be affected.
No manufacturer or importer can
manufacture or place on the market in
the EU articles containing chemicals,
unless they have been registered under
REACH. This means that
manufacturers and importers will have
to identify and quantify chemicals
used in their products and assess how
much could be released, and if
necessary, check whether it has been
registered, and if not get it registered.
It is important that manufacturers
and importers give careful
consideration to pre-registering
substances during the Pre-Registration
window, which extends from June 1,
2008 to December 1, 2008.

Seminar
The FSPA has arranged a seminar
focusing on the new regulation and
has engaged guest speaker Luisa
Leone of Hewitsons to give invaluable
advice and information tailored to the
sports industry on the impact and
implications of it.

The seminar will take place on
the afternoon of Tuesday, December
4, 2007 at Federation House,
Stoneleigh and is free to all
Federation members. Non-members
are welcome to attend at a cost of
£45 per delegate. A complimentary
networking lunch will be provided
prior to the seminar.
For more information or to book
your place call 02476 414999.

Innosport project
On Thursday, November 29 the
FSPA, in association with
Loughborough University Sports
Technology Institute, are hosting the
UK’s first Innosport brokerage event.
The Innosport EU project
coordinates national and Europeanwide research projects to encourage
technological innovation in the sports
industry. Through networking, the
needs of sports and knowledge
organisations will be brought
together to create business
opportunities throughout Europe. In
two years, a European platform will
be created as a basis for networking
and lining up research in the
competitive sports industry.
The event takes place in the £15
million Sports Technology Institute,
Loughborough University’s new
venture with the East Midlands
Development Agency, which has

been designed to boost enterprise in
the sport and leisure sector and
develop cutting-edge technology to
assist elite athletes in preparation for
the London 2012 Olympic and
Paralympic Games.
It is one of a number of brokerage
events taking place in several EU
countries to gain insight from the
sporting goods industry in order to
refine Vision 2015, which forms the
starting point in the development of a
road map based on sports needs,
chances for companies and knowledge
available as a means to set the agenda
and stimulate market-driven research
and development.
Innosport also aims to pinpoint
strengths, weaknesses and differences
in innovation capabilities (in R&D,
production, etc) in different countries
and to define EU research priorities in
the sports area. The
FSPA/Loughborough event will
therefore also serve to identify
potential project partners with an
ambition for EU collaboration. A
direct result of these events will be the
formulation of short EU project
proposals, which are supported by
parties in industry and R&D.
The brokerage events provide an
excellent opportunity to extend the
sports and innovation network on a
European level. The Federation of
Sports and Play Associations and
Loughborough University will be
targeting UK sports companies to
attend the event on November 29,
which is designed to bring together a
network of R&D and the sporting
goods industry to:
■ Identify opportunities for innovation
■ Define topics for research and set
up projects for EU funding
■ Exploit Loughborough University’s
world-class R&D expertise and
facilities
If you are interested in finding out
more about the event, contact David
Pomfret or Michelle Iddon on
02476 414999 or email
david@sportsandplay.com /
michelle@sportsandplay.com si

www.sports-insight.co.uk
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PRECISION Training
Offering a one-stop training wear

NEW ULTIMATE TEXTILE RANGE

JUST ADD
BLOOD,SWEAT
AND TEARS

Reydon Sports on 0115 900 2340 or visit

www.precisiontraining.uk.com

solution - whatever your chosen sport.
More styles, more colours, more value.
We have everything that can help you enjoy
your training, improve your proficiency and
enable you to look the part with the
introduction of our new Ultimate Range.

BioAcceleration Technology

TM

Train Harder Play Longer Recover Faster

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

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

To focus muscle power and
dramatically reduce muscle vibration

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

Optimises your body temperature
in warm or cool conditions

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

SPF 50+

Daniel Batman - Australian 200m & 400m Champion and Olympic 400m Runner

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

How do Skins™ work?

Who’s wearing Skins™?

Skins™ are ground breaking,
body-moulded, gradient compression
performance equipment for active people.
Whether training or competing, Skins™
enable you to perform at a higher rate
for longer and recover faster.

The secret is in the revolutionary BioAcceleration
Technology™. Developed by leading sports
physicians, it combines gradient compression
to reduce lactic acid build-up and enhance
circulation, key muscle wrapping to focus muscle
power and body temperature optimisation to
keep you comfortable in warm or cool conditions.
Skins™ is the only gradient compression
equipment that uses your Body Mass
Index (BMI) for a precision ﬁt.

Skins™ are worn by the who’s who
of domestic and international sport.
You’ll ﬁnd a full list as well as more
information at skins.net

Recommended and endorsed by
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HIT YOUR BEST SHOTS.
MORE OFTEN.
Black

NOW
INSTORE

INTRODUCING AN ENGINEERING BREAKTHROUGH
FROM PRINCE. By replacing traditional pin-sized string
holes with giant O - ports, our driven and never-satisfied
engineers reinvented the squash racquet again — creating
a super aerodynamic frame with a more responsive stringbed.
This increases the sweet spot by up to 54% which means you
hit your best shots more often. What’s truly impressive is that
we did it all without enlarging the racquet head, increasing its
length, or adding weight. So it’s easy to manoeuvre and quicker
through the air. Available in 3 models: O3 Silver for greater power
and accuracy,

O3 Tour

for ultimate control and responsiveness and

O3 Black for best combination of lightweight, power and control.

Stop trying to hit a Sweet Spot. Start hitting a Sweet Zone.
princesquash.com/03.
for further information please contact Solosport on 01539 622322

John White

James Willstrop
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60 SECONDS INTERVIEW

Seconds
Stephen Harrison, commercial
director at MAM Logistics
Can you tell us a bit about what you do?
MAM is a Cheshire-based third party logistics operation
specialising within the sports, fashion and leisure industries.
Essentially, we handle all the ‘middle bits’ for our clients.
And the clients you service?
Canterbury of New Zealand, New Balance, Implus, plus other
companies within the sports sourcing and supply chain. Our
fashion client base includes the likes of Golddigga to more
blue chip companies such as Siemens, Select Comfort of
North America and the National Trust.
Our online business includes one of the largest online
music merchandising retail stores. We have a music industry
client base in excess of 100 artists, labels and management
companies across the UK and North America.
How’s business been this year?
Excellent. We have an excellent client base and we are
successfully growing with each other. Implus has just expanded
into JJB, a market familiar to MAM but new to our client. The
Rugby World Cup has been really exciting, as has the introduction
of the CCC brand into football, hockey, rugby league, cricket and
beyond. The growth is both exciting and challenging.
We launched a new cycle brand - Max Cycling - which is
presently associated with sponsorship across the sport, including
the Commonwealth Forces Champion Graham Sumner and
Tony Greenhalgh, the present British TLI Circuit Champion.
Select Comfort is one of North America’s leading
specialised bed manufacturers, and we have just extended our
services to include a more technical services delivery team very much the ‘white glove’ treatment. Indeed, many of the
initial celebrity advocates of the brand in the UK are from
within the sports industry.
Has their been any significant growth areas of your business?
Our biggest growth area is in ecommerce and pre-retail
services. Many clients like the fact that MAM is able to offer
a one-stop shop in ecommerce solutions. We offer a bespoke
service from design through development, warehousing and
customer services, to fulfillment and financial transactions.

I feel that the whole ecommerce business can be shrouded in
mystery at times, which can and does suit certain parties. I
just think of it as still ‘putting things in boxes’ and our inhouse design team merely create virtual shop doorways
to show-off the products. It’s not rocket science.
The most important elements remain efficiency
and doing right by the customer. We take care of the
unsexy bits and our design team is basically the icing
on the cake.
We have always had a strong client base in the pre-retail
or value-added services area. The irony has been that far
from the Far East factor affecting our business, we have
actually benefited from significant volumes of re-work, as the
language barrier continues to affect efficiencies in our
experience just now.
Our clients benefit from the knowledge that all work is
done on-site with a full-time team. We do not use outworkers
- so often the case in this sector of the business - which might
well explain why MAM handles samples management for an
increasing number of clients. Product knowledge and
awareness is critical in this area and we understand the
sensitivity of these kinds of products and launches.
A crucial new area of our onward growth is our new
partnership venture with the Davenham Trade Finance
Group. Davenham is one of the UK’s leading asset-based
lenders and recently launched a new product providing both
funding and logistics support.
The ‘product’ has been trialled very successfully over the
past 18 months and gives entrepreneurs the freedom to
concentrate on what they do best - sourcing and selling the
product. Davenham funds the products and MAM handles the
practical solutions - the sports sector remains a key and
attractive market place for both Davenham and MAM.
What’s your USP?
We are a family business, and are truly independent with no
secondary or third-party financial investors. We do not employ
sales people and most of our business is attracted by
recommendations.
As long as we remain this way - the directors signing the
cheques and answering the questions, and it is ‘we’ that control
our own destiny - then people know where they stand. There
are no corridors of power at MAM Towers. What you see is
most definitely what you get.
Any expansion plans?
In third party logistics I think that you are at times only as good
as your client base - and MAM has a great client base. However,
the secret lies in selecting the right clients to work with. si
www.sports-insight.co.uk
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SHOE-NIQUE
Jeff James spent a day on the road with Andy
Geary, Hi-Tec’s south east territory manager, and
finds out why the company continues to employ
the personal touch when it comes to retail sales
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From the character of the retailers,
to their stocklines, through to the
location of their stores, it’s no
surprise that in a sector the size of
the sports trade you encounter
diversity at every turn.
My day on the road with Andy
Geary, Hi-Tec’s highly experienced
south east territory manager, served
only to reinforce this fact.
The common threads that connect
the retail trade were also evident.
Every call we made was to a highly
knowledgeable, passionate person
who represented the antithesis of all
that is lacking within the high street
sports chains.
And despite the economic doommongering from some parts of the
media, another commonality was the
fact that for the four retailers we
called on, business was good, most
having enjoyed a busy ‘back-toschool’ period.
Hi-Tec was founded in 1974 in
the appropriately named Essex village
of Shoeburyness. Since then, the
company’s first-ever shoe - the Hi-Tec
Squash - has sold 18 million pairs
worldwide. In 1982 the company
launched globally and its expansion
plans were so successful that they
became a casebook study at Harvard
Business School, one of the top
educational establishments of its kind
in the world.
Pompey season ticket holder
Geary had agreed to let me
accompany him on a typical day in
and around the Beckenham/Croydon
area of his patch.
A Hi-Tec man for 16 years,
Geary’s territory stretches from Kent
through Surrey, Sussex and Hampshire
and as far south as the Channel Islands.
He services 180 accounts, ranging
from mid-size retailers with a number
of outlets to small school shops with
specialist needs.

borough’s website reveals,
soaring rental costs have
forced many shopkeepers to find
alternative employment.
Trading for 21 years, Simply
Sports is part of a group of three stores
- the other two outlets are in Reigate
and Oxted. Geary gives a word-perfect
product presentation of Hi-Tec’s
spring/summer 08 range, taking in
children’s, men’s and tennis, to Pointer,
a very proactive retailer and serial
show attendee.
The range presented, Pointer
places his order and it’s onto the next
appointment, but not before some

trade talk that took in the
phenomenal sales of EZ-Freeze
sports bottle, the rigmarole of
forward ordering, unfulfilled orders
placed months in advance and a
certain company’s treatment of the
independent sport’s trade.
“I try to give our product every
chance, so I present across our whole
range,” says Geary. “I like to think
this helps the retailer, because they
get a balanced view of what we do
across the board.
“I aim to lead retailers to certain
lines when I think they’re going to be
more applicable to them. It’s a case of,

“A Hi-Tec man for 16 years, Geary’s territory
stretches from Kent through Surrey, Sussex and
Hampshire and as far south as the Channel Islands”

9.30. Simply Sports
The day began with a visit to Adrian
Pointer at Simply Sports in
Beckenham High Street.
According to Beckenham.net, few
towns in the county of Kent have
more public places and open space
than Beckenham. With its parks and
sports grounds, many people come to
the small suburban town from all over
the borough of Bromley, as well as
further afield.
The vicinity of Beckenham High
Street has a good proportion of
independent shops - including three
sports stores - although, as the

Andy Geary tries some Hi-Tec golf shoes for size

www.sports-insight.co.uk
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over the years, you train each other.
They guide you as to what they’re
looking for and I recommend what I
think is good for them. It’s a two-way
relationship. You tend to get used to each
other and what you’re both looking for.”

11.30. A Sporting Life

RIGHT: Andy Geary
with Jane Driscoll,
Hi-Tec’s National
Accounts
Correspondent,
Athletic
BELOW: The Hi-Tec
CDT Super Power Tour:
as worn by 2007
Open Champion,
Padraig Harrington

Our next call was to A Sporting Life in
West Wickham, a family-run business
situated around three miles from our
first appointment. We were received
warmly, and welcomed with a cup of
coffee and biscuits.
Owned by Eddie Coombs and his
partner Janet, once again, Geary
presented a vast range of shoes over a
two-hour period, demonstrating an
encyclopaedic knowledge of Hi-Tec’s
vast breadth of products.
Says Geary: “When we have our
launches and new technology such as
4:SYS is introduced, all the reps are
given a detailed breakdown by the
company of what the new ranges
consist of, as well as comprehensive
product manuals and samples.
“New things are always coming
through, which is a nice part of the job
– the fact that there is always something
different to take on board.”
After discussing the pros and cons
of a variety of shoes – mixed with some
good-natured banter – orders where
placed for delivery next year and it was
back to Geary’s mobile office – his VW
Passat, full to the roof with sample
bags, which it turns out is less than half
of the full Hi-Tec range (the company
currently has 500 lines).

