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ANNOUNCING OUR ARRIVAL

IN THE UNITED KINGDOM
Under Armour® sparked the revolution of performance apparel, becoming the gear of choice for professional Soccer
and Rugby clubs across the UK last season. Now, we're open for business in quality Independent and Specialist
Sports Stores across the United Kingdom and Ireland.

It started with a simple plan to make a superior T-shirt. A shirt that provided compression
and wicked perspiration off your skin rather than absorb it. A shirt that worked with
your body to regulate temperature and enhance performance. From that first T-shirt
nearly a decade ago, Under Armour® developed its unique line of microfiber gear and
subsequently launched the performance apparel industry.

EVOLUTION
OF AN IDEA

Today, the diverse Under Armour® gear lines are built to face all climates and conditions.
The Under Armour® brand on the chest is more than a logo, it’s our guarantee: This shirt
is doing something for you. This shirt is making you better.

FOR WHEN IT’S HOT.

IDEAL USE:
Warm conditions.

Nearly a decade ago, HeatGear®, the original "second skin" layer, sparked the
revolution of performance apparel and rendered cotton T-shir ts obsolete.
HeatGear® is engineered with the Under Armour® Fabric™, a microfiber blend
featuring our signature Moisture Transport System and reliable compression. It’s
designed to fit tight to your skin.

EVERYTHING ONLY LOOSER.

IDEAL USE:
Workouts and practice.

LooseGear® answered the demands of athletes serious about their performance
during games and workouts: Give us the benefits of HeatGear® without the tight fit.
Under Armour® delivered LooseGear®, the ultimate training apparel featuring our
signature Moisture Transport System in a generous cut for comfort.

FOR WHEN IT’S COLD.

IDEAL USE:
Cold conditions.

ColdGear® features a double-sided fabric that wicks moisture from the skin and circulates
body heat. It accomplishes the impossible by keeping athletes warm without weighing
them down. Under Armour’s most technical line now features a softer, brushed inner
fabrication that combines enhanced thermal protection and moisture management with a
superior fleece-like feel for added comfort.

www.underarmour.co.uk
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WHAT’S NEWS
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

Store closures at all:sports

Reaction from the trade as chain goes into administration
Chris Gibson,
managing director of
Kitbag.com: “It is a
great shame that
all:sports are going
through a difficult
period”

More than 1,000 jobs have been axed
and 92 stores closed at all:sports after
the company went into administration
in September. Administrator BDO Stoy
Hayward said a total of 1,173 staff
have been made redundant as a result
of the closures.
The outlets that have been closed
were deemed ‘uneconomic’ by the
administrator, which released a
statement saying that the redundancies
and closures had been anticipated for
some time and would not effect the
hope for a sale of the business.

The business has long been up for
sale and there are said to be some likely
bidders, including all:sports founder and
chairman David Hughes, rival sportswear
chain Sports World and JD Sport.
all:sports owes money to a range of
creditors, including Hughes, who has
agreed to buy £10 million of the
company's debts from Barclays Bank,
and is a blow for Charlton Athletic FC,
which is understood to be owed a sixfigure sum in sponsorship fees.
Sports Insight captured some
reaction from the industry soon after
the announcement.
“With tough trading conditions in
the retail market, high rents, reduced
consumer spending, price wars and a
saturated market, it is inevitable that
retailers and brands are put under
pressure,” said David Westhead, UK
Country Manager of Rucanor UK.

“Maybe a buyout led by David Hughes
for a chunk of the business and an
acquisition from Sports World or another
retail chain can save many of the stores
and jobs. But if some of all:sports is to
remain under their current facia, it will have
to change and become more specialised.
So many of the sports chains have become
fashion and apparel led on the one hand
and others are ‘pile it high and sell it cheap’
on the other, which leaves those in the
middle in no man’s land.”
Ann Hardy, Sports & Leisure UK’s chief
executive, commented: “all:sports operate
in an extremely competitive environment
and like many major retailers have suffered
because of poor trading conditions, the
consequent oversupply of product and the
downward spiral of margins.
“Whilst they may not like to admit it,
the multiples must find it difficult to
operate at local level and their shop floor
staff have little product or customer
knowledge. Whilst nobody likes to see the
social issues which arise from a company
failure, we cannot honestly say that we are
sorry to see a reduction in the number of
multiple shops retailing sporting goods. My
concern is what is going to happen to their
stock, both current and forward orders.”
Chris Gibson, managing director of
Kitbag.com added: “It is a great
shame that all:sports are going
through a difficult period. This clearly
demonstrates the tough trading
conditions in the retail environment,
which we are not experiencing as an
online retailer, where sales are going
from strength to strength.”

Intersport awards
Intersport announced its 2005 award winners at a wellattended gala dinner on September 12.
Held at the Renaissance Hotel, close to the company's
impressive headquarters in Solihull, former England opener
Chris Broad presented the awards to the following companies:
Best Brand: Adidas.
Best Up & Coming Brand: Nomis.
Best Hardware Supplier: Reydon Sports.
Best Apparel Supplier: Nike.
Best Footwear Supplier: Asics.
Supplier Of The Year: Reydon Sports.
The event took place on the evening of the first day of
Intersport's members' show, which included among its
exhibitors Nike, Adidas and Reebok - the first time these
three companies have exhibited together under one roof
in Europe for some time.
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"If the players want to make it hard for me, I am happy to make it twice as hard for them."
Wendy Toms, the first female football referee to officiate in a professional game

Rucanor reports sales increase

G-series is Games official ball
The Molten G-series basketball has been selected as the
official match ball for the inaugural basketball competition at
the 2006 Commonwealth Games in Melbourne.
The ball is to be used in both the men's and women's
events. Eight men's and eight women's teams from 11 nations
will be competing, including England and Scotland.
Says Bob Hope, managing director of Molten Sports:
"Basketball is a popular game throughout the Commonwealth
and as an ex-Olympic England basketball team manager I am
thrilled that basketball is to appear for the first time in the
Commonwealth Games in 2006.
"It is great news for the sport and is fantastic news for
Molten and its new 12-panel designed basketball. This
decision will give an even higher profile to this remarkable
new ball, which has been taking the industry by storm."

Rucanor has confirmed that its summer 2006 pre-sales have increased by 35
per cent despite tough trading conditions.
David Westhead, UK Country Manager, says: “We are extremely pleased
with the summer pre-book results for 2006. We have seen a small growth in
our tennis collection, but a major increase in our beach equipment and
footwear sales.”
Rucanor has launched a fashion collection of apparel and footwear for
summer 2006. The collection, under the brand name RCNR56, is being
offered to sports and fashion
independents throughout Europe.
Designed for both men and
women, it is split into two small
capsule collections - one having a
military/outdoor influence and the
other a sports fashion base with
the tag line 'So Damn Dutch'.
The collection is available to
view in Rucanor’s new Midlands
showroom. To arrange an
appointment call David Westhead
on 01327 706221 or email
contactuk@rcnr56.com
Alternatively, visit www.rcnr56.com

RUN comes to Worthing
Specialist running retailer RUN has opened its second store in
Worthing on the south coast.
The company opened its first outlet in Brighton nearly four
years ago, with the aim of sourcing and providing the very best in
running shoes and clothing with service to match.
Says director, Tom Naylor: “We at RUN are really pleased to be
opening our second store in Worthing. We feel it will solidify our
position within the specialist running market in Sussex and we look
forward to seeing customers who haven’t had to make the slog
into Brighton and Hove on a busy weekend.”

www.sports-insight.co.uk
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Diary Dates
UK TOPS SHRINKAGE TABLE
The latest European Retail Theft Barometer puts the UK at the top of
its 'shrinkage' table.
According to the latest survey of retail crime across 16 countries in
Western Europe and seven Central European states, the 2004
shrinkage rate in the UK stood at 1.59 per cent of turnover, down
from 1.69 per cent in 2003. The Western Europe weighted average is
1.35 per cent, equivalent to nearly £21 billion or £49 per head of
the population.
In the UK the survey found that the cost of crime per head is
£73.24p per annum. Customer theft stood at £1.85 billion, staff theft
£1.5 billion and supplier theft at £191 million. Internal error is
currently costing UK retailers £646 million a year.
Retailers perceived customers to be responsible for 48 per cent
of shrinkage, employees for 29 per cent (up one per cent compared
to last year) and suppliers for seven per cent. Internal error, process
failures and pricing mistakes were thought to cause 16 per cent
of shrinkage.
The list of products and items most likely to be stolen, not
surprisingly, included sportswear, sunglasses and
trainers/sports footwear.

STAG Members
Show, in
association with
Sports Insight
November 20-21, 2005.
Heythrop Park Hotel & Country
Club, Oxfordshire.

ISPO Winter
January 29-February 1, 2006.
New Munich Trade Fair Centre.

SOLTEX 06
February 19-22, 2006.
G-Mex, Manchester.

ISPO Russia
February 20-23, 2006.
Crocus Centre, Moscow.

ISPO China
March 13-16, 2006.
Shanghai New International Expo
Centre, Shanghai.

ARE YOU MISSING OUT?
The latest research shows that 68 per
cent of retailers not currently trading
online are missing out
on custom.
The survey, commissioned by
Barclaycard Business, questioned
consumers on how they would
respond when a retailer does not
take payments online. Sixty-eight per
cent of those questioned said they
would make the purchase via a
competitor website.
Says Brendan Rogers, Head of
Acquiring at Barclaycard Business: "It
is clear that retailers not allowing
customers to purchase products from
the comfort of their own home are
losing out to their competitors.
"While the high street is
definitely here to stay, online spend
has revolutionised the retail sector
and given time-poor consumers the
ability to make payments in
additional ways, fitting into their
busy lives."
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King of Spain
Mugs printed for Ashley Giles’ benefit season.
They should have read ‘King of Spin’

Tom Phillips (back
row, far left): “The
opening of The
Rugby Room was a
great success”
Picture courtesy
of Iconic
Digital Photography

STAG NEWS
The Sports Traders Alliance Group has added another 10
new retailers to its ranks, bringing the buying group’s total
membership to 290 individual businesses that own 350
retail outlets across the UK and Eire.
Upwards of 150 STAG retailers will be at the group’s
buying show, which takes place on November 20-21 at
Heythrop Park Hotel & Country Club in Oxfordshire. Says
Sales & Marketing Director, Ricky Chandler: “We have now
finalised our buying show details and it is going to prove
to be the biggest and best ever - we have special show
deals on offer from our 80 suppliers.”
Regional meeting
STAG recently held the latest of its regional meetings for
members at Puma’s regional showroom in Newport, South
Wales. Reports Chandler: “The meeting was well attended
and was of great use to all. Many topical subjects were
discussed that are dear to all our hearts and ideas and
solutions were tabled. Puma presented their latest ranges
and addressed the STAG members directly with their
future plans and focus.”
New rugby department
Top Sports of Ystradgynlais in Powys, South Wales
unveiled its new rugby department, called The Rugby
Room, on September 29. For the opening Puma provided
a number of high profile sponsored players for photo and
signing sessions for a crowd of over 500 people.
Says Tom Phillips, the owner of Top Sports and a longstanding STAG member: “The opening was a great success
and The Rugby Room will add a new dimension to the
business and the service we offer to our existing and new
customer base.”

www.sports-insight.co.uk
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Mitre takes kit award
BRC Director General,
Kevin Hawkins: “Retail
crime is not
victimless”

10

SPORTS INSIGHT

BRC LAUNCHES SCAR CAMPAIGN
The British Retail Consortium has
launched SCAR (Stop Crime Against
Retail) - a hard-hitting campaign designed
to elevate the issue of retail crime and
press Government and the police to take
retail crime more seriously.
Under SCAR the BRC will strengthen its calls to
Government for stronger and more consistent penalties to
deter criminals, ensure Government works with the sector to
raise awareness of the impact of violence against retailers and
call for police to modify the system of crime reporting to
encourage victims to report crimes and measure the true
extent of retail crime.
Says BRC Director General, Kevin Hawkins: "Retail crime
is not victimless. It leaves deep scars, not only on business
viability and retail staff but also on the community. The retail
sector has been forced to double investment in crime
prevention to combat growing threats and these significant
costs are often passed on to all threads of society.
"We hope the appropriately named SCAR campaign will
help raise the seriousness of crime against retail and highlight
the scars it leaves. Retail crime is a priority for us and should
be a higher priority for police and Government."

S&L UK announces
annual winners
Barnett Shieldhouse of Liverpool has been awarded Sports &
Leisure UK’s ‘Soccer Member of the Year’ prize, one of two
prestigious awards presented to members at the buying group’s
recent show at Stoneleigh.
Dungannon Sports Shop in County Tyrone took the ‘Darts
Member of the Year’ award. Award Sponsor Winmau provided
Dungannon staff with tickets and accommodation to the finals of
the BBC-televised Winmau World Masters Darts Tournament,
which took place on October 22-23.
Says Dungannon owner Jim Nelson: “Winmau has been good
for us right across the range. In the early years it was purely boards,
but now we’re buying darts and accessories as well.
“Blade II is undoubtedly the best dartboard on the market
and I’m looking forward to selling its successor, the New Blade III,
in the run-up to Christmas. Of course, it’s not just about good
products, service is equally as important. Our local agent, Stanley
Walker, deserves special praise - he’s never let us down and works
extremely hard on our account.”
ASICS continued its winning ways this year, scooping S&L’s
Supplier of the Year Award for 2005, while Adidas was voted
Non-Group Supplier of the year.
“Our partnership with ASICS UK works well, which is not only
reflected by their winning the award but also in the level of
business we see being attained,” says Nigel Dyer, Sports & Leisure
UK’s Business Development Director. “It just goes to show there
are a lot of opportunities out there if the brands come up with
the right products, market them well and provide the service.
“Undoubtedly, ASICS UK has more than achieved this in 2005
and looks as though it will be doing the same in 2006.”
As for Adidas, Dyer said: “Adidas is a major player in the
market and 2006 looks like it’s going to be potentially one of their
biggest ever years with the planned integration with Reebok and
the World Cup in Germany.
“We are delighted to see their commitment to the independent
trade, which is obviously being recognised by our members.”
The awards day was preceded by an evening of sporting
entertainment hosted by Escalade International, Harrows Darts, KiMartial Arts, Petron Archery, Reydon Sports and Yonex UK. Each
company provided a sporting challenge and prizes for the winners.
Says Ann Hardy, Sports & Leisure UK’s chief executive: “It was
a great day for our members, suppliers and for Sports & Leisure
UK. With the number of exhibitors and visiting members up by a
third on last year, we were delighted to welcome so many faces,
both old and new.
“I would like to thank all our members and suppliers who
supported the event, particularly those suppliers who put on a
great night’s
Dungannon Sports Shop
entertainment on the eve
took the ‘Darts Member of
the Year’ award, sponsored
of the show by hosting
by Winmau
The Sports & Leisure UK
Sporting Challenge.
Whilst it was an
extremely important two
days for all concerned, it
was good to have some
fun and to mix socially as
well. The show is now
firmly established in the
company calendar.”
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Chip and PIN cuts card fraud
The introduction of Chip and PIN has resulted in counterfeit and lost
and stolen credit card fraud falling by £36 million in the six months
from January to June 2005, compared with the same period last year.
Fraud figures for the first half of 2004 stood at
£126.6 million, falling to £89.9 million this
year for the same period - a
reduction of 29 per cent.
Says Sandra Quinn of the
Chip and PIN Programme: “More
than nine out of 10 people have
a Chip and PIN card and there
are a hundred successful Chip
and PIN transactions a second. Using
Chip and PIN has already cut fraud and now we want to close off even
more opportunities for the fraudster.”
Recent consumer research shows that UK
cardholders have overwhelmingly embraced Chip
and PIN. Eighty-seven per cent of Chip and PIN
cardholders find the system easy to use.
Research results among disabled people show that
Chip and PIN has also been very well accepted. Eighty-three per cent of
disabled people find Chip and PIN the same or easier than signing and
81 per cent say they like using the new way to pay.

To do so simply visit
www.sports-insight.co.uk
click on ‘Free Sample Copies’ and fill out the online form.

“His only weakness is heavy metal music.”
Andrew Castle on Roger Federer

HI-TEC in global
top three
HI-TEC has achieved third place in the global
outdoor footwear market, its highest ever
placing, according to figures released by
Sporting Goods Intelligence. Global sales
reached $191 million (£109 million) in 2004.
The manufacturer says it is on course for
continuing growth during the coming years,
with a handful of new ranges to be launched
for spring and summer 2006, including the
brand’s first-ever children’s range, Phibian and
Friends, and a new golf range.
The collection of kids outdoor shoe
designs are inspired by some of the world’s
endangered animals, including the alligator,
tiger and frog. Phibian and Friends come in a
range of colours and styles and include easy
closures and toggle fastenings for ease of use.
In addition, HI-TEC is to donate 50p from
every sale from the Phibian range in England,
Wales and Northern Ireland to the NSPCC.

Sports
Shorts

…Sony has agreed a £25 million three-year deal to become an official sponsor of the UEFA Champions League, while ITV and
BSkyB will continue sharing UK TV rights to the competition. ITV and Sky Sports will also provide live internet streaming for the
first time…Channel 4 recorded its highest ever audience share as England's cricket team regained the Ashes from Australia,
attracting 7.4 million viewers, the highest figure since the end of Big Brother 3 in July 2002…Coca-Cola is to launch a new sports
water health drink called Powerade Aqua+….The Lawn Tennis Association’s Queen's Club, host of pre-Wimbledon Stella Artois Championships, has been
put up for sale and could raise a reported £40 million for the LTA...Dunlop Slazenger International has appointed PR consultancy Mere Communication
Ltd to handle all public relations activity for the brands…Prince Sports has received the coveted Red Dot Design Award in recognition of high design
quality for its O3 racket technology… JJB Sports has appointed Manchester-based Zendor to launch and support its new transactional website at
www.jjbsports.co.uk… Italian sports and fashion brand Kappa is using youth specialist agency Espionage to ‘re-establish its profile on the streets of
Britain’… Direct Golf UK has purchased Glasgow-based golf equipment brand John Letters of Scotland, giving it full sales and marketing rights for the
brand globally…EAS has been named the Official Sports Supplements Supplier for the Leicester Tigers… Merrell has opened its first European
standalone store in Frankfurt, Germany, stocking the full range of Merrell products, including outventure and transit footwear and packs and
bags…head of ispo Group Peter Knoll is leaving at the end of the year to take up a new position in the sports equipment industry… JD Sports has
reported pre-tax losses for the six months to July 30 of £2.6 million, down from £6.2 million last year. JJB Sports has reported a £9.5 million drop in
pre-tax profits compared to the same period last year. Like-for-like sales were also down by 8.8 per cent. Pre-tax profits for the six months to July 31
were £18.1 million, compared to £27.6 million a year ago…

www.sports-insight.co.uk
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Mitre
takes
kit
award
Transfer market
Industry movers
and shakers

WAYFAYRER FOODS has added a new member to its team.
Georgette Donoghue joins the food family as projects
manager, overseeing the brand and product
development, as well as the company’s website and
customer database management.

WINMAU has promoted Simon Hall to group marketing manager.
He will be responsible for the marketing of Winmau and Nodor,
including all advertising, websites, catalogues and press.

USA PRO has appointed Carole Harrison as its new Design
& Development Manager. Harrison brings a wealth of
experience to the new post, including six years at Speedo
International where she fulfilled roles as Senior Designer,
Sports Product Manager and Licensee Product Manager.
In her new role Harrison will be responsible for all product
and design development, managing customer design
requirements as well as being in charge of developing
new swimwear for spring/summer 2007.
"USA Pro is a brand that I passionately believe in," says
Harrison. "It is a very successful brand that is on the
brink of a new burst of growth. The product and people
are exceptional and my aim is to build and lead this
highly dedicated and talented product team to new levels
of achievement."
HILLY has appointed
international athlete Steve
Vernon as its Retail
Customer Support
Manager. Vernon, a
marketing graduate, will
be liaising with the
company's trade
customers, as well
as supporting Hilly’s
sales agents.
Says director, Graham
Richards: "I am delighted
that Steve has joined the
company, especially as he has extensive retail experience
and, being an international athlete, fully understands the
running market. We are very keen to offer the best
possible service to our customers and I am certain that
Steve will be a great attribute."
Vernon, who has represented Great Britain on many
occasions, is scheduled to compete in next year's World
Cross Country Championships in Japan.
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RONHILL has recruited former national champion runner
Jonathan Wild as sales representative for the south east. He
has a wealth of industry experience having competed in the
2000 World Cross Country Championships and 2002
Commonwealth Games at 10,000 metres. Wild has twice
been British National Champion over 5,000 metres in 2001
and 2002 and twice British runner-up at 10,000 metres in
the same period. He was previously regional organiser within
UK Athletics and a technical representative with Pearl Izumi
and Puma.
JOHNSON HEALTH TECH UK LTD has made two appointments
to its team. Charles Adams has joined as sales director and
will be responsible for the consumer fitness division of the
business, which includes the Horizon Fitness and Vision
Fitness brands.The UK sales team has also been
strengthened with the re-appointment of David Hepburn as
area manager for the south.

Stride-Rite
buys Saucony Inc
The Stride-Rite Corporation has purchased Saucony Inc for
$170 million (£96 million).
Says Andrew Sainsbury, managing director of Saucony
UK: “The new ownership of the Saucony brand is excellent
news for everybody associated with the brand in the UK. We
are expecting an investment in the UK market at a level
never seen before, at a time when the Saucony footwear
product is at its most competitive.
“We have been assured that all the product design and
development team are being retained and that there are no
changes to the UK team. We are therefore ready, willing and
able to take the challenge to our competitors.”
Saucony Inc is based in Boston, Massachusetts, while
Saucony UK has operated in Portsmouth since 1982 and has
a workforce of 12.
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“When I drove for British teams they called me ‘The
Tadpole’ because I was too small to be a frog.”
Alain Prost

Sponsorship news

SCOTTISH ATHLETICS AND JOGSCOTLAND have signed an
exclusive contract with HI-TEC for athletics apparel and
footwear to the end of 2010. Under the agreement HITEC will kit out all Scottish international teams,
including the track and field athletes for the
Commonwealth Games in Melbourne in 2006 and New
Delhi in 2010. The company will also supply footwear
to each member of the Scotland team, in all sports, in
Melbourne next year.
HI-TEC will also become a major sponsor of the
jogscotland scheme, supplying apparel to jog leaders
and scheme members and supporting the fast-growing
jogscotland 5k Challenges. In 2006 it is envisaged that
20 officials, 20 coaches (level 3 and above) and 20
clubs will be invited to nominate a deserving individual
to receive HI-TEC apparel and footwear, with this figure
rising in each year of the contract.