“I try to give our product every chance, so I present across our whole range, I like to think
this helps the retailer, because they get a balanced view of what we do across the board”
14.00. Whitgift School
How many sports shops do you know
of that are set in 45 acres of
picturesque parkland comprising one
of the best-equipped music schools in
the country, a state-of-the-art sports
and conference centre, a highly
regarded venue for first-class cricket
and a selection of fine specimen trees,
red squirrels, wallabies, pea fowl,
cranes and flamingos?
That’s what awaited us at
Geary’s next appointment – with
Andrew Mantilas at the Whitgift
School sports shop.
Recently described as ‘a hidden
oasis in urban Croydon’, Whitgift is
one of Britain’s leading independent
day schools. Catering for boys
34
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between the ages of 10-18, it’s
regularly ranked amongst the
country’s top establishments for
academic achievement and has an
excellent sporting record, too.
Whitgift has an exceptional
record of success in national sporting
tournaments. The school has won
two Daily Mail National Rugby
Cups and five national cricket cups
in the past decade, as well as
national titles in football, hockey,
fencing, tennis and modern
pentathlon. It also has a very active
Combined Cadet Force.
A picture of sartorial elegance in
a sharp suit and tie, Mantilas greeted
Geary like an old friend. After a
swift cup of coffee, the pair got
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“Hi-Tec’s Southend warehouse
facility holds an average of one million
pairs of shoes in stock at any one time”
www.sports-insight.co.uk
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FAR RIGHT: Magnum
footwear was
developed by Hi-Tec
Sports USA over a
decade ago
RIGHT: Nelson
Mandela’s Hi-Tec
shoes take pride of
place in the company’s
reception area

“When we have our launches and new technology such as 4:SYS
is introduced, all the reps are given a detailed breakdown by
the company of what the new ranges consist of, as well
as comprehensive product manuals and samples”
down to business. The orders came
thick and fast – 94 pairs of Magnum
Classic boots and substantial
quantities of Triumph Rugby, Bronx
and Squash Classic shoes.
Magnum and the company’s
outdoor range make up around 60
per cent of Hi-Tec’s business.
Magnum footwear was developed
by Hi-Tec Sports USA over a
decade ago following a request
from the armed forces for
modern, ‘athletically inspired’
military footwear.
“My customers are nice people
who are open-minded, will take time
to look at the products and take
them at face value,” says Geary.
“They’re always willing to help and
36
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support me if I’ve got something new
to show them.
“We try to spin off each other. I
provide the goods and service they want
and if I do that they will back the
company and support us.”
Forty-five minutes after arriving,
we were leaving the august
surroundings of Whitgift School for the
bustle of central Croydon.

16.00. Hewitts of Croydon
Our next appointment was at Hewitts of
Croydon, a substantial two-story store
that combines sports and outdoor with a
thriving work and schoolwear business.
Geary set up shop at the back of the
store, opening another large samples
bag to reveal a range of outdoor boots

to present to Paul Coomber.
In between business with Geary,
Coomber effortlessly advised
customers on the location of
plimsolls, answered the phone and, at
one point, broke off for a detailed
conversation with an archery
enthusiast and potential customer such is the UK sports retailer’s depth
of knowledge!
With another order secured, I left
Geary for my journey back to
Brighton - he was planning on
dropping off a catalogue to his last
call before heading for his Guildford
home to file his orders with Hi-Tec
head office in Southend and reflect on
another successful day.
“Hi-Tec is a company that works
hard and plays hard,” says Geary “The
whole package of what the job entails
provides me with a very balanced and
satisfying work day.
“The best part of the job is meeting
the people in the trade. Every day is
different. Every customer and every
account is different and the challenges
vary with every call - it’s hard work,
but it’s fun at the same time.” si
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ACTIVE ACROSS THE UK
Glenn Bennington, Hi-Tec’s European sales director, explains the company’s sales strategy
How many reps do you have and what parts of the country do they
cover?
Hi-Tec has several specialist teams of sales representatives who cover the
UK and Ireland.
We have a sales team of eight in golf, whose objective is to provide an
excellent and complete service for all specialised golf accounts on and off
course. Separately, we have a team of 12 territory managers who manage
the various Hi-Tec and Magnum field accounts and a dedicated national
account sales team.
Why do you use reps?
One of Hi-Tec’s key principles is a commitment to service and face-to-face
contact and communication. Hi-Tec employs a team of territory managers
assigned to call on independent retailers and various Hi-Tec/Magnum
accounts regularly, ensuring a consistent line of communication and good
relations are upheld.
In addition, Hi-Tec has four technical representatives, all of whom have
a thorough knowledge of the company’s products and technologies,
providing in-store training and merchandising on request.
In today’s competitive market place, manufacturers are continuously
looking for ways to cut costs and it is often the independent retailers that
are the first to suffer. Hi-Tec, however, who have always been known for
their personal approach, remain consistent in their support of independent
retailers. Understanding the changing needs of the broad range of retailers is
a constant challenge requiring a range of different support mechanisms.

How important is the independent trade to Hi-Tec?
Hi-Tec is exceedingly proud of the relationship built with the independent
trade, continuously working with and fully supporting them. We are one
of a few sports brands who still have a full sales team still active
throughout the UK and Ireland who are dedicated to obtaining the best
from our customers whilst developing new business opportunities.
Hi-Tec is renowned for being an easy and friendly brand to deal with
and we are 100 per cent committed to helping our customers sell our shoes.
We have a team of technical representatives who provide a comprehensive
package of merchandising and staff training, not forgetting a professional
and highly efficient telesales department who are available at the end of a
phone line to answer any of our customer’s questions.
We run various promotional activities/incentives. We also have a ‘no
quibbles’ returns policy that means we trust our customers to trust
theirs. In an industry which has spent the last 10 years shifting the stock
risk to the retailer, Hi-Tec remains an inventory-driven business. We hold
stock of over one million pairs of shoes, and endeavour to deliver stock
easily and quickly within a 48-hour period. Our aim is to be adaptive and
supportive.
Hi-Tec was established in the UK with the support and backing from
the independent sports retailer, and we like to think we remain faithful to
them. The independent has a powerful, emotional attachment to their
business and, therefore, is very passionate and dedicated in truly
understanding the needs of their target consumer, offering the best advice
and products.

www.sports-insight.co.uk

37

Carry Sheet:Carry Sheet

26/10/07

10:24

Page 1

r
e
t
t
e
l
s
w
e
n
e
t
h
g
i
s
Sports In
ight.co.uk
s
n
-i
s
t
r
o
p
.s
rce at www
u
o
s
e
r
e
n
i
l
FREE on

T
DON’ T
OU
S
S
I
M
UP
N
G
I
S

E
E
FR
Y!
A
D
O
T

Do You Want To...
• RECEIVE THE LATEST
SPORTS MARKET NEWS
FOR FREE?
• KEEP AHEAD OF THE
TRENDS?
• BE THE FIRST TO HEAR
ABOUT NEW SPORTS
PRODUCT LAUNCHES?
• GET ADVICE ON RUNNING
YOUR BUSINESS?

If the answer is YES, then visit our brand
new website www.sports-insight.co.uk
and register for the
FREE Sports Insight E-NEWSLETTER
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NICHE MARKETING

Corner
that niche
Ultra-niche marketing is the most successful way to
compete with the big boys, says Tony James
It’s happening everywhere: small
companies are folding when the big
guys move into their territories. It
happened in the movie ‘You’ve Got
Mail’ when Tom Hanks’ mammoth
store forced Meg Ryan to close her
little shop.
But now the little guys are
fighting back - using a strategy
consultants regard as the best chance
most small and medium-sized
businesses have to compete against
the big boys and win.
Welcome to the world of ultraniche marketing: a sales strategy
which has grown by over 1,000 per
cent in the UK in the past five years
and where specialised retailing has
been honed down to the point where
the fewer the products the better - as
long as they’re the right ones.

Specific needs

Avoid slipping up
against the big boys by
utilising ultra-niche
marketing strategies
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“A small business stands a greater
chance of success if it can meet the
specific needs of consumers who have
unmet preferences,” says Business
Link adviser Kim Fletcher. “Niche
markets are core groups of people who
have similar occupational or lifestyle
characteristics that you can target.
“Finding a niche means your
business can focus its product or
service in a way that really suits
the customer and fits their need or
their wants. But it is possible for
niches to be just too specialised when you refine your product to the
point when the market for it just isn’t
big enough to sustain your business.
That’s when you know you've gone a
niche too far.”
The truth is that niche marketing
isn’t easy, and the important thing,
according to Herman Drost, author of
a new book ‘Strike It Niche’, is to find
a niche product or service you feel
passionately about.
He says: “The only way you are
going to be able to devote the kind of
time and effort to build up a specialist
market and generate worthwhile

income is to absolutely believe in what
you’re doing.”
Remember that working in such a
potentially limited market means that
you must be constantly aware of new
developments and - most importantly know what your customers think about
your products or service.
“You have to keep on top of
things,” says Kim Fletcher. “Otherwise
you might find that your widget has
suddenly become last year’s widget.”
And another drawback of niche
marketing is that it may result in a
smaller volume that leads to higher
operating costs. Even so, consultants
say that the lessened competition
should more than make up for that.
And there is a compromise: if the
niches you are considering have very
small markets you may want to retain
some products and services that appeal
to a wider range of customers, which
offer exceptional product depth in
selected niche areas.
That’s what specialist internet toy
dealer Tony Roeder did when he found
that he could no longer compete with
the likes of Amazon and eToys with
their huge toy inventories.
Instead, he decided to focus on the
highly collectible Red Flyer model
trucks and offer the entire product line
- his rivals only stocked three or four.
The strategy paid off and Tony now
makes over half a million pounds a
year worldwide from his online Red
Flyer business.

Top tips
So should your business be in niche
marketing? Here's how to find out:
■ List all the benefits offered by your
product or service. Be sure you’re
listing benefits not features - a feature
is what something is, a benefit is what
it does. People won’t buy something to
get a feature. They buy to get the
benefit it produces.
What can you provide that’s new
and compelling? Bristol retail
consultant John Richardson cites the
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case of a small soap manufacturer that
stumbled on a lucrative sports goods
niche market when it invented a
shampoo that gently removes chlorine
from swimmers’ hair.
Later, rights to the product, snapped
up by everyone from Saturday morning
swimmers to Olympic athletes, was
sold to an international conglomerate for
$20 million.
■ Profile potential customers to be
certain there’s sufficient niche demand.
Information is the key to a successful
marketing strategy. As soon as you have
narrowed your target market, find
people who you think would be your
ideal customers - maybe friends,
acquaintances or relatives.
Ask these potential customers what
products or services they would like to
see but can’t find at the moment. Would
they be interested in the developments
you’re considering? Do they want high
quality, low price, convenience, features,
reliability, traditional design or
something modern?
Will there be enough potential
customers? Keyword research can help
provide an answer. Keyword tools will
give a guide to how many people are
searching the net on keywords related to
your niche product.
For instance, the keyword phrase
‘specialist camping equipment’ was
searched over 76,000 times in one
month. So if you make specialist tents
there would seem to be a potentially
healthy niche market.
Don’t forget your existing
customers. Have they particular needs
that you don’t fully target? Take a
survey. It could be that you end up
creating a niche within a niche.
“It’s really a case for catering for the
particular needs of a specific group of
people. Any kind of small business can
do this. Big businesses usually can’t,”
says David Abandon, boss of business
consultant Quantum Organisation.
■ Check the competition. Market
research need not be expensive. Browse
through trade magazines to find out
about other suppliers in your business.
Run a query on an internet search engine
to discover how many other dot coms
serve your intended market,
What if there isn’t much
competition? Before you get too excited,
consultants warn that this may not be a
good sign. It could mean that your rivals
have decided that this niche market has
not enough potential. On the other hand,
it could mean that they have tried and
failed, leaving the market wide open.
If you think it’s worth the risk, test-

market carefully and move forward
cautiously to keep the risks manageable.
Create your own USP (that’s unique
selling position) by studying the
competition. Find out what they
emphasise about their products or
service that makes them stand out
from the crowd.
Then decide how you can make
your business different. It could be
something unique about your products.
Or you could choose a more highly
defined target market.
■ Target the niche. According to the
latest research, at least 50 per cent of
potential niche market customers will
browse the net in search of specific
requirements. So hunt them out.
Search internet mailing lists and
news groups and, chances are, you’ll
find potential customers in neat niches
right there. Both mailing lists and news
groups are online discussion forums, but
with this difference:
1. Mailing discussion group comments
all land in your email box, either as
single messages or as a daily digest.
Mailing lists tend to involve more
serious discussion.
2. With news groups, you look at the
comments others have made and add
your own. There tends to be a lot of fluff
and trivia, but who says potential
customers have to be eggheads?
In both types of discussion group
you can find up to 10,000 regular
readers, all with special niche interests
ranging from mountain climbing to
map collecting or cement technology to
sea angling.
You can target-market these groups
either with your own message, which
can include a mini-ad for your business
or a web advert that appears every time
the site has a hit.
Advertise in magazines and
newsletters read by prospective niche
customers. Look into the cost of targeted
mailing lists, email marketing, deals with
specialist organisations to circularise
their members - anything to make
potential customers aware that you can
cater for their niche interests.
■ Build and promote your website.
Make sure the information is presented
in a snappy and interesting way, which
will not only attract visitors from search
engines but will entice them to buy from
the site.
“I spent more than I had budgeted
on a really good website, but it has been
worth every penny,” says John Porter,
whose specialist angling equipment
business went online last year.
“We targeted internet niche angling

groups and had over 1,000 hits on my
website last month, bringing over 200
sales or inquiries and I’m delighted
with that.”
The good news is that sports niche
markets expanded by more than 10 per
cent in 2006 and are expected to do
even better this year. Current fastselling specialist products include
golf club heads, board sport items,
custom-made exercise equipment and
snow sports gear.
But even the experts have been
surprised by the recent dramatic
growth of the fun-game niche market,
often involving changing the rules to
make games less demanding and
more enjoyable.
The results include ‘free tennis’
using oversize balls, modified darts,
‘family badminton’ and ‘boomerang
cricket’.
Even exercise is being made
as painless as possible - the item
currently collecting the most hits
on a Taiwan manufacturer’s niche
website is its latest state-of-the-art
exercise bike - complete with
PlayStation, an audio-video system,
3D multimedia environment and an
internet connection. si
Check the competition.
Market research need
not be expensive

www.sports-insight.co.uk
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RUGBY

COMPETITIVE EDGE

How does a World Cup Final place impact the sales of rugby shirts? NPD investigates
Who would have thought four
months ago that England would
knock Australia out of the 2007
rugby union World Cup and France
would send New Zealand home
before the semi-finals? It was a
stunning result for the French, the
host country for the competition
for the first time in its relatively
short history.
But it was a rejuvenated England
side that took the smiles off the French
supporters’ faces, putting the hosts out
of the competition as Brian Ashton’s
team booked themselves a place in
their third World Cup Final. It was
44
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England’s second in succession and
waiting for them were the formidable
South Africans, a team that
demolished England two games into
the tournament.