PRINCE has signed a long-term agreement with Nikolay Davydenko, the
Russian tennis star who won his first ATP title of the year within weeks of
first playing with the brand’s O3 Tour racket. In addition to his racket deal,
Davydenko will also wear the brand's apparel and footwear. "Davydenko is
one of the most exciting young talents in world tennis and we are delighted
that he has chosen to join the Prince team," says Alistair Thorburn, Prince
Sports International President.
MCDAVID has signed a sponsorship deal
with the Gloucester and England rugby
union player James Simpson-Daniel. The
agreement will see Simpson-Daniel using
McDavid sports medical products such as
tape, supports and hot and cold therapy, as
well as its range of hDc moisture
management undergarments and HexPad
body protection. Simpson-Daniel will also
become an integral part of McDavid’s
product development process to aid the
development of future products.
EAS has been chosen by Scottish Rugby as its official partner. The two-year deal
starts immediately and means EAS will be the official sports supplement supplier
to the Scotland national team, as well as the official partner for Scottish Rugby
and its 237 affiliated clubs. EAS has also signed a two-year sponsorship deal
with bodybuilder Jason Barnett, the world number two, who has been
competing for 15 years.

FILA has announced it is to continue its relationship with
US Open Champion Kim Clijsters. After a four-year
agreement, the Italian-born brand will renew its association
with Clijsters for the remainder of her career. Clijsters is
currently ranked number four in the world.
Says Steve Wynne, Fila’s CEO: "We choose athletes who
actually represent the best in us in that sense - who not
only have a certain dignity and grace and determination,
but who radiate joy in their performance. For us Kim's
achievements are enhanced by her poise, her popularity
and her approachability off-court. She has been, and will
continue to be, an outstanding ambassador for the brand."
www.sports-insight.co.uk
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Retail Therapy

Jules Holmes, The North Face, Covent Garden, London
Jules Holmes is store manager of
The North Face store in London’s
Covent Garden, which is run by Ellis
Brigham. Holmes joined Ellis
Brigham in 1992 and has been store
manager since 1996.
In the busy winter months the store
employs 22 staff. The North Face
recently opened its second UK store in
Manchester, and has retail outlets
worldwide including stores in New York,
Hong Kong, Amsterdam and Beijing.
What is your personal sports retailing
background and why did you decide
to get into sports retailing?
Living in the Scottish Highlands I had
mountains on my doorstep, so walking
and skiing became my hobby and
when asked to do a ski season at Ellis
Brigham Mountain Sports in Aviemore
what could I say but yes?
What design factors were
incorporated into the Covent Garden
store and what works well?
The design of all The North Face stores
follows a similar theme, and the fittings
for merchandise are very versatile. The
design team looks for an airy and more
open store layout, which is quite the
opposite of most outdoor retailers. They
also like to use natural features such as
furniture and props based on originals
from Nepal. This gives a more natural
and relaxed feeling to the stores.
How strong is the outdoor sector of
the market?
Most people use the outdoors as
freedom from the daily grind, be it
walking, climbing, skiing, etc, so the
outdoor market remains quite buoyant
throughout the year.

How has trade been in the last 12
months and what are your current
best sellers?
Apart from the obvious problems the
capital has had in recent months, our
trade has been surprisingly steady.
At this time of year our best sellers
are down-filled products such as
Nuptse Jackets and Vests and the ever
popular McMurdo Jacket.
What are the advantages of running
an outlet that is also the
manufacturer of all the goods sold?
Does customer feedback ever drive
new designs for North Face gear?
It means we can stock most of the
lines that are manufactured by North
Face - or as many as space allows.
Stock issues are rarely a problem,
unless demand has been exceptional.
Customer feedback is referred to the
product development team in Italy,
who carry forward any ideas.
What are your current or future
marketing strategies?
The marketing around the store is
targeted at two sectors. Firstly the outand-out technical consumer who wants
the best product and advice for any up
and coming expedition, be it for a
weekend break or something far more
extreme. Plus we target the lifestyle
consumer who we know is looking for
something stylish, yet something that will
perform when the weather turns nasty.
Currently, we have plenty of brand
activity across the country with cinema
adverts, billboard advertising, bus

adverts, London Underground
billboards, as well as an extensive onpage campaign in five of the female
lifestyle magazines. Also, expect to see
heavily branded taxis cruising the streets
of several UK cities early next year with
our new Flight Series campaign.
At the same time, The North Face
will be trying to get its message over to
the consumer at high profile outdoor
events such as the urban adventure
racing Rat Race series and The North
Face Bouldering World Cup.
It's quite an exhaustive amount of
activity, but there's so much energy
within the brand that this has to be
reflected in our marketing.
What percentage of sales are webbased compared to outlet sales?
Here at the store we have very small
web-based sales. In percentage terms,
no more than two per cent.
How do you compete with the
big retailers?
By having the best team of staff who
pride themselves on the personal
approach. They also consider the
store as their own and want the brand
to succeed.
How do you find out about new
products?
The North Face invites a team to Italy
twice a year to view new product for
the next season’s trading.
What do you like most and least
about the business?
The best time is winter because it’s so
busy around Christmas and the ski
season, but having said that we do have
some huge deliveries which take ages
to unpack and the stock rooms can get
so full you just can’t find anything. Oh,
and office work - I hate it.
What do you believe is the biggest
barrier to doing business?
When it’s busy there are never enough
hours in the day.
Are there any emerging trends with
outdoor products? What do you think
will be the ‘next big thing’?
Faster and lighter in all products has
been a trend for some time now, but it
seems to be a battle between the
designers to go lighter still. Watch out
for products with no stitching.
si

“The design team looks for an airy and more open store
layout, which is quite the opposite of most outdoor retailers”
www.sports-insight.co.uk
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fit, real support and fast-acting
wicking in the Sport and Essentials
collections.
In the Fitness and Essentials
collection Supplex and Lycra is used,
which has a cotton-like touch and
excellent breathability. The fabric is
hardwearing and fast drying.
Additionally, PureLime uses
Invisible Support bras and Coolmax
Gussets across the range.

Why has the range sold so
well?
Every PureLime garment has been
carefully designed and crafted to
create fashionable product that can
perform in extreme conditions.
PureLime only uses well-tested and
functional fabrics and components,
plus the very best skilled
craftsmanship. Our name and logo is a
women’s guarantee of quality.

What’s Hot
PureLime, women’s fitness products
PureLime Brand Manager Nina
Packman talks us through the
offering.

Can you give us some
background on the brand?
PureLime was started in Copenhagen
in 1995 as an alternative to the
established women’s fitness wear
brands at that time. From the word go
the brand has stayed very close to the
women’s fitness market, responding
to the trends as they happen in the
category.
PureLime is focused on fashion
with function. The brand takes the
view that women should be allowed
to look great when they are working
out, but be able to trust their clothing
to be fit for purpose. PureLime is,
and will always be, a female-only
brand, with a real vision of the
women’s fitness market in the 21st
century.

Key features and benefits?
As far as fabrics are concerned,
PureLime uses its own proprietary
fabric called Multitechnical, which
has excellent breathability, a superb
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Who is it aimed at?
Women only who are 25 years-plus,
have a dynamic lifestyle and for
whom fitness is key in their ‘life
balance’. They are focused on their
personal well-being and are very
demanding of their clothing, footwear
and facilities.

How is it marketed?
Public relations in key fitness and
lifestyle publications in 2006, plus a
real focus at the point of sale.

What is the most effective
way a retailer can market
the range?
By presenting the product in colour
capsules as it was designed. Our ranges
are designed to be bought either by
category or individually and still work
as a merchandised look.
Ensure that the changing facilities
are set up for women not men and,
wherever possible, have female staff
looking after female customers.
For more information call 01276
489089 or visit www.purelime.com si

60 SECONDS INTERVIEW

60
Seconds

Mark Gladwin:
“Retailers and sports
people are already
realising the benefits
LineBreak has to offer”

Mark Gladwin, managing director of performance sports
clothing company, LineBreak

Can you give us some background
on LineBreak?
LineBreak is an Australian-owned company,
which also designs and manufactures the product
in Australia. Since starting two and a half years
ago, LineBreak has been a quiet innovator and a
market leader in this new fast-growing category,
both in terms of product and approach.
In the UK the distributor business has been
developed with a team encompassing a huge
amount of experience in both professional and
retail markets.
Can you tell us about the products?
LineBreak clothing is worn primarily as underwear.
LineBreak, however, is different to the other
suppliers in the market. Whilst we offer researchproven temperature and moisture management
properties in our product, our difference is that the
clothing is made with the highest percentage of
Lycra, offering complete and graded muscle
compression. This in turn allows the wearer to
perform better, feel better and recover quicker.
Features of the products include:
■ Muscle compression - improves blood flow
and reduces cramping. Provides joint support
and improved force, power and stamina.
Promotes better, faster and more effective
recovery, removes lactic acid and toxins and
reduces muscle vibration.
■ Temperature/moisture management - keeps
you cool when it’s hot and less chilled when it’s
cold. Proven to reduce fluid loss by 31 per cent
(Newton et al, 2005). Wicks moisture away
from the skin, keeping you drier.
■ Sleek comfort - non-chaffing, comfortable,
durable and lightweight.

What type of sports people use
your products?
■ All sports and activities - from conventional
team or individual sports, to some pretty
extreme stuff including endurance kayakers,
adventure racers, mountain boarders and dirt
bike riders.
■ All levels - from the elite level looking for
that extra half per cent, to weekend warriors
who just want to do their best, enjoy it more
and hurt a little less the following day.
How much do the products cost?
We are a premium product and are more
expensive than the competition, but we offer
more than is currently available. With margins
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at a similar rate to our competitors, the retailer
will receive more cash per sale while the
consumer gets a whole lot more. You expect to
pay more for a TV with DVD included, thus you
should expect to pay more for temperature
management that includes complete graded
muscle compression.
Why did you decide to introduce a femalespecific range?
It’s half of the British population, so why exclude
them? Women aren’t small men, their bodies
dictate different designs and they want the same
benefits as men. Most female gear is very
fashion-oriented with little performance, while
most performance gear claims to be unisex.
Sports women in the UK are dominating
the world in many sports, including rugby,
rowing and cricket, to
name just a few. What’s
more, it is one of the
fastest growing market
segments in retail performance sport and,
therefore, LineBreak are happy to help towards
ensuring UK women stay on top for longer.
What's your USP?
‘More gain - less pain.’ LineBreak provides a
unique combination of features to provide a
range of performance and recovery benefits.
With an experienced team of researchers
supporting us, we are establishing ourselves in
this market as the ‘authority on compression’.
How has trading been this year?
We started trading in the UK in September and
are happy with the product development so far.
Retailers and sports people are already realising
the benefits LineBreak has to offer in terms of
product lines and features and benefits.
Our website (www.linebreak.co.uk),
launched in September, has received many
hits already and many enquiries have been
received at head office via it.
Any new products planned?
Always, but we need to ensure the consumer is
aware of the benefits we already offer without
confusing the story. LineBreak is new enough
for the market so far.
LineBreak is looking to develop a series of
LineBreak ‘Champion’ dealers throughout
the UK. For more information
call 01926 813749 or
email: linebreakuk@btinternet.com

si

TSIF MEMBER NEWS

Time for talking
The Sports Industries Federation is to host a free
Open Seminar at its Warwickshire HQ on November 3
The Sports Industry Federation is
hosting a free Open Seminar for
both members and non-members on
November 3 at its head office in
Stoneleigh Park, Warwickshire.
The subjects to be covered are
as follows:
■ Russian export and trade opportunities
■ Research and development tax
savings benefits
■ Commercial sponsorship
money generating opportunities
through Sportsmatch

Delivering opportunities
The Sports Industries Federation
continually searches for ways to assist
its members’ business. It strives to
deliver opportunities to enhance
business through increased sales,
saving money above and below the
line as well as offering ideas as to how
you can make your pound stretch that
little bit further in the expensive area
of sponsorship.
Here is a taster of what is on offer
during the seminar:
■ Russia is one of the largest
countries in the world, and its sports
market is expanding rapidly. As the
Russians appear to have a thirst for
Western brands, the seminar will
highlight important information and
opportunities open to UK companies
in this market. TSIF is delighted to
have secured the services of two wellrespected European guest speakers to
cover the topic.
■ The definition of research and
development for tax purposes is often
wider than many companies realise
and offers many opportunities to
secure additional tax benefits. We
have enlisted the help of an industry

expert to highlight how these savings
can be made.
■ Sportsmatch is a Governmentfunded scheme set up to help fund
grass roots and community sports
initiatives in England. This is
achieved by matching pound for
pound the monies generated via
commercial sponsorship. Vital
information on its workings and how
to apply will be dealt with by a
representative from Sportsmatch.

Russian market
David Pomfret from TSIF told
Sports Insight: “We have been
working closely with the UKTI,
SGI and ISPO Russia for some
time now to ensure that the UK
sporting goods industry
investigates all the opportunities
available for Western brands in the
Russian market.
“A great deal of work has been
going on behind the scenes on
Russia, and I am delighted to confirm
that part of the work has just been

“The Sports Industries Federation continually searches for
ways to assist its members’ business”

completed with the publication of
two research documents.”
The documents Pomfret refers to
are as follows:
■ The Sports Goods Market Focus on
Russia, a 1,000-page research
document available at £725 (ex VAT).
■ The Sports Goods Market Focus on
Ukraine, Belarus, Kazakhstan,
Uzbekistan, a 500-page research
document available at £360 (ex VAT).
Both research documents can be
purchased at the combined price of
£925 (ex VAT). TSIF members are
entitled to a 30 per cent discount. For
those companies attending the
seminar and who purchase the report
on the day, TSIF members will get a
35 per cent discount and nonmembers 10 per cent.
With the afternoon session
dealing with R&D tax-saving
benefits and Sportsmatch, it looks
like being a day not to be missed. si
For further details on attending the
seminar contact Jane Montgomery
at The Sports Industries Federation
on 02476 414 999 extn 210 or via
email: jane@sportslife.org.uk

www.sports-insight.co.uk
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Pure Whey
Prolab Europe imports only the highest
quality brands from the USA. If your
needs are weight loss, lean weight
gain, increased endurance or general
well-being call Prolab, tell the company
your requirements and it will design a
nutrition programme to fit your needs.
Prolab has a helpline that provides
training advice from a Mr Universe IFBB
Pro (Shaun Davis), who has expertise in
all fitness and diet requirements at
all levels.
Pure Whey uses state-of-the-art cross
flow micro filtration methods to deliver.
Email: shaundavis@prolab.co.uk or
call 0117 9355554. Full trade and retail
price lists available for Prolab Nutrition,
Stallone-instone, Muscletech and
Inner Armour.

Heelys shoes

Inflight Indoor court

When you were a kid, did you ever wish you had wheels on the bottom of
your shoes? Roger Adams, founder of Heeling Sports Ltd, did. While living at
the beach in California, he watched people skating around on inline skates
and skateboards. Soon he had an idea for a shoe that would allow you to
walk normally or roll on wheels - on command.
Using a borrowed workshop, he set about making a prototype. He asked
the local kids to help him test the shoes. He knew that this was it - the art and
sport of ‘heeling’, or transitioning your weight back onto your heels with your
feet in a position similar to skate boarding, was born.
Heelys come in various styles, price points and configurations and are
equipped with high-quality urethane wheels and bearings that make rolling
effortless. Current sales are at
$100 million and over
three million pairs of
Heelys have been
sold through 7,000
stores in the USA.
Heeling in the UK is
going from strength to
strength with sales
growing every week.
For more
information contact
Shiner Ltd on: 0117
9556035 or email:
info@shiner.co.uk

Designed specifically for badminton and squash, this shoe combines
perfection in performance with visual excellence.
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The superb underfoot cushioning is not visible but is built inside
using a ‘Type A reverse last’. This gives the shoe an appearance very
different to what is already available on the market and makes it more
fashionable than most rivals.
There are no short cuts with performance either. For those
players who have significant amounts of ‘trail leg’ dragging, Inflight
has used Nano PU, which has an outstanding ability to withstand this
type of torture. For more information call Inflight on 0800 0430897, visit
www.inflightsports.net or email: sales@inflightsports.net

www.sportindustry.biz

Ronhill starter-kit for
female runners
Ronhill has launched a cost-effective range of starter
kit targeted specifically at women wanting to get
into fitness.
Fabrics, colours and fit have been carefully selected
with the new entrant in mind and sizes range from 1016. The collection includes a jacket, long and shortsleeved t-shirts and baggy and close-fitting shorts.
Prices range from £15-£35 and colours are black/sky
and navy/lilac.
Ronhill: 0161 366 5020. www.ronhill.com

“Innovation is very much
a by-word here at Zoggs!”

“For us it’s more than just designing
highly innovative, quality swimming
goggles, it’s a passion”

Flexi-paddles™
Evolutionary through functional simplicity, patented through design genius,
Flexi-paddles™ are a world first and set a new standard in both design and
function. Made from flexible Vylux™ material, Flexi-paddles™ reduce
significantly the strain exerted on the shoulders whilst at the same time allowing
the swimmer to focus on stroke technique and efficiency.
Flexi-paddles™ are the first hand paddles created for all swimmers
whether recreational or performance and define new boundaries in product
function and safety. The flexible Vylux™ is not hard or sharp like conventional
paddles and are designed to allow the user to create the hand’s natural contour
whilst reducing the risk of shoulder strain and injury.
Flexi-paddles™ will be perfect for someone using Swim4Fitness™, the
free-of-charge recreational swimming programme provided by Zoggs. To register
simply visit www.swim4fitness.com and register to access a range of swimming
sessions catering for all levels.
For more information on Flexi-Paddles™ and other Zoggs products
and services visit www.zoggs.com or call 01276 486512.

Predator Goggles - Wiro-frame™ technology
Predator Wiro-frame™ is the first goggle to offer a Biotech™ one
piece frame. Featuring the versatility of a one-piece goggle,
incorporating ultra-soft silicone gaskets and a new integrated Biotech™ frame, Wiro-frame™ technology offers enhanced
individualized fit and comfort. This combined with Zoggs CLT™
(Curved Lens Technology), its Fogbuster™ Impregnated Anti-fog
lenses with UV400 Maximum Sun Protection and an easy-adjust
double band silicone headstrap, Wiro-frame™ commands a new
frontier in innovation and quality.
■ CLT™ Curved Lens Technology for exceptionally wide peripheral vision
■ Bio-tech™ one piece frame offers evolutionary fit and styling
■ Fogbuster™ Impregnated Anti-Fog lenses
■ 100% silicone gaskets and double-band headstrap with quick
adjust system
For more information on Predator goggles and other Zoggs
products and services visit www.zoggs.com or call 01276 486512
2005 SHOW EXHIBITOR

www.sports-insight.co.uk

21

NEW PRODUCTS

What’s New

The latest lines from the world’s leading manufacturers
ZOGGS CELEBRATES A DECADE OF INNOVATION
Australian swim brand Zoggs is celebrating the 10-year anniversary of its Phantom goggle, the world’s first ever one-piece goggle.
The Phantom revolutionised the goggle market in the mid-nineties and Zoggs has remained at the leading edge of goggle development
ever since. The one piece design was a breakthough in fit, meaning that one size really could fit all.
The Phantom quickly underwent a style transformation with mirrored lenses to reflect the style of the mid-nineties. At £7.99 and with
Zoggs Fogbuster™ Anti-fog lenses it’s one of the best value goggles around. It’s also available as a junior goggle (RRP £5.99).
When asked about the 10 years of Phantom, Neil McConnochie, International Brand & Product Director at Zoggs, commented: “The
Phantom revolutionised swimming goggles and set a new standard in the future direction and technical innovation of goggles forever. For the
first time here was a goggle which offered a one-size-fits-all frame which moulded to the individual’s face and provided an effective and
comfortable leak-free fit. It's not just the 10th anniversary of the Phantom, its the celebration of what was the birth of the goggle that
changed the face of swimming for swimmers around the world."
Ten years on Zoggs has a goggle range that includes CLT™ (Curved Lens Technology) designed by computers for 180-degree peripheral
vision and the very latest Wiro-frame™ Bio-Integrated design technology.
The revolutionary new Predator Wiro-frame™ goggle is a versatile one-piece goggle incorporating ultra-soft silicone gaskets and a new
Bio-tech™ frame that makes them this year’s most distinctive aquatic eye wear. They also come with CLT™ and Fogbuster™ impregnated
Anti-fog lenses with UV400 Maximum Sun Protection. (RRP £12.99).
But it’s not just all about Zoggs’ goggles. Another first, the Flexi-paddle™,
was launched recently. The flexible Vylux™ material is designed to
2005 SHOW EXHIBITOR
contour to the hand whilst reducing the risk of shoulder strain and
injury. Zoggs was also the first to launch a uniquely free fitness
swimming website - www.swim4fitness.com - in 2004.
Zoggs has a passion for swimming and wants to
share that passion with you. Log on to www.zoggs.com
or call the Zoggs customer service team on 01276
489089 for more information.

Superfeet insoles

Wilson Staff Dh6 hybrid club

Superfeet has launched a new look and feel across all its
insole categories.

The Wilson Staff Dh6 hybrid club incorporates the company’s
breakthrough Energy Transfer Frame technology and optimal internal
weighting to add distance and higher launch, easing the difficulties of
the long iron shot.

All products have been realigned to fit into one of five categories Active, Performance, Dress, Custom and Medical - enabling customers
to quickly select the correct insole for their footwear.
Holofiber is the new top-layer
material that’s been used in all trimto-fit insoles. Holofiber is a unique
fibre technology that can
improve circulation and
increase energy while
promoting more rapid
muscle recovery.
Superfeet products
are distributed in the UK
and Europe by Anatom.
For more information on
the range call 0131 221
2200 or visit
www.anatom.co.uk

ETF technology structurally reinforces the area just behind and
around the clubhead face to
optimise energy transfer
back to the ball at
impact. Through ETF,
Wilson has
developed a
proprietary
laser welding
process,
adding a
discrete and virtually
weightless weld line that
frames the face and captures
energies previously lost in
the clubhead.
The Dh6 is available in two models
with three different shaft options - two
graphite shafts as standard and a steel
version. The graphite versions have an RRP
of £99 and the steel
version £79.
Wilson: www.wilsonstaff.com
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Slazenger cricket range
Slazenger’s 2006 range of hand-crafted English willow bats have been developed in
conjunction with the company’s sponsored players to meet the demands of the
modern cricketer.
The SXi (pictured) delivers extreme profile and performance for the all-round
stroke player. The Xtreme Power Bow and Airblade Profile deliver tremendous power
with a contoured back spine, enabling the bat to penetrate the air more smoothly,
reduce negative drag and provide a lighter pick-up.
Slazenger: 01924 888300.