Performance
So how have the home nations’
performances of late impacted the sales
of rugby apparel in Great Britain? In
the last 12 months to June 2007 2.3
million units of rugby apparel was sold
(see chart), a figure that is down versus
sales in the 12 months to June 2003, the
year of the last Rugby World Cup.

However, both of these periods
are pre-World Cup and therefore only
likely to predict the base level of
interest in rugby apparel before
tournament fever takes hold.
In 2003 sales of rugby apparel
started to pick up at the back end of
the third quarter, but it was the fourth
quarter when sales rocketed. This
was in part due to the competition
starting in October of that year, but
also a direct result of England’s
performances throughout the
competition, all the way to winning
the final against Australia.
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Sales in October to December
2003 reached a massive £40 million
in a single three-month period, a
level not reached since.
As the NPD Group awaited
sales reports for the third quarter
of 2007, there was some hope
that sales would have picked up,
particularly towards the end of
the quarter as the 2007
competition started a full month
earlier than 2003.

Support
Diehard fans would have been
purchasing their replica shirts to
show support for their team whether
they were travelling to France for the
tournament or watching their team in
their local bar or at home in their
sitting room.
At the very end of the third
quarter, it was expected that sales of
England and Scotland shirts would
have risen further as fans of both
teams learnt of their advancement into
the quarter-finals.
Such progression these days is well
covered in the daily press, particularly
when results far exceed expectations,
helping to increase awareness among
borderline rugby followers and other

consumers. This hopefully led to a
positive impact on additional shirt sales
for the two teams.
And further still into October, as
England’s performances in the quarter-final
and semi-final games should have added
revenue to the rugby shirt market for Nike
and the England shirt.
Surely England booking their place in
the final would have delayed any
discounting from specialist retailers, who
would have certainly rubbed their
hands in unexpected increased sales
as a result. Another bonus for the
sports industry.
Want to know about how
major tournaments affect
your category? Contact
the NPD Group on
01932 355580. si
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TWENTY20 WORLD CUP

Positive impact
The Twenty20 World Cup has played a key role in
keeping cricket in the public consciousness, says
Alistair Phillips
They say we Brits are obsessed
with the weather. They (whoever
‘they’ are) make an astute
observation, but we have very
good reason to be obsessed. The
weather in this country is so
unpredictable and has a huge
influence, not just on the overall
mood of the nation, but on the
long and short-term prosperity of
many businesses in this country.
The UK sports industry has
always been heavily dependent on
the weather and what suits one
specialist leaves another sleepless
at night. For example, a wet
August may be good news for
outdoor shops looking to shift
some top-of-the-range
waterproofs, but for cricket
specialists its bad news - as the
rain falls outside, inside there’s a
sales drought setting in.
It’s not just the weather that
retailers in the cricket sector have
to worry about, though. There are
a whole heap of external factors
beyond their control that can
affect sales.

Surge in interest
The Ashes success of 2005
produced an almost unprecedented
surge in interest, participation and
sales, though performances of
‘Team England’ since have failed
to live up to those heady heights.
The one-day Cricket World Cup
earlier this year was a
disappointment, not just for
England in terms of performances,
but generally. It was too long,
lacked real excitement and was
marred by controversy surrounding
the death of Bob Woolmer.
What headlines it did generate
where negative and proved the old
adage ‘all publicity is good
publicity’ to be wide of the mark.
Coupled with the poor weather
mid-season, it’s been a tough time
for cricket sales this summer. But
still, as autumn approached, the
48
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Twenty20 World Cup
loomed and offered a
small, albeit rather
late, ray of
sunshine.
Twenty20,
as we all know,
has been a huge
success - an external
factor beyond the
control of suppliers and
retailers that has worked
in their favour. Stadia
packed full of fans, many of
them new to cricket, has led
to many youngsters taking up
the game and establishing a
stronger cricket base, which
bodes well for both the long
and short-term.
The Twenty20 story
is one that other sports
have taken inspiration
from - in golf we now
have ‘Powerplay’, a
shortened, exciting
format, which calls
itself the game’s
Twenty20 equivalent.
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While the Twenty20 World Cup
didn’t really fire the UK public’s
imagination, largely because of
England’s poor showing, it was
reasonably successful and, one
suspects, in future will be higher
profile and more commanding of the
media’s attention. And while the
timing possibly wasn’t ideal, it did
put cricket in the minds of people
when it’s usually forgotten in favour
of other more seasonal sports.
Gunn & Moore’s marketing
director, David Broughton, is a fan of
Twenty20 and feels that the World
Cup did do the game some good. He
explains: “As an overall tournament,
I think there’s no doubt it had a
positive effect. There’s no doubt
the media exposure does the game
some good.
“Even the more conservative
cricket fans have seen the positive
impact this format has had and
now admit that it’s a very exciting
way of playing the game. It’s true
the timing could have been better for
the UK market. Coming at the fag
end of the season wasn’t the best
timing, but it did focus people’s
attention on the sport when normally
they are turning their attention to
football and rugby, and that’s got to
be a good thing.”

Impact
From a retail perspective, the
Twenty20 World Cup came too late,
but that’s not to say that future
tournaments staged earlier in the year
won’t have a big impact, according to
Scott Richardson, manager of
specialist cricket retailer Romida
Sports in Rochdale.
He says: “To be honest, this year’s
event didn’t have a great impact
because it came at the end of the
season - we had our sale on and were
getting low on stock. If it had
happened in June I think we’d have
felt a big difference in sales.” And if
in that fictitious June Twenty20 World
Cup England got to the final and
maybe even won? Richardson adds:
“That’s what affects sales more than
anything else.”
Richard Gray, sales and marketing
director for Gray-Nicolls, is not
convinced that this year’s tournament
had much affect on the market either,
though he remains a firm fan of
Twenty20 overall.
“I don’t think it was a good idea
to have two cricket world cups in one
year,” he says. “The one in the
Caribbean was a disappointment, so at
least the Twenty20 version was an
improvement on that.”
Gray also feels that English
success is of great importance in these

tournaments. We are not, as a nation,
big neutral sports spectators and need
a partisan interest to get the most out
of our sport.
Gray adds: “I certainly think that
in this country we tend to switch off if
England aren’t performing. I suppose
one positive effect the World Cup had
was to alert people to cricket just
before the buying process gets
underway for next year.”
Despite not being overly excited
by the recent tournament, Gray does
feel Twenty20 has been great for the
game overall: “It’s brought lots of
families and kids into the cricket
grounds and brought new people into
the game as players and has helped
maintain the momentum created by
the Ashes win in 2005.”
David Broughton is in agreement.
While England have failed to push on
from that glorious summer series,
Twenty20 has played a key role in
keeping cricket in the public
consciousness.
Broughton says: “What it’s done
is helped the sport retain many of the
new players that flooded into the sport
following that Ashes success. We
were always going to lose a certain
element of the froth we got
immediately after that, but
tournaments like the Twenty20 World
Cup do a good job of retaining a high
www.sports-insight.co.uk
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“Twenty20’s impact can’t be judged on one tournament, it’s all
about doing long-term good for the sport”
percentage and to a degree bringing
some of the froth back in again.
There’s an element of churning
going on.”

Media interest
Meanwhile Joe Sillett, founder and
owner of Woodworm, a company
that has emerged meteorically in
this most traditional of markets via
modern marketing means, is very
grateful for the media coverage
during the tournament.
Indeed, Sillett is in a ‘no-lose’
situation in many ways as his two
main stars, Flintoff and Pietersen,
often shine in test, one day or
Twenty20 at a time when England
selectors are picking three
distinct squads to suit the different
formats.
Sillett told Sports Insight: “The
cricket trade operates in certain cycles,
so perhaps it wasn’t the best timing,
but you could argue there’s never
really a perfect time. The weather has
had a negative effect on the cricket
business this summer, much more
than the Twenty20 World Cup could
have as a positive. Saying that, it was
great to see Andrew Flintoff, Kevin
Pietersen and James Anderson on TV,
highly visible in our newly launched
2008 range.”
And while some remain cynical
about how much influence TV
exposure has on cricket brands in this
country, Woodworm has built its
business on having highly visible
‘coat hangers’ in Pietersen and Flintoff
performing well over extended
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periods. If you remain a sceptic, it’s
worth bearing in mind that when
Pietersen walked out at the Rose
Bowl earlier this year, resplendent in
Woodworm, the brand’s website,
which experiences 20,000 hits per
day normally, suddenly found that
number had rocketed to 128,000.
Gray-Nicolls has also experienced
a degree of success with Twenty20
targeted product. The company has a
bat that is ideal for players looking to
give the ball a belt, as Richard Gray
explains: “We launched a bat last year
called the Powerbow 20, the 20
obviously referring to Twenty20.
“This year we’ve decided to drop
the ‘20’ from the name as it wasn’t
really necessary as players understand
what it’s meant for. It’s a big heavy
bat for players who want to go at and
really hit the ball hard. It’s a great
Twenty20 bat and we’ve had a great
response to the 2008 version at the
stockrooms we’ve been to so far.
“When you think about it though,
the majority of cricket played in this
country at amateur level is limited
overs - lasting a day at most - and
when it comes to schools cricket, if
memory serves, many matches are
played after school’s finished over a
three-hour period. In theory then, most
cricket gear is already best suited for
shortened forms of the game.”
Exposure does work then and
Twenty20 gets plenty of that,
particularly if England shine. And
while it’s likely that few retailers will
be able to say, hand on heart, they saw
a real sales surge during the weeks of
the Twenty20 tournament, it did

coincide with a late spell of good
weather and possibly extended the
season a little bit to bring some
comfort after a tough few months.
Twenty20’s impact can’t be
judged on one tournament, it’s all
about doing long-term good for the
sport. David Broughton is only too
aware of this fact. “I’m not sure that
many retailers will have noticed a
big sales increase around the
World Cup,” he says. “It will have
helped, but not in such a direct way.
The Twenty20 format will slowly
help build sales over a longer
period of time. We’ve noticed
an increase in the popularity of
our junior sets for next season and
Twenty20 has to have influenced
that.”
So while the Twenty20 World
Cup can’t be credited with
stimulating a big boom at the end of
the season for retailers and
suppliers, it does appear it played a
role in a larger and longer-term
contribution to the game as a whole.
It may have extended the
season a little and it may have
reminded a retailer or two to get
their orders in for next year. The
next Twenty20 tournament is likely
to command more media exposure,
more public interest and hopefully
stimulate sales at retail. But for it to
really work thus, it needs England
to perform, get to the final and even
win the thing.
And right now, Team England
are just about as unpredictable as
that darned weather we’re so
obsessed by. si
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STAG BUYING SHOW PREVIEW

Making business
a pleasure
This year’s STAG Buying Show is the biggest and best
to date, says STAG managing director Ward Robertson
STAG’s annual Buying Show is always a
sold out affair. Hundreds of retailers
enjoy two days of hospitality and the
opportunity to broker some of their best
buying deals all year, with a superb
selection of the best sports and outdoor
brands gathered together in one location.
This year’s STAG Buying Show is set
to surpass all previous expectations and
takes place at Heythrop Park Hotel, Golf

and Country Club, Oxfordshire on
November 18-19.

Demand
Says STAG managing director Ward
Robertson: “This year’s show was a
sell out as far back as April. In fact,
we had to go back to the hotel for
additional space to meet the demand
from sports, outdoor and shoe
suppliers. We’re expecting a 20 per
cent increase on retailer attendance
from last year and the hotel is going to
be awash with deals that won’t be
available anywhere else.”
Independent retailers recognise
the STAG Buying Show is the show
to do business, and we asked the
buying group how they’d achieved
that level of success.
Ward Robertson told us: “It’s
taken dedication and time to build our
show into the phenomenon it’s
become. When we started out our
goals were focused. We wanted to
give our retailers exposure to deals
they wouldn’t get anywhere else, and
we wanted to give our brands the
opportunity to broker significant
business with nominal overheads.
“It takes more work each year, but
the effort is worth it to know that we
are the leading sports and outdoor
membership buying group in the UK.”
There’s no doubt that STAG is the
leading membership sports buying
group in the UK. This year sees an
increase in outdoor, sports and shoe
heavyweight brands attending - with
new and returning names such as
Merrell, Columbia, Timberland,
Puma, Asics, Canterbury, Rieker and
KangaRoos, to name a few.
“We’re excited to welcome new
and familiar brands to the show and
see the increased interest from some
of the major brands as confirmation
that we’re delivering our promises for
all parties,” says Ward.
Ward goes on to say: “We know
that the future for our retailers lies in
accessing the latest opportunities at
the best possible prices. In the current
economic environment, our members
deserve and demand every effort to
help them stay competitive in a tight
market. We can’t afford to rest on
our laurels with what we’ve
achieved so far. We have to bring
the right deals and competitive
insight to our members to ensure
their ongoing success.”

Self-funding

There’s been increased interest in the STAG Buying Show from some major brands
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The STAG Buying Show is entirely
self-funding and at no cost to retailers,
who enjoy lavish accommodation,
meals and entertainment, along with
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the best opportunity to snap up
previously unbrokered offers.
Says George Burnett of Thistle
Sports in Aberdeen: “I look forward
to the STAG Buying Show. It’s great
to get out of the shop and focus on
what’s happening at the show –
find new products, new suppliers
and be with like-minded independent
sports people.”
Independent retailer Angie Sole
of Herbert Sports, Chichester and East
Grinstead, said: “It’s a competitive
industry and we’re with STAG
because of the access to brands and
prices they can broker on our behalf.
The show itself is brilliant and it’s an
opportunity to put heads together with
other retailers and get a measure on
the retail climate.”
STAG certainly knows how to
throw a party. This year’s STAG
Buying Show is expected to include
over 220 independent retailers and
upwards of 80 leading sports brands.
Says STAG’s Ricky Chandler:
“We’re delighted with the response
and increased commitment from
leading brands. This year the offers
are even better and the nature of the
event means that suppliers are truly
competitive for our retailers.
“It’s an event we’re proud of and
we’re conscious the success depends
on commitment and fair play from
all parties.”

Fair play is the ethos of STAG and
has seen the buying group commit to a
range of initiatives on behalf of
independent retailers in the UK.
Explains Ward Robertson: “Our
business depends on us delivering more
than any other buying group. We’re
now large enough to deliver exhaustive
benefits to our suppliers and our
members - we believe more than
anybody else. But to stay on top we
have to keep focussing on what’s
important to our ever-expanding
network of members and suppliers.”

independent retailers to take
advantage of substantial discounts
from leading brands, for immediate
and future orders.
STAG is certainly a buying group
that’s going places. “Although we are
fully booked for this year’s STAG
Buying Show, positive indicators
suggest that there’s going to be even
more on offer in the near future,” says
Ricky Chandler.
“We’re looking into new and
improved trade show formats, with a
focus on meeting seasonal demand.

“We’re expecting a 20 per cent increase on retailer
attendance from last year.” Ward Robertson
Commitment
Recent examples of STAG’s
commitment include a free Xmas
Mailer to over 150 participating retailers
offering a range of special deals for the
lead-up to the most competitive retail
season - Christmas. In addition, STAG
has launched an online initiative
offering exclusive monthly deals from
leading brands, ensuring increased
profitability for members and giving
suppliers an opportunity to promote
stock immediately and cost effectively.
The STAG Buying Show is one of
the most looked forward to events in the
calendar, and rightly so. It offers one of
the best opportunities in the year for

“Our suppliers are more than happy
with what we’ve been able to achieve
for them and we all appreciate there’s
only so much time you can take away
from their business in one go.”
STAG will do everything in its
power to ensure the future survival
and enhanced profitability of its
members and will ensure that its
suppliers grow evermore close to the
independent market place.
For more information on STAG,
visit www.stagbuyinggroup.com.
The STAG Buying Show is on
November 18-19 at Heythrop Park
Hotel, Golf and Country Club,
Oxfordshire. si

LEFT: This year’s
STAG Buying Show is
expected to include
upwards of 80 leading
sports brands
BELOW: The show
allows retailers to take
advantage of
discounts offered by
many brands

www.sports-insight.co.uk
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INCENTIVE SCHEMES
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ABOVE: It costs 13
times more to recruit
new staff than to
retain existing
employees

Ensuring that your business remains
competitive is crucial for its long-term
profitability. One of the key
components of your business is the
people that it employs. The retail
space has always offered staff
discounts, but today the incentives
industry can offer you a whole raft
of products that you can use to
motivate your staff and retain them
over the long-term.
Perks have often been used to
firstly attract people to a company, and
then to keep them in the face of rising
competition from other organisations.
In the retail sector a change has
occurred over the past few years
where simple staff discounts have been
replaced with more sophisticated forms
of benefits.

Benefits
These incentive packages better present
the business’s brand and also support
what employees now expect over and
above their basic salary and benefits
package. What is clear is that all ownermanagers are looking closely at
incentive systems as a real means of
motivating their staff.
With new research suggesting it
costs 13 times more to recruit new staff
than to retain existing employees,
incentive schemes are becoming not
simply an added bonus that some
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companies offer to their staff but an
integral component of their human
resources systems.
From simple vouchers to more
sophisticated motivational tools, it’s
time that you looked closely at how
corporate rewards could benefit
your business.
“Incentives and rewards are hugely
important,” says Darren Ziff, Leisure
Vouchers’ corporate sales manager.
“Companies have traditionally
incentivised sales teams, but in recent
years we’ve seen a marked shift to
company-wide reward schemes where
everyone shares in the success of the
company, not just the sales team.
“An example of this is the
Employee Recognition Scheme run
by Homebase that acknowledges
exceptional and consistent performance
among its 18,000 employees
nationwide.”
Research has consistently reported
that employees look for more than
simple financial benefits in the
businesses they want to work for.
Working conditions, job security
and satisfaction consistently come
above the basic financial package that
the post contains.
Incentive schemes are by their
nature tailored to offer a specific
benefit to the employees and by
extension the employer. It’s important
to understand your business’s

motivation for offering an incentive
scheme.
One key factor you should
consider is if the same incentive will
be offered to all employees. Often,
schemes aimed at shop-floor employees
will not be appropriate for middle and
upper management.
David Bray, managing director of
Getactive, a specialist in the provision
of incentives, says: “Motivation or
promotional offers are very
established tools and are highly visible.
Most companies now use incentive
schemes for internal staff, internal and
external sales and channel partners.
“New employees are starting to
expect incentive schemes as part
of their package, either as an
employee benefits package, reward and
recognition scheme or top-achievers
clubs.”

Tax implications
Think carefully if the incentive scheme
will link to your employees pay in
any way. Look at any tax implications
that your scheme could attract. It is also
important to use a scheme that can
offer you real performance measures.
How will you know that the incentive
scheme you’re using is actually
delivering the improvements in morale,
efficiency and staff motivation you need
to justify its cost?
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Says Darren Ziff: “Make sure you
really understand what makes your
staff tick and what they will really
appreciate as a reward. At Leisure
Vouchers we find that more often that
not it is the employee’s spouse who
decides how to enjoy the vouchers,
so you need to go one step further
and understand the whole life-stage
of employees.
“If it’s a national company, you
need to be sure the reward can be
enjoyed by all employees, not just
those in head office. Leisure Vouchers
can be enjoyed at over 50 leading
brands with a combined total of more
than 5,000 outlets nationwide, so there
really is something for everyone
wherever they are in the UK.”
The incentive industry has
expanded rapidly over the past few
years as new players have come into
the market. This has resulted in a
number of suppliers that cater for large
and smaller businesses alike. Large
schemes aimed at the corporate market
are clearly not suitable for smaller
enterprises, but as an employer, you
still have a wide choice when choosing
the right scheme for your business.
Platforms that should be on your
shortlist include iD-points
(www.incentivedirect.com), which is
completely web-based and doesn’t
require any systems infrastructure from
your business to set up. Plus Points
from Getactive (www.getactive.co.uk)
has a range of incentive schemes from
vouchers to lifestyle and event-driven
schemes. This solution is ideal for even
the micro business, as incentives can
cost as little as £5.
Web-centive from Capital
Incentives (www.capitalincentives.co.uk) is another web-based
system that enables users to gain points
they can later redeem from a 14,000
product-strong catalogue. The system
can be branded to your business and is
modular giving you complete control.
Advantage (employee solution) from
PeopleValue (www.peoplevalue.co.uk)
is another points-based system that
can be completely automated to
significantly reduce set-up and
running costs.
If you’re looking for a voucherbased scheme, then take a look at
Argos and Homebase reward vouchers
(www.argosb2b.co.uk/businesssolutions), which recently won the
Most Effective Voucher in Reward and
Motivation Programmes Award at the
2007 Motivation Awards.
Also, PeopleValue
(www.peoplevalue.co.uk), Virgin

incentives
(www.virginincentives.co.uk), Red
Letter Days (www.redletterdays.co.uk)
and Love 2 Reward
(www.love2reward.co.uk) could be just
what you’re looking for to offer a costeffective incentive scheme.

Multi-choice
Says Graham Povey, managing
director at Capital Incentives and
Motivation: “Remember that it is
virtually impossible to select an
incentive reward that will appeal to all
participants in a scheme and that is why
multi-choice gift cards and vouchers are
an extremely popular option as they
provide recipients with the chance to
choose their own gift, as well as
making life easy for the company
giving them.”
The use of incentives as a
motivational tool will continue to grow
as more businesses realise that they
must offer their employees an attractive
package of benefits if they are to firstly
attract high-calibre people to their
businesses, and secondly ensure that
those employees remain productive and
content with their employment status.
How will the incentive and
motivational industry evolve? Says
Venessa Wilson, business development
director at Planet Marketing and
Design: “In terms of the future, the
way forward can be seen from how the
most advanced vendors are already
looking to ensure that their incentive
and loyalty programme platforms
address a number of objectives under
one common infrastructure.
“This sort of flexibility allows
them, for instance, to use incentive
as a positive way to effectively
address other less traditionally fun
areas of the business such as training
and certification, attendance and
completion.”
“Non-cash incentives have
been proven to work better than cash
incentives, with experience and travel
related schemes working the best,” says
David Bray. “This will continue in the
future as people want something
memorable as there is absolutely no
need anymore for domestic
merchandise.”
Cash incentives, which may
have been your first thought when
specifying an incentive scheme for
your business, have fallen out of
favour over the past few years.
Vouchers are a fast, easy and costeffective means of offering an incentive
scheme, but some 30 per cent of
vouchers are never redeemed.

Today, with an emphasis on
enhanced lifestyle, experience days and
luxury hotel breaks in Europe are now
more popular than ever. Look at these
incentive schemes carefully as you
must always ensure that they are giving
your business the ROI that you set up
the scheme to deliver.
Which incentive tool you choose
for your business and what return you
are looking for regarding your
investment are key considerations, but
you must also ensure you can track
the progress of the scheme you choose
as costs can easily spiral if they are
not kept under tight control.
Any incentive scheme that you
employ has
several key
components
that must
work together if
it is to offer your
employees the
incentive they want and motivate them to
earn them.
Think about what
you want to achieve with
your scheme. Set these
plans out clearly so that
your employees can
see what benefits
you intend the
scheme to
deliver to
them, and also
your wider
business. Choose a
well-managed
scheme, because if the
mechanics of delivering
the incentives are faulty
this can create a very
bad impression and may
reduce the scheme’s
effectiveness over the
long-term.
Be flexible, as you may
need to make several changes to
your system until it is delivering
the return you expected. And
always regularly evaluate how
your scheme is progressing. Test
its ROI to ensure it’s on target and
that costs are at expected levels.
Taking your time to choose the right
scheme for your business will ensure
that it integrates seamlessly into your
employee-retention program.
Incentives are not simply perks, but
are now effective employeemanagement tools that even the
smallest of businesses can develop
into a valuable asset. si

It’s time you
looked at how
corporate rewards
could benefit your
business
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COMBATING VANDALS

Vandal vigilance
Protecting your premises from criminal damage is a
priority with attacks rising, says Dave Howell
RIGHT: Vandalism
costs around £2.1
billion a year

Retail outlets have always been open
to a wide variety of attacks. The
Home Office describes this vandalism
as: “Criminal damage refers to
crimes where any person without
lawful excuse intentionally or
recklessly destroys or damages any
property belonging to another.”
Data from the British Crime Survey
and Home Office assessments of the
costs of crime suggest that this type of
offence costs around £2.1billion a year.
The most recent Commercial
Victimisation Survey (2002) showed
that 23 per cent of retailers were
victims of criminal damage.

Be proactive
Vandalism can range from graffiti to
arson. All retailers are potential targets,
so it is imperative you are proactive
about the security measures that you
have in place to protect your premises.
Local knowledge and close liaisons
with your local police force via their
crime prevention officers will ensure
you are up to date with any trends in
vandalism that are taking place in your
area. Technology can certainly help to
combat some forms of vandalism and
should be evaluated carefully before
any system is installed.
In all aspects of crime prevention,
including how to combat the effects of
vandalism, using the services of a
professional security company is
imperative. British Security Industry
Association members are inspected to
relevant British and European
standards by an independent
certification body. Their details can be
found on the BSIA website:
www.bsia.co.uk
The Home Office states: “Alcohol
misuse can cause and exacerbate many
differing forms of anti-social
behaviour. Vandalism is no exception
and it is strongly linked with evening
drinking at weekends.
“The Offending Crime and Justice
Survey (2005) found that 32 per cent
of criminal damage offenders had
taken alcohol at the time of the offence
and 22 per cent said they were
motivated to vandalise property
because they were drunk.
Consequently, effective
management of this problem is an
important aspect of tackling vandalism
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and it is critical that local
partnerships take a strong stance
against alcohol misuse.”
Any damage to, or destruction of,
property by vandalism is likely to be
a criminal offence under the Criminal
Damage Act 1971. Maximum prison
sentences for cases heard at Crown
Court are life for arson, criminal
damage that endangers life or for
threat or possession with intent to
commit criminal damage involving
explosives; 14 years where racially or
religiously aggravated; and 10 years
for all other forms of criminal
damage, including threat or
possession with intent to commit
criminal damage.
Many criminal damage crimes
are referred to a magistrate’s court.
The court will take into consideration
the level of damage caused. If the
value of damage exceeds £5,000, the
maximum penalty is six months in
jail and a £5,000 fine; otherwise the
maximum sentence is three months
imprisonment or a fine of £2,500.

Judicial system
In an attempt to combat vandalism a
number of steps have been taken
within the context of the judicial
system. The police have a range of
penalty notices that they can issue to
combat vandalism. These include the
Acceptable Behaviour Contract
(ABC), where the perpetrator agrees
to refrain from the behaviour that is
causing offence.
These are usually used for low-level
acts of vandalism.
If the ABC proves to be
ineffective then the Asbo (Anti-social
Behaviour Order) is the next step that
can be taken. These are civil orders
and any breach of the injunction can
lead to a jail sentence.
Penalty Notices for Disorder
(PNDs) can be issued to any suspects
aged 16 and over and are usually the
first action that is taken in any
vandalism offence. The Final
Warning Scheme is a system of
reprimands that are aimed at 10-17year-olds who must be charged if
they continue to commit the offence
they have been warned about.
The location of your store could
also make it a target for criminal

damage. Anti-social behaviour has a
strong alcohol component, but the
police have recognised that groups of
young people can in themselves
become intimidating and result in some
forms of criminal damage occurring.
Under the Anti-Social Behaviour
Act 2003 dispersal powers were
granted to the police. If you
consistently find that groups of people
congregate near your premises, the
police, with the agreement of the local
authority, can designate an area where
there is persistent anti-social behaviour
that can include vandalism.
In these areas police officers can
disperse groups of two or more
people. A recent survey
commissioned by ADT Fire and
Security found that: “When surveyed
56 per cent of people in the UK
associated shopping areas with
problems of anti-social behaviour.”
Practical information about how
you can protect your property is
contained in the booklet ‘Your
Business: Keep Crime Out of It’.
Download your copy from the Home
Office website
(www.crimereduction.gov.uk/business/
business40.htm).