Bite XTrac sandals
Bite is a range of orthosport
sandals that can accept an orthotic insole such
as Superfeet.
The X-Trac model (pictured) is available in men’s and women’s
versions and are designed to be comfortable, casual sports sandals that provide
the support and protection of an athletic version. SRP: men’s £80, women’s £70.
For more information contact Anatom on 0131 221 2200 or visit
www.anatom.co.uk

Penn Footwear
Penn footwear, born in 1922, is to be relaunched in 2006. To clarify its position
within the sportswear market, the brand
has been subdivided into three
distinct collections:
■ Originals - inspired by 1970’s designs
using quality leathers and canvas,
Originals offer the latest retro
tennis fashion.
■ Limited Edition - emblazoned with a
distinctive heritage crest, it’s fashion
footwear for those who want to set their
own agenda.
■ Sports - mainstream sports footwear
with a touch of individuality.
With designs ranging from
classic 1977 Royal Court’s to
performance athletics and leisure
footwear, Penn Sports has excellent
appeal across all ages and genders.
For more information call Lawrence
Gunn on 01706 873 355 or email:
lawrence.gunn@pennfootwear.co.uk
www.sports-insight.co.uk 23

Gray-Nicolls, Station Road, Robertsbridge, East Sussex TN32 5DH Tel: 01580 880357 Fax: 01580 881156

The New

Endorsed by Andrew Symonds of Australia

•

predat
predator bat
• 2lb-8oz to 3lb
• Mid to high sweet spot profile, ideal for
the top order batsman
• Beautifully balanced for a powerful but
light pick up
• Professionally "bowed" - helping you
keep your hands in front of the ball on
contact enhancing control and technique

•

www.gray-nicolls.co.uk

or range
New for 2006. The new Predator is a beautifully balanced model profiling a huge mid to high sweet
spot allowing a light, balanced pick up. The Predator features an accentuated apex profile which
evenly distributes weight either side of the spine giving the bat an excellent all round balance and lighter
pick up. The Predator is also professionally bowed enhancing it’s exceptional power.

ti tech pro

•

• Super lightweight design
• Fully adjustable ultra light Titanium Grille
• New rounded peak design giving increased vision
• ISA system for custom fit
• Unique hyper-vent multiple air flow ventilation design
• Lycra lined chin strap for extra comfort and sweat
absorption

pro performance legguards
•

• Excellent foam protection, weighing 40% less than
traditional legguards
• " Pro-Fibretec " inserts creating additional anti-shock
protection
• Extra wide lead leg protection
• 2" ankle and calf straps reducing achilles and calf
muscle strains
• Totally unique " Instep Comfort Zone " designed to
increase comfort, protection and stability on the instep
• Durable leather instep
• Knee-flex design on middle knee roll for extra comfort

pro performance gloves

•

• Extra cool air flow gusset for increased comfort and
moisture reduction
• High density Fibre-Foam protection with reinforced

•

• Ultra comfortable Tri-Flex design
Plaz-Tec inserts for ultimate shock absorption
• Comfortec lining for increased comfort
• Sheep leather palm for ultimate sweat absorption and
comfort
• End tabs extending finger tip protection
• Specially designed Thumb position for added comfort
and feel on the handle

4 star gloves

•

• Extra cool air flow gusset for increased comfort and
moisture reduction
• High density fibre foam protection with interlock
design on first two fingers of bottom hand
• Comfortec lining increasing player comfort

GN 5000 pro
• Revolutionary six stud fore foot provides unrivalled
purchase for quick turns and extra stability during
bowling
• Moulded mid foot component for improved support
and torsional stability
• Rear foot shock absorbing plate strategically
positioned to maximise comfort
• Mixture of pure leather and high performance mesh
upper for maximum lightness and breathability
• Soles available in flexi spike with additional rubber
spikes provided, and full rubber

• Calf leather palm increasing comfort and durability
• End tabs increasing finger tip protection

predator bag
• Side pocket incorporating two separate bat tunnels
•
•
•
•
•
•

Spacious end pocket
Side valuables pocket with mobile phone holder
Detachable internal wash bag
" Easy drag " wheels and adjustable shoulder straps
Spacious end pocket including lined boot tunnel
Reinforced bottom and stand up end for extra durability

•

CRICKET

Back on the
It’s boom time for
cricket following
England’s Ashes
success. But is the
sport’s new-found
popularity
sustainable?

front foot

Words by: Peter Taberner

The marketability of
now major sporting
figures like Andrew
Flintoff and Kevin
Pietersen should
ensure better times
are ahead

Cricket is currently enjoying
being the most fashionable product
on the sporting catwalk following
the success of one of the greatest
Ashes Test series of all time.
The sport has never been more
popular, and this has been reflected in
the way the Ashes triumph has
captured the imagination of the public,
culminating in the rapturous reception
that the England team received from
tens of thousands of supporters during
the victory rally in London last month.
The viewing figures for Channel 4
during the climactic final two Tests
reached 21 per cent of the TV audience,
representing as many as nine million
viewers and hitting terrestrial channel
competitors hard in the ratings figures.

Profitable era
For cricket’s manufacturers this could
equate to a highly profitable era as
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participation in the sport is expected
to rise after England’s victory.
Part of the drive to increase the
popularity of the sport in state schools
is the ‘Chance to Shine’ initiative,
which aims to improve cricket’s
standing of being only the sixth most
popular sport to play in school time.
The project began in May this year,
before the success of the Ashes series,
and its target is to raise £50 million.
The aim is to derive £25 million from
the private sector via individual
donations and corporate organisations,
with the Government being invited to
assist the scheme by donating on a
pound-for-pound basis from whatever
is gained from private sources.
This summer there has been 12
pilot projects initiated where cricket
clubs, providing all equipment and
coaches, have assisted schools with
cricket training in chosen urban and

rural areas. Coaching time is 20
hours per week, which is split
between six schools and
continues for a period of 12
weeks, of which three are out of
term time during the summer
holidays. The aim is to make sure
that all players play in five
competitive matches during the
training period.
The initiative is being
organised by the Cricket
Foundation, the independent
charity arm of the ECB. Says Nick
Gandon, director of the
foundation: “This is a great time
for cricket. We never anticipated
the fervour that was created in
August and September. The aim is
to get 30 per cent of primary
schools and 42 per cent of
secondary schools playing cricket
by 2015.

For this target to be
achieved, the financial
commitment has to be met.
Says Gandon: “So far, from
private revenue streams we
have raised £7.5 million, and
this is gathering momentum.
As for the Government to
match what we raise, there has
been very positive noises. The
Government is committed to the
increase of sporting participation
and cricket must play its part.”
Schools have accepted a
cultural change in the way they
are now more accepting of
outside influences in how they
organise their sporting activities.
With regard to ‘Chance to Shine’,
early scepticism has been quashed
as out of the 72 schools asked to
take part in the original scheme all
have accepted the invitation.
No cost is involved. The only
resource that schools need to provide is
teaching staff, who will gain from the
experience of coaching cricket in
schools and learning the complex
technicalities of the game.

TV coverage
In the wake of the game’s new-found
popularity it’s perhaps regrettable that
television coverage will move to Sky
after six years on Channel 4 in a bumper
£220 million deal that lasts for four
years. The Government will not renew
the ‘Crown Jewels’, the list of sporting
events that will by law remain on
terrestrial TV screens, until 2008, leaving
at least three years coverage on Sky.
An ECB spokesman said of the
deal: “The offers from the terrestrial
channels were significantly lower than
the Sky offer, with Channel 4 offering
less than their existing contract.
“There is enormous competition for
terrestrial channels, who are competing
now on a multi-channel basis. The deal
which we made reflects this, with
cricket accessible on television and
radio but also now online or with
mobile phone technology.”
He added: “The money will be
redistributed back into the game. We
have a fiduciary responsibility for the
game and the TV deal accounts for 80
per cent of cricket’s revenue, which will
fund the infrastructure of the game,
including the provision of central
contracts for international players down
to the lower professional ranks and to
junior kwik cricket.”
But with limited terrestrial TV
coverage (the ECB will provide regular

evening highlights on Channel 5),
will interest be maintained at junior
level? Says Nick Gandon: “It’s a
terrible shame that cricket will be
disappearing, but I am not blaming
the ECB entirely for their decision.
In terms of the project, there is still
time for the contract to be won by
terrestrial TV by 2015.”

Retail market
So what will this mean for the cricket
retail market? The role models that
the sport has gained over the
summer, allied to the marketability of
now major sporting figures like
Andrew Flintoff and Kevin Pietersen,
should ensure better times are ahead.
Jon Hughes of Edge Cricket
says: “We are a new company, but
definitely sales have increased during
the summer with regard to the Ashes
success. There have been significant
orders for schools in 2006 in our
junior range; it’s in this market that
we envisage the biggest success.”
He added: “Cricket technology is
always evolving. For example, in terms
of protective wear, the main
technology is to make it as light as
possible. This can result in a lot of midprice range products, which would be
suitable for many young cricketers.”
The product range which is on
offer is varied towards age groups and
to conform to the needs of certain
styles of player. In the junior cricket
bat market there are five main choices.
Gray-Nicolls’ Phoenix Titanium has a
unique contour shape at the back of
the bat, which is suited to a power
player as the shape maximises the
strength behind hitting the ball.
The Powerhouse Carbo has
become a best-selling bat, mainly due
to its association with England opener
Andrew Strauss. Its distinctive carbon
fibre handle gives any youngster extra
control and is aimed at players more
likely to pick out spaces around the
field and score progressively.
Based on an Australian bat, the
Predator 5 Star has a big profile and
is manufactured to be a lightweight
but destructive weapon. This would
be the right choice for any player
who wishes to adopt an aggressive
style to score quickly.
The Laser Strike Force bat has a
concave profile with an even weight
distribution throughout the blade.
This product is more lightweight than
the others and, like the Powerhouse
model, is better suited to scoring
singles and two runs rather than

hitting boundaries.
Another popular bat is the
Longbow, which has been a
consistent seller for a number of
years. The subtle bow on the lower
part of the bat makes it an ideal
choice for players whose strength lies
in driving the ball powerfully.
The next level up after the junior
range concentrates on 11-16-year-olds.
The models are the same but have the
obvious increases in size and weight.
Quality of willow will differentiate
between the age groups. At junior
level bats will be made of Cashmere
and English willow; for 11-16-yearolds and leading into the full adult bat
pro-performance willow is used,
which increases the weight of the bat.
A growing and lucrative aspect of
the market is the expected increase in
player endorsements of products in the
wake of England’s cricketers becoming
greater role models after the Ashes.
Nick Wilton, Cricket Promotions
Manager at Gray-Nicolls, says: “We
can expect, in a similar style to
footballers, that cricket players will
become far more involved in the
naming of brands if the success of the
England team continues. We have
already seen bats attributed to
Andrew Strauss and Flintoff.”
Cricket is making the most of
its boom time. Whether its newfound popularity is sustainable
si
remains to be seen.