Report it
It is also important that any instances
of vandalism are reported. The British
Crime Survey 2006/7 indicated that
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less than 32 per cent of the people
who were victim to a criminal damage
offence actually reported it.
The British Retail Consortium
stated: “Crime against retail is an
attack on the whole community,
leaving a deep scar for all to feel and
see. Shop staff, managers and owners
want to feel pride in their work, but
suffer from the daily blight of crime,
much of which goes unreported and
unpunished.
“Crime places increasing pressure
on company funds, demoralises staff
and can have devastating
consequences on physical and
emotional wellbeing. The BRC
believes that the under-reporting of
crime must be tackled as a priority.
“The reasons for this state of
affairs are complex and interwoven;
they require widespread changing to
the priorities and resource of the
criminal justice system, as well as
perhaps tackling attitudes within
society itself.”
If you do fall victim to an incident
of vandalism, it is commercially
important that you return your
premises to their former state as fast as
possible. The cost of carrying out this
work will normally be covered by
insurance.
Says Malcolm Tarling of the
Association of British Insurers:
“Commercial insurance policies are

either sold as standard ‘package’
policies, or more bespoke types, to
reflect the requirements of individual
firms. Either way, loss and damage
caused by theft and vandalism is
usually covered as standard.
“What is important before buying
your insurance is to get independent
expert advice as to what your own
business risks and needs are - a local
commercial insurance broker will be
able to help you in arranging the
right type of insurance for your
needs.”
With the increase in CCTV
installations by local authorities,
private businesses are also turning to
this technology as a means of
combating vandalism from graffiti to
serious criminal damage.
David Wilkinson, British
Security Industry Association
technical officer, says: “A monitored
intruder alarm will make a real
impact on deterring a vandal from
entering a property and alert a
monitoring centre if an alarm is
triggered. A professional installer will
advise you as to which system best
meets your needs. CCTV systems are
an effective means of detecting and
preventing crime and offer the
opportunity to gather evidence if a
crime is committed.
“Some CCTV systems offer
detection and real-time monitoring of

CCTV, connected to a monitoring
centre. A professional CCTV installer
will advise you as to the best system
for you and where the cameras should
be situated.”
The use of CCTV equipment has
also recently come under the spotlight
as the Information Commissioner’s
Office (ICO) has launched a new draft
CCTV code of practice that is aimed at
all businesses that have or are
considering installing this technology
at the premises to ensure its use
complies with the Data Protection Act.
“It is clear that use of CCTV
enjoys a lot of public support and can
have benefits such as helping with the
detection of crime,” says Jonathan
Bamford, assistant commissioner at
the ICO.
“However, it can be extremely
intrusive, putting law-abiding people
under surveillance. It is essential that
the public is confident that CCTV is
being used responsibly and for a
proper purpose. As most uses of
CCTV will be covered by the Data
Protection Act this revised guidance
will help CCTV operators comply with
their legal obligations under the Act.”
Securing your store’s premises and
protecting it against vandalism isn’t
something that can be ignored. With
city centres becoming increasingly
violent locations, the risks that your
premises face will continue to
increase. You are, however, not
powerless to act.
Always report any incidents of
vandalism to the police as they have a
range of powers that can help you
combat persistent offenders. Also look
closely at your store’s existing security
provisions. Installing CCTV can be a
major step to take, but this technology
has a proven track record. But don’t
forget simple security measures like
shutters, grills and security lighting.
Vandalism and criminal damage
are a fact of life for all retailers, but
take sensible steps now and invest in
the right technology and you can
ensure your premises are safe and
secure. si

BELOW: CCTV
systems are an
effective means of
detecting and
preventing crime

www.sports-insight.co.uk
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Retro running
Mention backwards running to most people and they
laugh - is it a sport to be taken seriously?
Sports Insight investigates

MAGNETIC FORCE

This month Sports Insight takes a
look at the extraordinary sport of
backwards running, or as it has
recently been dubbed ‘retro
running’. No it’s not April the first,
the sport is seeing a surge of
popularity in some countries. But is
it just a fad or does it have legs?
The Chinese have been practicing
backwards walking and backwards
running for thousands of years and are
the pioneers of this extraordinary way
of running. But perhaps the popularity
of backwards running can be traced
back to the 1970s when a group of
physiotherapists began recommending
it to injured athletes.
Ron Austin, a fitness instructor
from Kentucky, came up with the
idea when he was sidelined with a
hamstring injury. During an afternoon
at the track, he found he could still
keep up with his wife's slower
jogging if he ran backwards, and he
soon discovered that the retrograde
motion was much less painful than a
forward spring.
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There is less movement of the
hips when running this way, which
means impact on the joints decreases,
making it an ideal substitute for
rehabilitation from knee and back
problems. In the 1980s backwards
running began gaining popularity and
now it's the latest craze among the
fitness elite in Hollywood and Europe
- and anywhere else it's ‘cool’ to get
fit by less conventional means. Today
backwards races are organised in
Europe and around the world, varying
from sprints to marathons, and longer.

Backwards benefits
Proponents claim the technique is
kinder to knee and hip joints, with
less of the pounding associated with
regular jogging and, inspiringly, it
burns a fifth more calories. According
to many of the running backwards
websites, running backwards
improves your balance, and hearing
and peripheral vision improves.
There is better oxygenation,
cardiovascular system increases, it

Now available in the UK, Trion:Z is the
number one sports therapy bracelet
sold in the USA and Japan.
The wristbands and necklaces are worn
by professional athletes from the NFL,
NBA, MLB, as well as tennis, squash and
badminton players, and are endorsed by
David Leadbetter, Ivan Lendl and Butch
Harmon, among others. They are also
popular with golfers and are currently
being worn by over 200 PGA Tour,
European Tour, LPGA and Champions
Tour professionals.
Here’s how the company explains their
use in the sports sector:
From the times of the ancient Egyptians,
Eastern culture has embraced magnets
for its therapeutic powers. Magnetic
fields exist in all areas of life. The earth
is, in essence, one large magnet,
surrounded by a large magnetic field.
The earth’s magnetic field protects us
from radiation.
The cells in the body create electrical
charges and magnetic forces. Human
cells require magnetic fields for health
and regeneration. Modern technology
and lifestyles shield us from the earth’s
natural magnetic fields.
Trion:Z creates a boost in the body’s
magnetic field, embracing its natural
active aura. The wristbands are made
with ‘Stayers’, a textile that generates
significant, beneficial levels of minus
ions. The bracelets can be washed and
will still maintain their minus-ion
producing properties when wet and can
be worn while swimming or surfing.
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develops considerable velocity and
stamina, works more quadriceps than
forward running, reduces ground
impact, promotes greater flexibility of
the body and reduces the risk of
injury - presumably once you’ve got
the hang of not running into obstacles
or falling down holes.
A glance at the records for
backwards running yields many
surprises. The earliest record for
running backwards was in 1930,
when a US athlete ran 100 yards in
13.5 seconds, while the earliest
British record was in 1976 when
Lindsay R Dodd ran 80 miles
backwards in 24 hours in Leeds.
Since then all the usual
competitive distances for forward
running have been attempted by retro
runners with some very fast times. Xu
Zhenjun of China ran a marathon
backwards in 2004 in an astonishing
time of 3:43. There are even
backwards relay races, although
passing the baton must prove a little
harder than usual.

What they said…
The running equipment
manufacturers Sports Insight
contacted are clearly not convinced
this trend will go far.
Mizuno marketing director Paul
Stevens says: “At Mizuno we are
aware of retro or backward running
and the benefits that are supposed to
come from it. Retro jogging burns
more calories than casual forward
jogging and has significantly helped
people to recover from knee joint
surgery and injuries ranging from the
ankle to the groin. Gary Gray, an
American physical therapist, also
asks his patients to continue with
backward exercise as it is helpful in
the long run.
“But Mizuno at this time has no
specific plan to produce shoes
especially for this exercise. We are
always researching new trends and if
it is felt a specific shoe is required to
fit this need then we would look to
develop one in the future.”
Technical running sock brand Hilly
gives the craze short shrift. The
company’s Peter Riley comments:
“After being a serious runner for the
best part of 15 years and a GB
international, I can honestly say I’ve
never heard of backwards running. I
have worked in specialist sports retail
for the past five years and have never
heard of any people who are involved
in the sport. I don’t believe there are
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WOMEN’S SECTOR
Running clothes for woman are currently enjoying a huge boost, with new companies such as Thoosa
joining stylish brands such as USA Pro and producing sports kit exclusively aimed at women.
Thoosa is the brainchild of Caroline McNally, who says: “I have a real passion for running and I found
that functional and comfortable yet stylish running apparel was surprisingly hard to find.
“Women’s running wear seemed to be either designed for men and simply made in smaller sizes or
pink. I believed that there was a gap in the UK running wear market for women like me who wanted
to buy feminine active wear that looked good and was reasonably priced. I also wanted to create a
brand that could make shopping for running wear a treat. So I set about designing a range, got my
friends to test it out and they loved it.”
The result is a designer range of women’s-only running wear (pictured) that’s been developed and
tested by women who are passionate about running, using light, breathable fabrics combined with
great cuts in a variety of vests and t-shirts, shorts, tights and capri pants.
Puma is another company that is finding its range for women selling well - its colourful selection of
running wear and shoes are making a splash in running circles - while Ronhill has a range of running
gear specifically designed for women with a nod to style as well as function.
Many shoe manufacturers are also finding that designing products specifically for women is reaping
dividends. Running websites like Running4woman.com tests and recommends kit for its members
such as Thoosa and for shoes, Mizuno’s range of running shoes, which have garnered glowing reviews.
shoes specific for backwards running
and if there are then most shops don’t
sell them.”
Brooks marketing director, Martin
Exley, also found it difficult to answer
questions about the sport with a
straight face.
“I’m sure someone, somewhere takes it
very seriously,” he says. “But having
been a runner myself for nearly 30
years I can’t say that it’s taken seriously
by the running fraternity, and in
thousands of miles running I have never
seen a single backwards runner.
“I don’t think it will take off. It’s
difficult and dangerous. It’s not easy to
see different traffic and pedestrian
situations when running backwards and those kerbs can be a nightmare.”
Exley agrees there are some benefits of
backwards running for the body:

“Definitely an increase in calf muscle
strength, as well as all the muscles in
the foot and Achilles tendon. But the
twisted neck..?”
Brooks, which was the first company to
introduce a stability device into a
running shoe with its roll bar in the
chariot in the early 1980s, continues to
look at new technologies, but the
company does not cater for backwards
runners, and sounds unlikely to do so in
the near future.
“Colleagues in Germany tell me that
German backwards runner Thomas
Dold trains in the Brooks Glycerin
shoes and races in the T5 shoes. He
holds the world record for 1,500
metres and 3,000 metres,” says Exley.
“I wonder if he does the steeplechase
backwards? Now that would be fun
to watch…” si
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Running
Athletics

&

Rucanor may not be the first brand name to spring to mind when
thinking about running products, but in the ‘Never out of Stock
Collection 2007/8’ catalogue there are products designed
specifically for runners, as well as numerous other products that
neatly fit into this category.
The biggest seller are the fist bottles, which are available in
130ml or 300ml sizes, and popular additions this year have been a
runner’s belt with 4x100ml bottles and a high-visibility mesh vest
with reflective bands. There are also reflective armbands, safety
lights and blinkers and Coolmax socks to keep your feet fresh.
For training there are weights, benches, gym balls, skip
ropes and ankle and wrist weights to improve stamina, plus
a new range of heart rate monitors and stopwatches
to measure your performance. If you’ve been
unfortunate enough to sustain an injury,
Rucanor can also provide relief with a
comprehensive range of neoprene and elasticated supports.
Whilst your customer is trying on the shoes they came in for,
don’t forget to offer them all of these high-margin products
whilst they’re in your store.
For further information on these or any other products
from the Rucanor range, call the Sales Hotline Number:
0845 2300147.