Matthew Hayden
wielding his GrayNicolls’ Phoenix
Titanium bat
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STORE SECURITY
DIGITAL
SIGNAGE

Multimedia assault
With the introduction of digital signage and electronic posters, marketing and in-store
promotions will never be the same again
Words by: Dave Howell
The NEC WT610 shortthrow projector can
display a six-foot-wide
image from just a few
inches away
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If you walk into Lacoste’s flagship
boutique on Regent Street in
London you could be forgiven for
thinking you had entered a video
game emporium. Dominating the
space is innovative technology from
Sony called Holoscreens transparent video screens hanging
from the ceiling displaying
marketing and product messages.
“Imaginative forms of customer
communication like these Holoscreens
are an integral sales tool in a crowded
marketplace,” says Richard Potzesny,

Retail Director at Lacoste UK. “We
find that customers are drawn to the
images and often comment on them
in-store to our staff.
According to a joint survey by
Samsung and POPAIdigital, there are
more then 10,000 retail outlets in the
UK that are currently using some
form of screen-based media
communicating messages to their
customers. Says Alan Hemson, senior
manager of IT Products & Services at
Samsung: "With more and more
companies attempting to crack the

digital market through trials of
varying degrees of success, one thing
remains certain - it is only a matter of
time before the other 42 per cent of
companies that have not yet
considered screen technology as a
means of communication with
customers begin to experiment with
this exciting and promising medium."

Digital signage
If you’ve been looking for a way of
reaching more of your store’s potential
customer base, and want to utilise the

latest in-store technology, digital
signage could provide you with the
ideal solution.
Thanks to the development of large
flat panel screen technology, more high
street retailers are investigating this new
communications channel. Sainsbury’s
recently installed Sony’s Ziris Series
Digital Signage software in its Edinburgh,
Ipswich and Nine Elms, London stores.
Targeted to specific areas within the retail
space, messages will be delivered to over
290 plasma and LCD displays in the three
stores. Tailored messages and advertising
materials will be displayed via 16
channels in the Nine Elms store and 15
channels in the Edinburgh and Ipswich
stores, directing customers to relevant
products, promotions and special offers.

With the cost of large LCD and
plasma screens continuing to fall, the
digital signage market has been
quietly developing as new
technologies have converged to make
multi-screen displays and even digital
posters possible. If you thought that
in-store screens were just available to
show a brand’s adverts or static
marketing images, think again. This
technology is coming to your store
sooner than you think.
Explains Simeon Joseph, Product
Marketing Manager for NEC’s
Business Equipment Division: “With
its capability for achieving vivid
colours and a sharp, bright display,
plasma has become the technology of
choice. The content that these displays
can carry is limitless. For instance, a
sports retailer can promote special
offers in-store, easily cross selling in
different departments and making
customers aware of new or upcoming
products and promotions.”
What’s more, both NEC’s plasmas
and projectors can be incorporated
with touch-screen overlays to create
advanced interactive solutions. “Instore entertainment has evolved
dramatically in recent years,” says
Joseph. “In a highly competitive
market, catching and holding the
attention of shoppers is challenging
but vital, so finding the correct
medium is key.”
TV station-like content may be too
complex for the average retailer, but
even if your needs are modest you can
still make great use of digital signage
in your store, thanks to digital posters.
As its name suggests, they allow you
to replace the printed poster forever.
Available in two varieties, the
standalone version can display still
images that are updated by simply
inserting a USB memory stick. If you
want to display moving images and
change the display often, the network
version allows this via wireless, GPRS
and 3G communication.
The networked digital poster can
be updated via your internet browser.
Upload your images to your browser
window and in a few seconds they
appear on any digital poster linked to
the network. The Remote Media
Management Software (RMMS)
supplied to control your digital
posters enables your media content
to be scheduled for playback at a
date and time of your choice. Costs
vary from around £1,300 for a 17"
screen, to over £6,000 for the 47"
standalone model.

FIND OUT MORE
Sony Digital Signage
www.sonybiz.net/retail/security
A complete and flexible digital signage
system is available from Sony Europe
in a wide variety of sizes, from 17" to
50" displays. In-store promotions,
messaging and entertainment can all
be displayed on-screen.
NEC
www.nec.co.uk
NEC’s 42" and 61" XGA plasma
screens are finding their way into more
and more retail settings. Combined
with NEC’s Multisync projectors, they
are offering retailers superb flat-panel
display technology.
Digital Posters
www.remotemedia.co.uk/digitalposter.htm
Moving the printed poster into the
digital age has become a reality with
the digital signage from Remote
Media. The ability to update each
poster’s content wirelessly gives
retailers complete control over their
displayed messages.
Avanti Communications
www.avanti-communications.com
Specialising in screen media services,
Avanti’s large screen displays can be
seen in shopping malls across the world.
In the retail space it recently installed the
Boots TV system that has been proven
to drive sales and increase brand
awareness of the store.

The Hypertag
interactive digital
poster can instantly
beam marketing
information to any
compatible mobile
phone © Hypertag
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DIGITAL SIGNAGE
Sony’s digital signage
is now being used in
some of the UK’s bestknown stores

What’s more, digital signage is
going interactive. Remote Media’s
digital poster technology is now being
extended. In a partnership deal with
Hypertag (www.hypertag.com),
digital posters will be able to beam
information to anyone with a
compatible mobile phone.
Walk past a Hypertagged digital
poster and you’ll see marketing
messages appear on your mobile.
Says Remote Media’s chief
executive, Jason Cremins: “This
partnership opens up major
opportunities for retailers, creating
two-way communication between
them and their consumers using
digital poster networks to deliver a
multitude of tailored content,
including vouchers, offers and
product information.”
If you’ve wanted to make a closer
connection with your customers’,
technology now allows you to exploit
the mobile phone network in a brand
new way.

In-store multimedia

With new low-cost
digital displays it’s
possible to change
your window display
posters via your PC
© NEC

Simply installing large screens in a
retail environment is certainly doomed
to failure, as you have to think
carefully about what you want to
achieve with the technology. As Jason
Cremins explains: “In the early days
of digital signage in retail, companies
mounted plasma displays in-store
without the consideration of what their
objectives were and how they would
be updated and with what content.

“This has lead to retailers
becoming disillusioned with displays
in-store and sceptical of their benefit
to the store environment. However,
today retailers have started to ask
more questions about what they
require and how it could be
integrated seamlessly within the
store environment.”
Retailers in general are seeing
that they have to create an
environment that their customers are
not only attracted to, but that they
want to spend time and money in. As
Simeon Joseph of NEC succinctly
points out: “Large-scale display
installations in retail outlets are
becoming increasingly popular.
Retailers are now recognising the
adaptability of such displays in terms
of both in-store communication and
the creation of a young and vibrant
atmosphere for the customer.
“The flexibility of plasma screens
means that the retailer
can customise them to suit the design,

“The senses of your customers can be used to great advantage,
but you have to be careful how you stimulate them”
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size and functional space of their
business to provide
maximum impact.”
However, care must be taken
when you are designing this kind of
invasive technology into your store’s
overall layout. Paul Buckley, Lecturer
in Marketing and Consumer
Psychology at UWIC Business
School, says the senses of your
customers can be used to great
advantage, but you have to be careful
how you stimulate them.
Explains Buckley: “People are a
bit like a computer. If you don’t touch
it the screensaver comes on. Peoples’
brains are like that. If they aren’t
stimulated they go into a trance-like
state. So what you want to do is
stimulate, but not too strongly, to keep
the customer interested.
“Too much stimulus can have the
opposite effect, so you have to get the
balance right. Research has been done
that shows that loud music, for
instance, decreases the occurrences of
vandalism as the loud music is too
irritating. Some stores have tried
using LCD screens to sell goods, but
this has proven to be a mistake in
some cases as it simply put customers
off. You can use it, but at a much
lower key.”
Technology now offers you the
chance to create a dynamic
environment for your customers.
Digital signage is increasingly
becoming the norm in the high
street. The digital poster is a
phenomenal development that can
now reach out to any customer who
is nearby and beam marketing
messages and special offers directly
to their phones.
With flexible screens also on the
way, you will soon be going through a
renaissance in the way you handle
your in-store promotions and signage.
Costs will come down and allow even
the smallest retailer to make use of
Holoscreen or touch-screen technology
si
in their stores. Watch this space.
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`Jason Cremins, Chief Executive of Remote Media

Established in 1997,
Remote Media
provides digital
signage, audio/visual
and interactive
solutions to
companies wishing to communicate
dynamically with their customers.

chosen in-store format for many retailers
and Remote Media have secured several
large-scale deployments which will be rolled
out over the coming months - starting with
a 100 site roll-out for travel agent Thomson
offering live updates to holiday pricing and
promotions combined with third-party
media, generating income for Thomson.

With the arrival of flat panel TV
technology, more retail outlets
seem to be using it to entertain
and inform their customers. Could
you outline the main uses of this
technology in the retail space?
No longer do retailers expect that
retro fitting plasma displays in-store is
the only way they can make use of
digital displays, why would they spend
millions of pounds building up their
brand and then promote plasma
display manufacturers by hanging their
screens throughout their stores?
Remote Media have been listening
to retailers’ comments over the last few
years and have developed a range of
digital posters that enable seamless
integration of high definition LCD displays
within the in-store environment. Digital
posters enable the benefits of digital
signage without the encroachment on
the retailer’s brand and environment.
Digital posters are becoming the

TFT technology has many
applications outside of its usual
use as a means of presenting
content to customers. Point of
sale seems to be a growth
market. Do you think this
technology will find its way into
this kind of marketing material?
Yes. Retailers are keen to invest in digital
signage on the basis that it enhances their
brand and does not require massive ongoing
costs to maintain and refresh content.
I like to talk to retailers about a POS
scale - at one end is their static printed
posters and at the other is a full-blown
in-store television network such as
TescoTV. Digital posters are positioned
just up from their traditional static posters
and will fit in seamlessly with their
current store design and content creation
skills, but with the added benefit of
immediate delivery of content so that
they can react to market conditions and
stock available without the cost of
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printing and logistics.
Digital posters are complementary to
existing static posters, but as display
technology evolves and costs continue to
reduce more and more retailers will be able
to justify the commercial decision to roll out
digital posters throughout their stores.
If a store owner was thinking of
installing this kind of technology,
what advice would you give them?
I always start any discussion with a
retailer by asking them: "What are you
trying to achieve from in-store digital
signage?" I also ask them: "Close your
eyes and picture your digital signage
network in place, what does it look like
and what is it doing for your company?"
Too many digital signage
networks have failed due to retailers
being mis-sold technology and not
having a clear objective for their
networks before making a
commitment to roll out. Without clear
objectives, there are no
measurements in place for testing the
success or failure of the network.
Retailers need to consider whether
they are looking at rolling out digital
signage to entertain their customers,
communicate more effectively with
them or generate income from
supplier or third-party advertising.