STAG Show
Exhibitor 2007

Rucanor running

New Balance 768

STAG Show
Exhibitor 2007

December sees the long-awaited arrival of the 768, a running
shoe suitable for the vast majority of runners out there who
need a strong blend of cushioning and mild to moderate antipronation support.
The ACTEVA midsole houses rear and forefoot ABZORB
with a full-length ABZORB strobel sock for excellent levels of
cushioning. The TS2 Medial post, Stability Web and
N-lock gives the runner plenty of support and stability.
n Weight: 348g
n Sizes
Men: 7-13, 14, 15 in B, D and 2E widths
Women: 5-11, 12 in 2A, B and D widths
For further details and stockists visit
www.newbalance.co.uk
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Saucony ProGrid Guide 6

STAG Show
Exhibitor 2007

Saucony has built on record-breaking sales for Q1
2008 (forward order book up over 40 per cent) by
making just one change for Q2.
The ProGrid Guide 6 (women’s model pictured)
replaces the ProGrid Trigon Guide 5 from April 1,
but otherwise the collection, which has secured
market-leading growth, is maintained.
Buoyed by the launch of new product, such
as the ProGrid Paramount (men’s model
pictured) at the top of the line-up and
underpinned by a consistent, complete
range throughout all categories and price
points, Saucony has seen its policy of
remaining loyal to its established and
growing account base of independent
retailers show startling results.
For further information on the
Saucony range, visit the
company’s stand at the STAG show,
call 023 9282 3664 or visit
saucony.co.uk

With the winter months upon us, now is a great time for addon sales within the running market.
With safety being of paramount importance amongst
today’s runners, HILLY’s reflective apparel range is joined by
LED accessories and snap wraps, a simple, low-cost and very
effective way of being seen on dark nights.
Also joining the HILLY glove range are three new styles the Runners Elite glove (four different colours) and Elite
Windblock glove, which is made from highly technical fabrics
and incorporates new innovative design features. The
Coolmax® gloves (two colours - black and fluo yellow) are
very soft, lightweight and are ideal for all seasons.
For a full range of HILLY products call 0161 366 8207 or
email info@hillyclothing.co.uk

STAG Show
Exhibitor 2007

Cold…dark…accessorise

www.sports-insight.co.uk
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www.sportindustry.biz
footdisc insole range

STAG Show
Exhibitor 2007

Imagine an insole that can effectively guide and stimulate your
foot with the control, support and cushioning it really needs.
This is the aim of the footdisc insole range.
Available in three unique arch profiles - low, medium and
high - to accommodate the three main foot behaviours
(pronated, neutral and supinated), footdisc insoles are
constructed using superior materials - those found in the
very best running shoes and orthotics.
footdisc insoles can ‘tune’ any sport shoe your
customer purchases - the patented footdisc
measuring device identifies the insole within
seconds.
footdisc insoles are available in 24hr and
Sport styles, retailing at £19.99 and £24.99
respectively.
For more information call Jonathan Hedges
on 01344 621 475, email
sales@footdisc.co.uk or visit
www.footdisc.co.uk
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ORDER
NOW

Precision
cision insoles created and developed for performance footwe
footwear
◊ Enhance performance
◊ Improve muscle development
◊ Reduce the risk of injury

◊ Improve comfort
◊ Ease pain and fatigue
◊ Attenuate shock

Available in three foot types:
High arch Provides extensive (lateral) cushioning and support
Med arch A balance of support and cushioning for the normal foot
Low arch Medial arch control to accommodate pronation

®

Learn more about the footdisc family at www.footdisc.com
t: 01344 621475 e: england@footdisc.com w: www.footdisc.com
footdisc UK, 29 Llanvair Drive, South Ascot, Berkshire SL5 9HS

2512_MAR_Footdisc AW.indd 1
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The next generation of training
equipment from GNG Sport

“Want your name across it”

CALL NEAL SPENCER ON 01924 418935
OR EMAIL SPORTS@GNG-GROUP.CO.UK
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West goes east

Rugby
GILBERT synergie match ball
The GILBERT synergie match ball provides the ultimate in
match ball technology and has been successfully used on the
biggest stage in world rugby – Rugby World Cup 2007.
With a tournament kicking success rate of just over 73
per cent and many examples of one-handed offloads and
excellent handling skills, the synergie match ball has further
proven that GILBERT Rugby is at the forefront of rugby ball
development.
The GILBERT synergie match ball will also be used by
England, France, Ireland and Scotland in the 2008 RBS
6 Nations and by South Africa and Australia in the
2008 Tri Nations.
For further information call 0845 0661823
or visit www.gilbertrugby.com
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With so many companies importing from the Far East, it is refreshing
to see GNG Sport redressing the balance.
Having previously shipped goods to Beijing and Hong Kong for
the Sevens World Series, it is now sending consignments of rugby
equipment to Singapore. The latest post protectors heading off to the
Far East were manufactured utilising cutting-edge digital printing
technology.
“With digital printing we can reproduce almost anything, and
having experienced the humidity in Hong Kong first-hand during the
recent sevens, these post protectors are made to look good enough to
drink,” says GNG Group director Neal Spencer.
GNG Sport is the leading manufacturer of branded rugby
equipment. Enquiries to Neal Spencer on 01924 418935 or email
sports@gng-group.co.uk
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OPROShield
OPRO, the world’s largest supplier of custom-fitting mouthguards, has
launched a range of self-fit mouthguards called OPROShield.
The OPROShield range comprises three levels - bronze, silver and
gold - and is designed to provide wearers with a wider choice of low
to medium-cost quality mouthguards that recognise the realities of
personal budgets and perceived values.
Prices range from £1.99 for a Bronze level mouthguard (clear) to
£19.99 for a premium Gold level mouthguard (black or white with
gold fins).
For further information call 01707 261261 or visit
www.oproshield.com

There was ‘Nomis-taking’ the bright
orange rugby mitts in the World Cup
Final. A brand not yet three years old,
with both boot and mitt products
represented by senior England
internationals, can take
massive pride in what can
only be described as a truly
memorable achievement.
The Nomis ‘Glove’ boot is
the best-selling boot in the
range, the distinctive white heel and
gold logo now synonymous with both
comfort and quality.
England’s Mark Regan, having tried
most other boot brands in his illustrious
career, has settled on the Glove, saying: “To
play in comfort, on wet pitches in pouring
rain, and yet still come off at the end with
dry feet is amazing.”
The demand for the orange rugby mitt
has been growing steadily in the retail
market over the last 12 months. Nomis can
now expect a massive increase in demand,
due to TV and press coverage, and can boast
that not only is it the most popular in the
Guinness Premiership, but is now the only
mitt worn in the World Cup Final.
The future really is orange at Nomis. The
brand continues with expansion of new
premises, staff and product ranges.
For retail information contact Steve Lees:
steve@nomissports.co.uk

STAG Show
Exhibitor 2007

Nomis World Cup success

Samurai is well known in the retail
trade for the exceptional quality of its
on and off-field ranges - and its
luggage is made to the same exacting
high standards. It has been specifically
developed to cater for individuals,
teams and overseas tourists. Samurai
has also made sure that it has left
ample space on all luggage for any
school, club or sponsor’s logos.

STAG Show
Exhibitor 2007

Samurai luggage

Rucksack
Ideal for travel or training, this modern
looking bag has heavy-duty zips, mesh
and adjustable straps, finished with a
high-quality two-colour print and
rubber badge.

Hopper bag
This continues to be a best seller. It
sports a zip-around pocket that is
perfect for wet kit or boots. An
additional front zip pocket for personal
possessions makes this particularly
spacious bag a real winner.
All Samurai bags can have
squad numbers, names or
sponsor’s details added. To find
your nearest Samurai reseller
visit www.samurai-sports.com
or call 0870 725 5000.

www.sports-insight.co.uk
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IN SEASON BOWLS

B wled over
England Bowls

Bowls is an ideal game for those who like competitive sports
without the need for extreme physical fitness. But this
doesn’t mean it’s just a sport for older people, as Catherine
Eade finds out
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Modern times
Today the sport is most popular in
the south of England and there are
various bodies set up to promote the
sport such as the English Bowling
Association, founded in 1903. But
bowls is also played worldwide and
the international federation that
governs the sport, both indoors and
outdoors, is World Bowls, which
comprises 54 member national
authorities in 47 member nations.
One of the objects of World
Bowls is to create a single entity to
provide for the encouragement,
conduct, promotion, advancement,
control and administration of bowls
throughout the world. And as World
Bowls chief executive Gary Smith
says: “We have a very proactive
development committee.”
One of the chief aims of the
development committee regards the
image of the game.
Because success doesn't require
physical fitness, bowls is particularly
favoured by older players, and the
mission statement of World Bowls
addresses this issue:
“We must recognise the fact that
the image of bowls is not a very
positive one. Too much opinion sees
bowls as a sport for older people
rather than for all ages,” says the
organisation.

England Bowls

A leisure pursuit of people the
world over, bowls can boast a
significant length of time when it
was one of the most popular sports
of its age.
Back in the 14th century, King
Edward III had to ban the playing of
bowls by his bowmen as their skills
were becoming eroded through lack
of archery practice, occupied as they
were playing bowls. The sport’s
popularity in the 16th century was
such that it is mentioned in three of
the plays of William Shakespeare:
Richard III, Love’s Labours Lost and
The Taming of the Shrew.
But the most famous recorded
historical event must be that of Sir
Francis Drake who, on July 15, 1588,
was reputedly playing bowls on
Plymouth Hoe and refused to leave
for battle until the game was
finished. His immortalised response
was: "We still have time to finish the
game and to thrash the Spaniards,
too" - although there is still debate
about whether this actually happened
or not.
The oldest bowls green still
played on is in Southampton, where
records show that the green has been
in operation since 1299 AD. As with
many English sports, lawn bowls
spread to the British colonies from
the 1600s onwards.

“We all have a common goal,
namely to get more people to play
the sport and to increase the retention
rate of players. In considering the
development of our sport, we must
look to awareness of the sport among
the general public; image of the
sport; access and approach to the
‘masses’ in general, and to certain
bodies in the community in
particular; introducing the youth;
maintaining existing membership;
making the sport more attractive; and
emphasising the sporting, quality,
leisure and social aspects of the
game.”
The body goes on to explain that
its objectives include increasing the
participation rates of the sport and
marketing it as a vibrant, dynamic
and exciting leisure activity for all.
So there are clearly plans afoot to
relaunch the sport as a more modern,
youthful game. Mike Carden of
bowls outfitter Balmoral says: “It’s a
good idea, though the game
shouldn’t change its image so much
that it appeals less to its core
players.”
Chris Hunt, sales manager of
bowls clothing company Emsmorn,
says: “Bowls is still seen unfairly as
an old person’s game. However, most
of the top players on the circuits are
younger people - with some in their
teens and early 20s. The game itself
is very competitive and skilful at the
top level.
“It’s easy to take up and a good
standard can be achieved over a short
period of time. Bowls is an ideal
game for those in their late 30s and
40s who like competitive sports, but
without the extreme physical fitness.
The game encourages a good team
spirit and is very sociable.”
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Commercial strength
Indeed, such is the commercial
strength of the sport that when
Leamington Spa council recently
launched an attempt to stage the
Men’s National Bowls
Championships, rather than in its
traditional spot of Worthing, the
feathers started flying.
Worthing has been the home of
the English Bowls Association for
many years and recently signed an
agreement with the association
ensuring it and the men’s tournament
would stay in Worthing until 2012.
Worthing councillors recently told
the press it would be an economic
disaster for the town to lose the
prestigious tournament after 2012.
Chris Hunt says bowls has
enjoyed steady growth over recent
years: “That has been helped

specifically by the development of
the indoor game in the early 1990s,
resulting in bowls being played all
year round and attracting more
interest from the sports trade.”
“Bowls caters for an average age
profile of 45 upwards and there will
always be fluctuating numbers due to
age and infirmity. The governing
bodies and most bowling clubs do
not seem to actively go out and
recruit new members, so growth is
not as good as it could be given the
age profile in the UK.
“With an approximate ratio of
men to women players of 2:1, overall
participation is over 900,000
individuals regularly playing
outdoor/indoor or both, which for a
niche market in relation to other
sports is extremely high.”
The clothing ranges offered by
bowlswear companies continues to
expand. The Original Bowls Glove
Company has over five years’
experience in the UK, a successful
distributor servicing Australia and
New Zealand and a growing
reputation around the world. Its aim
for the future is worldwide
distribution in all bowls markets.
Before OBG introduced its
range, people often wore a golf
glove for bowls, but now there is a
glove designed specifically for
people who play bowls, plus a
black synthetic glove designed to
aid grip in Crown Green bowls, all
weather gloves and gloves for the
non-bowling hand.
Balmoral also has some new
products for retailers. “Bowls clubs
are increasingly kitting their teams
out in coloured teamwear rather than
just in white - particularly for the
indoor game,” says Mike Carden.
“Our Elite range of bowls clothing is
designed to give a ‘bespoke’ team
look, even though the garments
themselves are available ex-stock
with no minimum order.
“The other new product is the
Papini-Dri polo shirt, with a fabric
designed to wick moisture away
from the body and yet have a soft
cotton outer layer - perfect for those
hot bowling days next summer.”
Drakes Pride’s Eggington says
the company has experienced a
steady increase in sales since it was
established in 1982. It sells
accessories and clothing as well as
the bowls themselves, with junior
bowls also popular.
“Drakes Pride has experienced a
large increase in demand for small

England Bowls

Mike Eggington, director of
Drakes Pride, has a different angle:
“With sponsors like Co-op Funeral
Care and British Mobility, it cannot
be argued that bowls currently has an
image of being an older person’s
game, but is this so bad? How many
other sports have such a rapidly
growing market?
“Over the next 25 years the
percentage of the population aged
over 65 is expected to increase by
almost 60 per cent. By 2011 the
mean age of the UK population will
exceed 40 for the first time. As
people live and remain active longer,
the potential for the sport is
increasing year on year.
“At Drakes Pride we are keen for
people of all ages to play bowls;
indeed, we actively encourage
youngsters to play the game by
supporting junior coaching schemes
and rewarding clubs with the largest
increase in their membership.
Retention of the existing elderly
bowlers is, however, of paramount
importance and any schemes to
increase participation must ensure
that they are not doing so at the
expense of the older players.”
Bowls hardly suffers
economically from its traditional
image. There is certainly no shortage
of sponsors, and in the UK a bowls
tournament such as the Men’s
National Bowls Championships
means millions pumped into a town
annually in terms of hotel bookings
and tourism. Norfolk is looking
forward to the annual bowls World
Championships, which take place
near Great Yarmouth in January.
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bowls for junior coaching
schemes,” he says. “The company
supports many of these schemes in
the hope that once youngsters have
enjoyed the game they will either
continue to participate or take it up
again later in life.”

Retail success
David Gourlay is one specialist
bowls retailer who has had a very
strong 12 months. “We found last
season to be the busiest year that
we’ve had in 10 years, and this
year we opened another shop
located in the West of Scotland
Stadium,” he says.
“Sales of bowls have definitely
increased. The Taylor Ace bowl is by
far our best seller, but there has been
a change from black to colours. The
British still buy the least conspicuous
colours - maroon, dark blue, dark
green - unlike the Australians who
tend to buy the brighter colours.
“We’ve changed our clothing
range and now import Australian
blouses, shoes and bags, and we have
seen a big demand for things that are
different from the usual.”
Eggington believes there are
good opportunities for retailers
considering specialising in the sport:
“Although our bowls are of a quality
that enables the company to offer a
10-year guarantee, there are vast
ranges of accessories such as bags,
measures, shoes and clothing that are
continually replaced by bowlers.
“With the huge efforts being
made to promote the profile of bowls
and attract and retain club members,
the future for specialist bowls
retailers looks promising.” si
www.sports-insight.co.uk
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Emsmorn Bowlswear

STAG Show
Exhibitor 2007

Emsmorn Bowlswear, established in 1978, is one of the leading names in
bowlswear. The company has the most extensive range in style and size
of fitted outerwear and weatherwear clothing, as well as a range of
sturdy bags and one of the largest selections of wheeled bags
on the market.
This is complemented by the hi-tech
Zodiac and casual Freestyle range
of bowls shoes. A selection of
headwear and accessories
completes the company’s
range of bowls products.
Designed exclusively
with the bowler in mind,
Emsmorn Bowlswear
listens and strives to
improve, concentrating on
design, extensive research
and ever-improving
technology, which ensures the
bowler enjoys value for money,
product performance, comfort
and durability.
For more information
call 01494 793939, fax 01494 792989
or email sales@emsmorn.com

Drakes Pride
Established in 1982, Drakes Pride manufactures and
distributes the most comprehensive range of
bowls and bowls-related equipment and
accessories available.
An ageing population, coupled
with a concerted effort by bowls clubs
and associations to encourage youth
coaching schemes, has resulted in a
surge in the sports popularity.
To view the company’s vast range of
products visit
www.drakespride.co.uk. To discuss
the opportunities to increase trade
by specialising in bowls call sales
manager, Frank Thurston,
on 0151 298 1355.
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Now available for team wear from Balmoral:
Papini Elite polo shirts and fleeces – the bespoke look from stock:
Order from Balmoral Knitwear, Galston,
Ayrshire, KA4 8HF
Tel 01563 820 213
Fax 01563 821 740
Email sales@balmoralknitwear.co.uk
Web www.balmoralknitwear.co.uk

Classic white knitwear, bowls jackets,
fleeces, polo shirts, shirts and blouses
from Balmoral.
Plus the option of making to order in
colours for teams.

Bowls outside shot bleeding into black background
with cut-outs of garment shots in white against the
black background
similar to low-res draft from our 2008 catalogue below.
Images to follow on disk.
Order from Balmoral Knitwear, Galston, Ayrshire, KA4 8HF
Tel 01563 820 213
Email sales@balmoralknitwear.co.uk

Fax 01563 821 740
Web www.balmoralknitwear.co.uk

www.sports-insight.co.uk
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ADVERTORIAL

THE NEW FOOTBALL COLLECTION:
Euro 2008 Protagonist with Red
& White E TWIST’NGO
For the 2008 European Football
Championship, Lotto unveils a new
and structured project that fits into
the new football collection, where
design and technology achieve
perfect unison.
The first driver concerns the
colour selection of products with the
highest level of technology, which will
be worn by Lotto’s sponsored athletes:
Red&White, like the company’s
corporate colours and the colours of
the flags of Switzerland and Austria,
the host nations of Euro 2008. The
performance colours that will make
the Lotto brand stand out on the pitch
will act as a strong message for end
customers, who will immediately
identify the Lotto product worn by an
athlete on the pitch.
The big news is the brand new
and exclusive Twist’ngo technology,
the first rotating stud, which is
protected by patent-pending that
improves the athlete’s performance
and reduces the risk of injury.
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Twist’ngo is the fruit of 15
months of intensive studies and
laboratory tests. The starting point
came from the attentive observation of
the behaviour of players during
football matches. It was discovered
that the majority of movements
(progression, braking, direction
changes, jumps, dashing and darting)
take place very quickly and across
short spaces (5-10 metres). This
requires great effort from the players
as they have to overcome the
foot/ground friction and
inertia/momentum caused by
acceleration and deceleration. Lotto
wanted to find out more about the
ergonomic stresses for players when
changing direction, as this movement
could cause particularly harmful
injuries if not performed correctly.
From the observations, it has emerged
that the critical point for the balance
and thrust of the athlete in changing
direction is found under the base of
the first metatarsus, and this is exactly
where Lotto wanted to introduce this

important technology.
Twist’ngo is thus a brand new
feature consisting in a swivelling
aluminium stud inserted into a highquality sole design in line with the
base of the first metatarsus,
which is the rotation- or
“pivot point”. Made
up of 11
traditionally fixed conical studs, the
sole has a 12th rotating stud that
allows the boot to accompany the
rotation movement. All of
which brings these
important advantages:
a) Speed: the rotation is
quicker than with a
traditional stud. The
foot/ground friction is
reduced, thus improving
performance.
b) Prevention: The foot
maintains its own axis
during rotation. The quality
of movement improves, therefore
reducing the risk of injury.
c) Stability: The balance is
maintained and improved during the
rotation. The stud acts as a pivot and
allows the support point to be kept
stable.
A technology that will feature in
three models of the football collection
2008/09: Zhero Leggenda Due, Zhero
Evolution Due and Vento Diablo KL.

Lotto will be at the
Stag Buying Show
18/19 November 2007
presenting the new
Fall/Winter 2008/09
collection as well as
the new Team
Business proposal.

FOR INFORMATION: TEL. +44 1663 766737

LOTTOSPORT.COM

-RedWhite210x297SportsInsight.in1 1
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Reusch
STAG Show
Exhibitor 2007

They’re back –
even better than before
Launched for the sponsored goalkeepers at
the 2006 World Cup, Reusch’s top-of-therange glove, the Goaliator Pro Ortho-Tec,
has proved a major seller over the last two
seasons, completely selling out in both 2006
and 2007.
Worn by top professional players
and enjoyed by keepers at all
levels of the game, the
Goaliator Pro Ortho-Tec has
undergone a few changes to
improve the performance
of the glove even further,
and the new 2008 version
will be back in stock and
available for delivery from
December 1, 2007.
New features include Advanced
Shockshield, offering 30 per cent more
protection to the knuckle area, a wider wrist
strap for more support and new Catch Control latex
to give more cushioning and better catching ability.
Don't miss out on any further sales, place your order today.
For more information about the full range of Reusch
products contact Bob Fidler at BF Sports on
0161 439 4383 or email b.fidler@reusch.com

Football
Sells goalkeeper products

STAG Show
Exhibitor 2007

Sells, the goalkeeping specialist, is launching what it considers
to be the most technologically advanced goalkeeping glove on
the market.
Glove perfection is the aim at Sells and the new Wrap
Exosphere glove (SSP £100) will be unveiled at a media launch
in London next month. In addition, two new latexes will be
introduced - Adhesion h20 Ultimate and Adhesion Ultra
Robusto - while a new Guard protection system will feature in
the Wrap, Total Contact and Contour series.
Sells gloves are chosen by
many top professional goalkeepers,
including Ben Foster of Manchester
United and England, Craig Gordon
of Sunderland and Scotland,
Robert Green of West Ham United,
Maik Taylor of Birmingham City
and Northern Ireland and Antti
Niemi of Fulham.
Sells Goalkeeper Products:
01924 299 547.
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‘Never Beaten’

STAG Show
Exhibitor 2007

football profiles

HO SOCCER
HO SOCCER is one of Europe’s leading goalkeeping companies
with more then 200 pro keepers, including England’s David
James and Brazil’s number one, Helton.
The company has combined its passion for the game with
leading technology and superior materials to offer a
comprehensive range of goalkeeper products. For the 2007/08
season the Pro Mega collection, as worn by David James, will
continue and HO SOCCER will offer entry-level and junior products
to ensure every keeper can enjoy superior fit and comfort.

KELME
Leading Spanish brand KELME specalises in high-quality football
boots, with top players such as David James, J Lloyd Samuel
and Matt Jarvis choosing to wear them.
For the 2007/08 season KELME will introduce several new
styles of quality football boots, including new boots DIABLO at
£69.99 and CHAMPION at RRP £49.99.
For more information call 01823 325332, email
sales@tuffsports.co.uk or visit www.kelme.co.uk

www.sports-insight.co.uk
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uhlsport kicks off 2008 at STAG Show

STAG Show
Exhibitor 2007

Football

76

SPORTS INSIGHT

STAG Show
Exhibitor 2007

uhlsport UK sales manager, Colin Hay, is confident of a
strong reaction to the new 2008 range.
“We have had a very positive first year as a subsidiary
and have been very pleased with the retailers’ response
to the uhlsport brand and a wider choice of product that
we have made available,” he says. “The new 2008
product, particularly in goalkeeping gloves, footwear and
teamwear, is very exciting and will help our progress even
further next year.”
The innovative AKKURAT goalkeeping glove concept
will further strengthen the brand’s position in the
goalkeeping glove market and complement existing
concepts like the Cerberus and Chimera ranges.
The AKKURAT gloves are available in a
range of price points to suit all levels of
goalkeeping. The distinctive gloves
incorporate a tighter fit and
greater flexibility through their
segmented construction.
In footwear, the new uhlsport
KICKSCHUH line combines classic styling
with high performance features and
comes in a choice of models, including
junior. The top-end KICKSCHUH legend is in
traditional black and comes with a range of
outsoles for all playing conditions.
The uhlsport range is designed to suit the needs of
footballers and teams and incorporates the same values of
performance and quality in all its categories.
For more information call 0161 955 4386/4389, email
sales@uhlsport-uk.co.uk or visit www.uhlsport.com

NOMIS
There are many words used to advertise products – every brand
has its own strategy.
NOMIS, however, tends to let its products do the talking
for the company, and retailers are seeing repeat orders again
and again. The proof, therefore, that the market place wants
quality and innovation.
With Nomis products you get the complete package:
n A two-boot concept for weather conditions – pure genius
n Brilliant design technologies
n The comfort factor – unbeatable
n And no take down in kids products
‘It’s Time to Change’…Nomis UK. For retail
information contact Steve Lees:
steve@nomissports.co.uk
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For more information or to order this product
please call 01925 243 360 or e-mail info@asics.co.uk
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Security
healthcheck
With news that levels of data security are still low
in many businesses, now is the time to review
your website’s security, says Dave Howell
ABOVE: The
government supports
current initiatives that
make online
transactions even
more secure
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Any business with an ecommerce
presence on the internet has a
responsibility to its customers to
ensure that their personal data is
safe and secure. However, with highprofile cases of data theft, such as
the recent TK Maxx debacle,
confidence in online shopping has
certainly been criticised for a lack of
robust systems to protect the cyber
economy. Identity theft, for instance,
is currently costing the UK economy
£1.7 billion a year.
In his annual report, the information
commissioner, Richard Thomas, says:
“Over the past year we have seen far
too many careless and inexcusable
breaches of people’s personal
information. The roll-call of banks,
retailers, government departments,
public bodies and other organisations
which have admitted serious security
lapses is frankly horrifying.”

Experience
Online retailing is now part of the
shopping experience of millions of
people in the UK. As an online retailer it
is your responsibility to protect the
payment details of your online customers
that not only ensures their data
protection, but also has a commercial
component, as it is very easy for an
online business to lose the trust of its
customers if they feel that the business’s
online store isn’t secure.
Online shopping fraud losses on
cards are part of the card-not-present
fraud total of £212.6 million. In 2006
the amount of card-not-present fraud
that took place over the internet is
estimated at £154.5 million - 73 per cent
of total card-not-present fraud losses.
This figure has gone up by 32 per cent
from 2005, when the internet losses
were £117 million and accounted for 65
per cent of card-not-present fraud losses.

Latest figures from APACS, the
UK payments’ association, indicate
that more than 10 million credit and
debit cards are now signed up for
secure online payments. The rise of
the internet auction site has seen a
massive drive in this respect. PayPal
has 63.8 million subscribers in 45
countries, and had $18.9 billion of
transactions last year, an increase of
55 per cent over the previous year.
The Home Office along with
APACS is also advocating more
cardholders to sign up to Verified by
Visa and MasterCard SecureCode,
which make cards safer when
shopping online. Using these services
is quick and easy. Cardholders sign up
and choose a private password, which
they then use when shopping at
participating retailers.
This provides cardholders with
greater protection against the
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unauthorised use of their card for
online purchases. A straightforward and
hassle-free service that fits neatly into
the familiar online buying process and
enhanced online security without the
need for any additional software.

Protection
As an online retailer, payment
protection should be one of your top
priorities to safeguard your customers,
but also to protect your business
from any potential prosecutions. The
information commissioner
continues: “Organisations that fail to
process personal information in line
with the principles of the Data
Protection Act risk enforcement
action by the ICO and losing the
trust of their customers.”
Home Office minister Vernon
Coaker comments: “Shopping online is
convenient for consumers and retailers
alike, but although the internet offers
valuable opportunities for law-abiding
citizens, it also presents opportunities
for fraudsters.
“The key to tackling online fraud is
prevention, which is why the
government supports industry
initiatives such as Verified by Visa and
Mastercard SecureCode, which are
designed to make online transactions
even more secure. I am pleased to see
the industry introducing such measures
and urge cardholders to sign up to these
protective schemes.”
Being more proactive with the
payment protection that your
customers use is imperative as charge
backs from fraudulent payments can
easily cripple an online business, or at
the very least put undue pressure on its
cash flow. Take a close look at how
your online business processes
payments. Are there any areas where
you could improve security?
The payment component of your
ecommerce site is certainly sensitive to
fraud, but don’t forget the rest of your
website, as this also has a security
element that you must pay close
attention to.
Michael Alculumbre, managing
director of Protx, a secure online
payment specialist, says: “If sensitive
data is entered elsewhere on the
merchant’s website, they need to ensure
that these web pages are secured by an
SSL (secure sockets layer) certificate.
For example: if a merchant is displaying
sensitive data on an extranet, sharing
confidential data over an intranet, or
handling personal data such as
addresses, birth dates and ID numbers.