Nick Deen, Senior Market Development Manager of Sony Europe

Nick Deen has been
active in the IT
sector for many
years. His career
started with a small
IT company offering
a wide range of automated data entry
solutions, followed by a newspaper
publishing software company.
With Sony Europe he started out
as Marketing Services Manager for its
Videoconferencing business. Currently
he’s Senior Market Development
Manager and is responsible for
customer marketing of the Sony Retail
Transport & Venues Group.
Some market sectors lend
themselves more to this
technology than others. Can you
outline your recent involvement
with Adidas and Sainsbury’s?
I think that digital signage can apply
to any retail environment. The way it
needs to be set up will indeed change
between different types of stores.
Sainsbury’s obviously would like
to sell more products. However, it has
not been their sole intention of
implementing digital signage. One of
the main goals was to enhance the
shopping experience and to build
customer loyalty towards Sainsbury’s.
For Adidas it is also about image and

shopping experiences. Flagship stores
are equipped with digital signage
solutions from Sony to create a specific
Adidas shopping experience.
If a store owner was thinking of
installing this kind of
technology, what advice would
you give them?
Basically, a store owner has to think
about two issues mainly - purchase a
system that fits your needs and is
reliable, available and scalable. A
screen that goes ‘on black’ is deadly
for a digital signage solution, so any
retailer should become aware of this
the instant it happens.
Secondly, one can have all the
hardware, but the content is still king.
Think about what to show on the
screens besides thinking about which
system to purchase. Also think about
what kind of content to show.
Can you outline how your
Holoscreen technology can be
used in a retail setting?
Holoscreens are an ideal way of
attracting consumers to your store.
Holoscreens, or ‘look-through panels’,
are special glass-like panels showing any
kind of content from a projector. The
impact of Holoscreens is huge - people
are always attracted to these screens

and, thus, the stopping power of the
retailer’s window is improved.
For the sports retailer, what do
you think the key advantages
of this technology are?
Digital signage is a new way of
promoting your store and the
products it sells, and studies are
showing that it is very effective.
Moving images entertain, they're
not static like posters and they
are better at attracting
consumers' attention.
Sport in particular is dynamic,
it’s about action and passion, and
television is the best medium for
conveying this. Not only does digital
signage allow sports stores to
capture the energy of sport in-store,
but it also allows content to be
changed, depending on the weather,
season or event.
Retailers can take advantage of
events like Wimbledon or the Ashes
without the need to design and print
posters, thereby saving time, money
and resources. Finally, retail chains
can use digital signage to control
what is shown/advertised on the
screens in all stores in the country or
worldwide from one place, so
consistency of messaging is a
principal advantage.
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IN SEASON RUGBY
This would put English rugby union
on a par with its southern hemisphere
rivals and the England cricket team,
which has blossomed since central
control over players was introduced.
Central contracts are used by the English
Cricket Board for Test players like
Michael Vaughan and Andrew Flintoff.
RFU chief Francis Baron says the
next two years are needed to put together
a rugby team capable of winning the
World Cup in France in September 2007,
and the RFU has produced proposals for
the nation's top players to be contracted to
them rather than their clubs.
“We need a minimum of two
years to create our team for the
World Cup,” says Baron. “We are
putting in jeopardy our ability to
compete at the level the country
wants us to play at in the World
Cup.” Former England coach Clive
Woodward summed up the position
when he resigned a year ago. “It’s
like trying to run a business without a
workforce,” he said.

Running the gauntlet
Rugby still rides the wave after its World Cup victory in 2003,
but is the structure in place to repeat the feat in 2007?
Words by: Catherine Eade
The RFU has produced
proposals for the
nation's top players to
be contracted to them
rather than their clubs

Thumbs up:
heightened awareness
of the Rugby World
Cup 2007 will no
doubt bolster sales
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With just under two years to go
before England has to defend the
World Cup, rugby fans might be
bullish about the team’s prospects
were it not for the current question
mark over England players. Clubversus-country rows are becoming
increasingly common, and the RFU
is considering trying to place
England's leading players on
central contracts.

Players in demand
On the other side of the coin,
many coaches and chief executives
believe the Premiership would
struggle if England’s footballers
were controlled centrally. The
clubs are understandably reluctant
to lose control over the availability
of their most marketable players.
As far as they are concerned,
being without their England stars
for longer periods will affect
attendances, income and
sponsorship, and will force them
to recruit more foreign players,
thus reducing the number of
players available to England.
A long-term agreement
covering the period up until the
next World Cup appears a long
way away. A compromise deal may
well be the best either side can
hope for, but onlookers fear a
court case may be on the cards.
McDavid’s UK manager Paul
Sherratt says: “Central contracts
clearly work if one is looking to
develop the national side - you only
have to look at this summer’s Ashes
success for evidence. But inevitably
clubs want to field their best players
and for them to be unavailable, plus
the threat of them being injured,
makes it difficult for clubs to accept.
“One thing that central contracts
do produce is the opportunity for
more players to become involved at
a club level on a more regular basis
when the international players are

SPORTS INSIGHT SPEAKS TO KOOGA
MANAGING DIRECTOR SHAK ANWAR
ABOUT BOOSTING RUGBY RETAIL SALES
What are the main sectors purchasing rugby wear/gear?
Educational institutes - schools and universities who purchase
from wholesalers at budget prices. Junior clubs - in the past
they have always tended to just buy shirts, but are
increasingly looking for more technical apparel as standard as
junior rugby improves.
Social players - there are around 500,000 in the UK. They
tend to shop through retailers and buy a combination of kit,
including hardwear and technical training apparel. Diehard
fans - the fans who really love the game, tend to be season
ticket holders and readily purchase replica kit and branded
product to show their support for their club.
Couch potatoes - this group identify themselves with the
game by watching it on TV. They are likely to buy branded
leisurewear like the KooGa generic sweatshirts.

on duty, thus developing their skills
and allowing them to move through
the ranks as opposed to being
sidelined by the better players at all
times. However, central contracts do
throw up a wide range of issues,
from financial to player’s welfare,
that mean it is difficult to reach
a compromise.”
Sherratt says one solution lies
in fixture list planning to reduce the
impact on the clubs and players and
move towards quality not quantity
of games. But he adds: “The only
problem with this will be how to
ensure that the clubs don’t lose
revenue which, in reality, is the
biggest factor behind the whole
debate. I am sure lessons can be
learnt from cricket and these may
assist in a resolution for rugby.”
2003 victory
Rows apart, attendances for rugby
games are still high and the number
of people playing rugby continues
to rise. England’s World Cup win in
2003 has had a beneficial effect on
the game as a whole.
“Undoubtedly since the last
World Cup there have been an
increasing number of younger
players coming into the game,
which will help to ensure the
future of the sport,” says Paul

Sherratt. “The England victory
also underlined the transition from
amateur to professional game that
gave people a different perception
and image.”
“The World Cup injected
excitement and passion into the
game for people who perhaps had
never watched it before and elevated
rugby back to a national sport,” adds
KooGa managing director Shak
Anwar. “The huge level of media
coverage made it so much more
accessible and it transformed the
players and coaches into celebrities.”
Heightened awareness of the
Rugby World Cup 2007 will no
doubt bolster sales, but although
rugby manufacturers will be
making preparations for increased
demand, the extent of sales growth
will ultimately depend on the
team’s success.
“England is presently in the
process of rebuilding after the
success of 2003. Many from that
team are unlikely to play in the
next World Cup, so it will take
time for the new generation of
players to gel as a team,” says
Sherratt. “The most important
factor will be establishing a core
of players that can be motivated to
repeat the feat in 2007.”
si

“Central contracts work if one is looking to
develop the national side”

How can a sports retailer attract rugby players looking for
serious kit?
Rugby players come in so many shapes and sizes that it's never
a case of one size fits all. Retailers must ensure that they can get
access to product quickly and reliably. Ideally, in order to service
demand they should carry a stock of core lines
Secondly, they should build relationships with local clubs,
letting them know that they stock performance rugby kit.
Rugby clubs do tend to be very loyal to retailers who provide
good product and service.
Is today's rugby customer looking for more technically
advanced product?
Rugby kit has come a long way since the traditional cotton
shirt. Advances in fabrics mean that players can now take
advantage of kit that actually aids and enhances their
performance, similar to athletes in other sports.
KooGa has been the driving force in bringing rugby
product into the modern age by constantly reinvesting in
research and development. We work closely with customers,
clubs and players to ensure that the technical advances in our
kit genuinely do help their game, and we've been getting great
feedback all round.
What technological developments in rugby kit or
accessories have had the most impact?
The tighter stretch-fit shirt fabrics and streamlined designs
which have replaced the traditional baggier cotton rugby shirts
have probably had the most visual impact. Nearly all
professional clubs have adopted them now and they've
completely changed the face of rugby kits.
Do sports retailers stock a wide enough range of rugby
gear and equipment?
Most retailers will only stock the basics, but there are those
who are very successful because they are prepared to offer a
wider range. Players who are serious about rugby will travel to
buy their equipment after finding it on a website, for example.
A good level of knowledge about each product is very
important. Rugby product is now so highly technical that stores
really need to know their stuff when advising customers.
Has the feelgood factor from the Ashes triumph filtered
down into sports such as rugby?
There really is a feelgood factor surrounding English sport at
the moment. You just had to watch the crowds turn out for
the winning parades - team GB after Athens, when we won
the Olympic bid and after the Ashes - to see that there's a
great feeling towards our athletes at the moment. I'm sure
their successes will have inspired hundreds of people and do
think that this will filter down to all sports in the long run, not
just rugby.
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Rugby
Gilbert Xact product range
The Xact product range has been developed to support the technological
advancements of Gilbert’s world-class rugby balls:
■ The Xact Pro boot is designed to work in conjunction with the Xact
ball to deliver the ultimate in kicking performance.
■ Xact protection, with integrated moisture management, guarantees
that the wearer stays cool and protected.
■ Xact apparel uses breathable fabrics and thermally sealed seams and
manufacturing techniques used in other sports to guarantee player
comfort in all conditions.
■ The Xact logo is the Gilbert guarantee of excellence and confirms that,
whatever the product you choose, it has been ‘Created To Perform’.
For further information call 01580 880 357 or visit
www.gilbertrugby.com

Mizuno Timaru and Cup Final Low
Available in low cut or a mid cut with toe cap, the Timaru is a good all-round performer and benefits
from a full leather upper with fabric supports and the tried-and-tested
Mizuno 6x2 removable stud system. The outsole also boasts a
reinforced shank with lace grooves.
Offering athletic Mizuno performance at a great
price point, the Cup Final Low features a
lightweight, full synthetic upper over a 6x2 stud
configuration for excellent traction and
comfort.
Mizuno: 0800 3280180.
www.mizunoeurope.com
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KooGaSKIN performance rugby
apparel
KooGaSKIN is the latest range of performance rugby apparel
bought to you by Europe’s leading rugby brand, KooGa.
Designed to fit tightly to the skin as a base layer under kit,
KooGaSKIN is made from a revolutionary fabric that keeps a
player’s body temperature at the perfect level to perform.
Incorporating a unique fabric that wicks away perspiration and
forces it to the outer layer of the garment where it evaporates,
KooGaSKIN allows the player to stay dry and comfortable in
any climate.
Each KooGaSKIN garment is ultra soft and allows for the
stretch and fit capability needed for extreme sports
performance, making it the choice of leading professional clubs
including Neath Swansea Ospreys and Newcastle Falcons.
To stock KooGaSKIN call KooGa Rugby
on 08708 454 544.

www.sports-insight.co.uk
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IN SEASON FOOTBALL
what sport is still the most widely played in
the UK. And despite retail disappointments
over recent months, football is still a booming
sector of the sports industry.
According to NPD Sports Tracking, the
football boot market in Great Britain was
worth just under £150 million in the 12
months to June 2005, a double-digit decline in
value sales and the number of pairs sold due
to Euro 2004. But the research company
expects a double-digit increase for boots and
replica shirts over the coming year, because of
the World Cup.
To gauge the mood, Sports Insight caught
up with a couple of football industry figures
and asked a few key questions. Bob Hope,
managing director of Molten Sports, and
Alistair Woodhead, managing director of
Nomis, gave us a few moments of their time.

How have sales been over the last
12 months?