“Ensuring your business has security controls in place will
not only protect it from fraud, but will also instil that
all-important confidence in your online customers, who
will reward that vigilance with their continued loyalty”
SSL technology is designed to
establish a secure connection between
two computers, using a key-based
encryption algorithm. An SSL
certificate provides SSL technology on
the merchant’s website, enabling
encryption of sensitive information and
protecting the web pages.”
Building robust security
architecture for a small business’s
ecommerce site can mean juggling
hosting security issues, virus protection
and payment authorisation security.
Many micro businesses have adopted
the off-the-shelf approach to
ecommerce sites, opting for the hosting
service to handle many of the security
protocols that online retailing demands.
“Businesses should ensure that they
only choose solutions from reputable
vendors who have long-term competence
in ecommerce systems,” says Richard
Stevenson, head of corporate
communications at 1&1 Internet.
“Make sure the solution you buy
has been developed by a vendor with
certifications for MasterCard Site Data
Protection, Visa Account Information
Security and Payment Card Industry
(PCI) Security Standard. An eshop
solution that is PCI compliant means
that it fully complies with major
credit card providers’ requirements for
data security. This basically means
that the eshop package does not store
any of your customers’ credit card
details and therefore complies with
current regulations.”
Jo Morecroft, owner of Surf Wax
(www.surf-wax.co.uk), comments:
“Small businesses often fall into the trap
of trying to manage all tasks themselves
without the necessary expertise.
Sadly there are still a lot of small
businesses who do not take security
seriously as it would cost money to
get it done professionally. In an ideal
world, a small business that does not
take security seriously should not be
trading online.”

Threat
Looking into the future, security threats
will continue in the online retail space.
What is clear is that these threats will

evolve with more sophisticated
phishing attacks and identity theft.
Says Michael Alculumbre:
“Merchants must also do their part to
ensure that their website is secure, by
using a secure payment service
provider, digital certificates and
related techniques.
“Merchants can also set up
personal authentication tools on their
site such as 3D Secure, which is the
technology behind Verified by Visa
and MasterCard SecureCode to
authenticate the identity of the
customer. Over the next few years
we may even see an increase in twoway authentication, where businesses
will also have to prove their identity
to customers, as well as the other
way around.”
“Ensuring security for customers is
paramount for a small business,” says
Jo Morecroft. “This has to work both
ways for a small business - customer
security is paramount, but there is also
the issue of protecting yourself as there
are many scams to identify and repel,
potential fraudulent purchasers,
hackers, worms/viruses and so on.
“Protecting yourself also means
you are protecting your customers.
Spending time regularly reviewing
security procedures is a requirement,
as is recognising when you need
professional advice.”
Your online presence will continue
to be an important component of your
business’s operation. Customer
confidence is of paramount importance
if your ecommerce business is to
survive over the long-term.
Consumers are looking for online
retailers to do business with, but are
also acutely aware of the dangers of
shopping online. Ensuring your
business has security controls in place
will not only protect it from fraud, but
will also instil that all-important
confidence in your online customers,
who will reward that vigilance with
their continued loyalty.
If it’s been some time since
you last reviewed your website
security provisions, make these
checks a top priority. si
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Have you got the balls
to be world class?

Football

Basketball

Volleyball

Netball

Handball

Molten Sports • Tel: 0800 298 8217 • E-mail: info@moltensports.co.uk • Web: www.moltensports.co.uk
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For the 2008/9 Buyers Guide

BOOK NOW
FOR 10% EARLY BOOKING
DISCOUNT

For details of how to be included
in the Buyers Guide
Please contact Keith on Tel: 01206 505947 or Email: keith@sports-insight.co.uk

Visit our website
www.sports-insight.co.uk
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For more details about
the full Reusch range,
please contact
Bob Fidler at BF Sports
b.fidler@reusch.com
0161-439-4383

"When you
can't rely on your
boots to stop you
falling over,
it's reassuring to know
at least you can trust
your gloves to catch
the ball!"
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Make your mark-up
with bespoke sports kit
We supply top quality custom made
sports kit - for men and women which we can brand for you, all in
the colours of national and local
sports teams and clubs.
Team Colours supply:

•

Stylish and modern kit-to-fit in top performance materials, in your choice of colours.

•

Quality teamwear - tracksuits, sweatshirts,
fleeces, jackets, wetsuits, T-shirts, in your choice
of colours.

•

Print and embroidery for club badge, sponsor’s
logo or names.

•

Plus - Team Colours sportswear is ideal for
promotional events and brand placement!

Take advantage of
Team Colours’ best value
service and get your mark-up in place.
Contact us now for details of this exciting opportunity

Men’s sports kit

Women’s sports kit

and learn how to access our unique service.

www.team-colours.co.uk
enquiries@team-colours.co.uk
Team Colours Ltd. Dept SI1107, 81 The Maltings, Stanstead Abbotts, Hertfordshire, SG12 8HG.

tel 01920 871 453 • 01920 877 270 • fax 01920 872 278
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Sports Bag Deodorizer
Bagball it makes scents

Toss a Bagball
into your bag!

Neutralizes
odors
How the
bagball Works!

for 3

The bagball has a unique ability to remove odors through a proprietary
process known as Sphere Technology. Essential oils attach themselves to odors
and pricipitate them, changing the chemistry of the odor.

Months!

The bag ball vapor attaches to non-electrical charged odor molecules. It not only neutralizes the odor but
imbeds itself into the fibres of the material that are creating the offensive smell, thus blocking the entire
process that created the odor.

If you would like to be a Distributor or Retailer for this product or for more information on this
product call 028 90482537 or email bagballsales@aol.co.uk website: www.bagballs.com

buy now
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The Directory
To advertise here call 01206 505 947 or Email keith@sports-insight.co.uk
ATHLETIC / SCHOOL CLOTHING

VIGA

Athletic Clothing Co. Ltd

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

SPORTS WEAR

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

SPORTS BOTTLES

ARCHERY

TABLE TENNIS

Archery suppliers since 1963

UK Table
Tennis Ltd

Bows, arrows, crossbows,
targets, accessories.

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

Tel:
Email:
Web:

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

TEAMWEAR

GOALS

FITNESS, YOGA AND PILATES

AGENTS REQUIRED

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

Sales Agents Required
Scotland
Northwest England and North wales
North East England
Midlands and Mid Wales
Northern and Southern Ireland
South East England

Sports

Brands:
Ashaway - Rackets, Strings, Apparel and accessories Tricues Revolutionary new snooker cues and accessories.

Insight

To advertise your business in Sports Insight contact
Keith Marshall on: tel 01206 505 947 or email
info@sports-insight.co.uk www.sports-insight.co.uk

EQUIPMENT

CRICKET SWEATERS

FST

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

Contact: Balmoral Knitwear

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

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

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

NEW

Suppliers of Tennis Equipment
and Sports Floodlighting
Tel: 01473 744949/744830
Email: fstsales@dial.pipex.com
Website: www.fst.co.uk
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Sports

Sports Insight Buyers' Guide 2008/9.
Book Online at www.sports-insight.co.uk
Tel 01206 505947 or Email keith@sports-insight.co.uk

Insight

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

TEAMWEAR

FOOTBALL SOUVENIRS LIMITED

DISTRIBUTORS OF OFFICIAL FOOTBALL
MERCHANDISE
Trade Accounts now available online
www.footballsouvenirs.net
30 Racecourse Road, Gallowfields Trading Estate, Richmond, North Yorks DL10 4TG

Telephone 05600 767108 Tel/Fax 01748 826024

WARNING! SIDE EFFECTS WILL INCLUDE MASSIVE
FOREARMS!

WARNING! SIDE EFFECTS WILL INCLUDE MASSIVE FOREARMS!

FITNESS

OFFICIAL UK WHOLESALE DISTRIBUTOR FOR HEAVY GRIPS
• High Quality Aluminium Handled
Hand Grippers
• Available in Six Different Strengths
(100lbs to 350lbs)
• Comes in New Flashy 'Blister-Pack' Packaging
• Well Established Brand
• Great Wholesale Pricing
• Fantastic Net Profit With True Lifetime Warranty
• Immediate Delivery

For More Info Visit www.heavy-grips.co.uk Call 0151 324 1195
Email sales@ultimategrip.co.uk PO BOX 6138, Thatcham, Berkshire RG19 9BD

WHOLESALERS

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

Sports
Insight

Sports Buyers Guide BOOK NOW for 10% Early Booking
Discount tel 01206 505 947 or email info@sportsinsight.co.uk www.sports-insight.co.uk

TEAMWEAR
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TAIL-ENDER

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

The first time I heard someone actually
shout: “Stop thief!” was in an episode of
‘Dixon of Dock Green’ watched in black
and white on a TV set the size of a
small piano with a screen about nine
inches wide.
The second time was when I shouted it
last week. It just came out without thinking
and a right twerp I felt afterwards I can tell
you. We’ve never been bothered much by
shoplifters, mainly, according to my
devoted assistant Norman, because there’s
not much in the shop worth stealing.

Lucky
Or maybe we’ve just been lucky - after all,
according to the latest DTI figures,
shoplifting is currently costing the UK
retail trade at least £50million a week and
the average shoplifter commits nearly 50
thefts before being caught. Bet you didn’t
know that.
To bring the problem nearer home, one
out of every 20 people coming into your
shop is apparently a potential shoplifter
who will probably nick something if he or
she sees an opportunity.
I don’t know what the motives were of
the previous 19 who came through the
door last Tuesday morning, but the hoodie
with the face piercing and black
fingernails seemed a pretty obvious
90

SPORTS INSIGHT

suspect when Norman found a box
of three minimum-aerodynamicdrag tennis balls had disappeared
from the counter next to the till.
The fact that he was the only
customer in the shop at the time also
made things look pretty black for
him, too.
“What have you done with
those balls?” Norman asked,
advancing round the corner
with a speed and menace
reminiscent of his time as
reserve goalkeeper with
Accrington Stanley reserves
in the distant, sunlit days
before his cartilage finally
went.
“What balls?” asked
the lad, sidling towards
the door. It was then that I
shouted: “Stop, thief!” pretty pointless really as
there was no one else in the
shop, but by then Norman, in a
stance reminiscent of Peter
Schmeichel with backache, was
blocking all lines of escape.
I put the ‘Closed’ sign on the
door and said: “Turn out your
pockets, pal,” in a voice that I hoped
sounded like that bullying detective
in ‘Life on Mars’, but which
Norman later said reminded him
more of Arthur Daley in ‘Minder’.
“Don’t you touch me,” said the
lad. “You'll be violating my human
rights. My probation officer and
lifestyle counsellor warned me about
people like you.”
“I know his dad,” Norman said.
“I sometimes play darts with him.
The whole family are on Asbos.
There was a picture of them in the
‘Daily Mail’.”
“Why would I want tennis
balls?” asked the lad. “They’re not
hard enough to hurt anybody?” “To
sell them, I expect,” Norman said.
“Or to sniff the bonded water
repellent. The worst thing they ever
did was to abolish National Service.”
It was lunchtime and a few
people were trying the door. Not
only had we lost three tennis balls,
but now we were losing
customers, too. On top of that, I
could have murdered a pork pie.
Norman escorted the suspect

into the back office and rang his
brother-in-law, who’s a special
constable, to ask his advice.
“Now you’ve told me about an
alleged misdemeanour I’m
obliged to report it,” the brotherin-law said. “Pity. I was just
going to Ikea with the wife.”
He arrived 10 minutes later
with a real policeman and a
female community police liaison
officer carrying a clipboard
labelled ‘Victim Support’. “Hello
Darren,” she said. “How’s your
mum?” The street was blocked
by police cars.

Search
A quick search revealed no tennis
balls on the suspect. “He’s hidden
them while we were waiting for
you,” Norman said. “In the old
days you’d have been here on your
bike in half the time.”
“I told you, I didn't have them,”
the lad said. “It's victimisation. We
live in an accusatory society. No
wonder I’m stressed out.”
“We could arrange a stress
counsellor,” said the liaison officer.
“Or you could attend a stress
workshop if you prefer. Perhaps we
can work out some dates which fit
in with your community service.”
That seemed to be the end of
the matter, apart from the hoodie
threatening to sue us for
wrongful arrest, unlawful
detainment and violation of the
freedom of the individual.
Norman said he wasn’t
particularly looking forward to
partnering the lad’s father in the
pub darts tournament the following
week and thought he might arrange
a bout of sciatica
Of course, there was still the
matter of the missing tennis balls,
but you may be interested to know
that Norman found them down the
side of the till the following
morning. I said if we didn’t keep
that to ourselves we might read
about that in the ‘Daily Mail’, too.
Meanwhile, I’ve told Norman
to make sure that when every
20th customer comes into the
shop he keeps a very sharp
lookout indeed. si
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W E AR E A NE W B R IT IS H
S P OR TS B R A N D W I T H A
BE LIEF.
INNOVATION
A ND
ST YL E
ARE
IMPORTANT TO US.

1 0% OF ALL F IELD TO
PODIUM SALES GOES TO
S PORTS AID TO FUND
THE
FUTURE
OF
B R I T I S H TA L E N T.
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Keeping your cool in challenging
physical conditions is the key to
improving performance.
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Why not give us a call today on 0844 568 9985
or email info@coolactive.co.uk to see how we
can enhance your range.

T-Shirts
Sweat Shirts
Polo Shirts
Rugby Shirts
Hoodies
Vests
Uniforms & Schoolwear
and much more...

y

Our range of sports and promotional garments
are made with Coolmax fabric giving them a
superior performance.










g

CoolactiveTM is here to change that.

lo

Until now the revolutionary
Coolmax fabric technology has
been the preserve of the
leading sports companies like
Nike, Adidas and Puma.

All orders placed by the end of
December 2007 will receive a
15% discount.

www.coolactive.co.uk
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England’s Triple Centurions

PURE, PRO & POWER | The new cricket blade range from Slazenger
Dunlop Slazenger International Ltd, Brook Park, Meadow Lane, Shirebrook, Mansfield, Nottinghamshire, NG20 8RY. Tel: 0870 333 9400 Fax: 0870 838 7158