Crisis, what crisis?
The state of the game is, as ever, under endless
discussion, but there are no worries for retailers,
according to those in the know
Words by:
Catherine Eade
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Much has been made of the ‘crisis’
in Premiership football. But while
many might acknowledge a
disappointing start to the season
attendance-wise, it must be
remembered that the number of
people that attend matches is still
much higher in the UK than
anywhere else - and that crowd
numbers are dropping from what
were historic highs.
A dip in attendance is
unsurprising after the astonishing
rise in attendances in the nineties,
from 16 million to 29 million at its
peak.
Meanwhile, England’s recent
World Cup qualifier win over Poland
gave rise to a series of positive
reports in the press, including the
suggestion in a few papers that some
of the criticism of Sven-Goran
Eriksson may have been unfair.
It’s still seven months to go
until the true reckoning, but the
World Cup finals seem in the eyes
of many to be a happier prospect
after the latest England victory. This
is, of course, only natural. The
mood swings suffered by the
country after an England win or
defeat are all-encompassing and

tend to creep into every aspect of
daily life for fans - and the
nation as a whole.

Debate
As ever, English football has no
shortage of fans, or subjects to
opine about - whether we should
get a new manager before the
World Cup, whether there’s too
much football on TV, or not
enough, why swearing at the ref is
not something players should get
away with, whether the
Premiership is too predictable,
what’s the latest footballer’s
haircut/victory run/girlfriend…
Football blogs on the internet and there are many - are becoming
increasingly popular as the
medium attracts thousands of fans
who can now have their say about
the most important thing in their
lives. Match reports, team selection
advice, strategy and all sorts of
recommendations come from Tom
Dick and Harry daily.
Despite all the complaints and
articles such as ‘Is Sven’s regime
in its death throes?’ (When
Saturday Comes), you only have to
go to any public open space to see

Bob Hope: sales have been buoyant,
principally due to the launch last year of two
new fantastic high quality Molten balls: the
ACENTEC Vantaggio Soccer ball, the only
FIFA APPROVED match ball with no
stitching, and the 12-panel G-Series Basketball.
Alistair Woodhead: as a new brand, we only
started selling in March for the 2005 season
and the reaction and sell-through has been
staggering - over 60 independents as

CUSTOMER FOCUSED PHILOSOPHY
In spite of the growing number of companies in
the UK market, Italian teamwear brand Errea is
currently enjoying huge growth. Sales Director,
Tim Barnard, sees being able to satisfy a wider
range of customer needs as vital to success.
“More and more clubs at all levels are looking
to develop a professional image, both on and
off the field,” says Barnard. “Players and
managers expect to travel to matches in club
uniform and to train in club training wear. This
helps develop team spirit and confidence and
provides manufacturers with additional sales
opportunities.
“The range of products being offered to teams
has never been bigger or better, but continuity
of supply is essential. At Errea, we offer one of
the biggest catalogues of teamwear,
leisurewear and training wear in Europe and
our entire clothing range is made available for
a minimum of three seasons. And because we
manufacture ourselves, rather than through
third parties, even products no longer featured
in the catalogue can still be produced.
“Being able to offer this level of service, on a
consistent basis, helps to build and maintain
solid long-term relationships with clubs. This
customer-focused philosophy is at the heart of
Errea’s strategy and proven success.”

customers and everybody who
couldn’t buy wants to see the new
range.

What sort of increases do
you expect in the months
leading up to the World
Cup?
BH: we envisage a growing market
share as the focus on the World Cup
sharpens in the lead up to the
competition.
AW: the World Cup will stimulate
new product from all the brands, so we
are happy that our new technical
product has been supported so well
this year. Growth for next year will be
vertical, but one has to be careful
quoting figures being a new brand.
The sales projections based on market
reaction and customer requests will be
well into double-digit thousands.

What advice would you
give to a retailer trying to
maximise football sales?
BH: simple - sell quality products,
which last and get talked about.
Secondly, make sure you second-guess
the demand as accurately as possible.

What feedback do you get
from retail and how
valuable is it to the
industry?
BH: feedback from retailers is
important on several levels - quality of
product, speed of product sales, what
customers say, how they make the
purchase. The launch of the new

Molten G-Series Basketball and the
Molten ACENTEC Vantaggio Soccer
ball really got retailers talking
enthusiastically about the new
technology developed for both balls,
and I believe dialogue is always a
good thing. All feedback we receive is
communicated to Molten HQ in Japan,
which uses the data for future product
development and marketing.

What is the biggest barrier
to getting new products
into the market?
BH: for Molten and other new
products, the problem has to be brand
awareness. Building a new brand takes
time, but careful planning, timing and
creative marketing can reap dividends
in the long run.
AW: the honest answer is the lack of
speed for retailers to move away from
the norm. Every independent
complains of margin shrinkage from
multiple discounting, but they put up
with it even though it is not profitable
to do it. The diplomatic answer is the
dominance of the big two. But
technical product has a real chance as
there has been no new technical
product in 12 years, virtually since
Simon Skirrow, Nomis’ brand owner,
co-designed the Predator for Adidas.

When should retailers be
placing orders for football
kit/equipment, and how
much volume should they
take?
BH: I believe they should be placing
orders at least 6-9 months in advance.

Most sporting goods these days are produced in Asia
and long lead times are required. Regarding volume,
this is the perennial 60 million dollar question. I
believe you have to look at sales of previous years and
make a prediction up or down according to what you
see as potential external influences. For example, 2006
is World Cup year so I would be astounded if sales of
soccer balls did not increase.

What do you think about the recent
discussions about Premiership football
becoming boring and predictable?
Should retailers be worried about the
drop in attendance at games?
BH: I don’t believe Premiership football is becoming
boring or predictable, and I don’t believe retailers
should be worried about the drop in attendance at
games. Just because more and more people are
choosing to stay at home and watch the game on TV,
rather than pay the exorbitant gate prices, does not
mean that supporters are losing interest in the game or
that it will stop them from buying soccer
kit/equipment.
AW: definitely yes, although the impact on boot sales
will be minimal. But I’m glad I don’t have a replica
shirt business.

Do you think there’s too much or not
enough football on TV?
BH: I think there is plenty of football on TV. And I
hope that in the build up to the 2012 London Olympics
we will see other sports on TV such as basketball and
volleyball.

Do you think that London winning the
Olympic bid will result in more focus
on sport across the UK in general, and
will it affect the amount of football
played at grassroots level?
AW: I have friends who live in Australia and having
the Games in an already sports-mad country were a
massive boost. I believe coming from a lower base of
facilities the impact will be even greater, and football,
whilst not being the key Olympic sport, will get a
decent lift, especially in kid’s areas.

Has increased focus from the likes of
Sport England and more Government
funding for sport in schools benefited
the football sector in particular?
BH: as far as I am concerned, any investment in any
sport, particularly in schools, can only be a good thing,
not only for the sport but also the school and the
nation. Sport provides many things to school pupils. To
the individual pupil it offers health and well-being and
educates them about the importance of keeping fit and
healthy. It also provides valuable lessons in
participation, interaction and competition with others.
For a school as a whole, sport offers a chance to
bond together, support each other and feel proud of
their achievements - all of which can be drawn upon in
later life.
AW: I think the Government pay lip service to their
ideals of more sport in schools. However, with the
focus of the Games and general health issues, I do
believe sport will creep up in importance.
si
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Specialist PR & Marketing agency in the Sport & Outdoor Leisure Industry

“We are
prepared
to go that
extra mile”

“Marketing
that never
misses the
target”

“We are here
to help you
shine above
the rest”
www.mcspr.co.uk

“We have enjoyed working with the
MCS team for many years now. They
are a great resource for reaching all
areas of public relations from the basic
but very important day-to-day contacts
and tasks to one off innovative projects
and events. A good team to work with.”
Kirsten Ryan, Director Ardblair Sports Importers/Kappa GB

“MCS has been at the forefront of outdoor PR for many years
and has always offered an efficient and friendly service. When
I need information they respond efficiently and accurately.”
Chris Townsend, Equipment Editor, TGO Magazine

“MCS is not just a PR company, MCS are a
fundamental part of our business and we see them
as strategic partners in our future success”.
Gordon Fraser, Managing Director, Anatom Ltd

Tel: 0161 827 7405 e-mail: info@mcspr.co.uk
Winner of the Best PR Campaign 2004 - Tens Awards
Winner of the Outdoor Industries Association “2003 Retailer Promotion of the Year”
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Mizuno New Wave Blade
Mizuno’s top-end shoe uses the highest quality kangaroo leather and features the all-new ‘Bio Panel’, which allows better traction and control when striking a
football. It also uses the unique Mizuno Wave Cushioning System, which provides greater body protection.
The Wave Blade concept has shoes available at all the key price points.
Mizuno: 0800 3280180. www.mizunoeurope.com
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Mitre Meteor

Nomis range

The Meteor, Mitre’s
FA Cup Rounds
Ball, brings
together the old
and the new by
replicating the
design of balls
used in the great
cup finals of the
1960s and 1970s.
With over 100 years of football knowhow, Mitre says the Meteor is faster and more
accurate than ever before, travelling at speeds
of over 100mph yet still allowing the player to
retain full control. A perfectly round ball, it
flies true and will not move in the air - unless
a player wants it to.
Says Mitre’s Marketing Manager, Katrina
McCreadie: “With the classic 60’s look on the
ball of the future, we think the Meteor brings
together the old and the new, perfectly
representing the spirit of the 2005/6 FA Cup.”
Mitre: 0208 970 2866. www.mitre.com

The reaction to the first ranges of Nomis and initial
sell-through has been very encouraging. The new
ranges for 2006 are about to be launched and will
have continuity of core styles, but also incorporate
new technology to go with the revolutionary wet/dry
grip concept.
For the first time a children’s range will be available, incorporating all the skill technology
attributes that are so often removed from these products in favour of price.
Reaction to the current boots from Premiership, Championship and League One and Two players
has been excellent and by the end of the year 12 Premiership players and 25 in the
other leagues will wear Nomis, which speaks volumes for the
technology and comfort of the boot range.
For more information call Steve Lee, Sales
Manager, on 07841 696849 or email:
steve@nomissports.co.uk. Alternatively
visit www.nomissports.com

www.sports-insight.co.uk
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Italian Style within the UK Market
Errea, the Italian technical
sportswear manufacturer is looking
forward to major expansion over
the next twelve months as it looks
to capitalise on a growing presence
in the UK sportswear market.
Established in Italy in 1988, Errea
has seen consistent growth in recent
years and is the brand of choice for a
growing number of professional
football clubs in the UK, including
Middlesbrough, Brighton & Hove
Albion, Burnley, Notts County,
Bristol Rovers, Cheltenham Town and
Rushden & Diamonds. The brand is
also popular with countless semi-pro
and amateur clubs across the country
who are supplied with exactly the
same quality kit as the contracted
professional clubs.
As well as providing top quality,
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superbly styled football strips, Errea
also boasts a huge selection of rugby,
basketball and volleyball team strips,
together with an extensive catalogue
of training wear, leisurewear, athletics
kit and sports accessories.
Sales Director, Tim Barnard,
identifies the unique points that have
contributed to the growing success of
the brand in recent years:
“Although the company has
grown to employ nearly 1,000 people
in Europe, Errea’s policy of
controlling the entire manufacturing
process - from design and fabric
sourcing, through to garment
assembly and distribution – means we
can ensure consistently high levels of
product quality throughout our
comprehensive range. It also allows
us to offer unrivalled levels of

flexibility in providing personalised
teamwear design”.
The company has announced
plans for major expansion in the UK
market over the next twelve months,
spearheaded by the formation of a
new company, Errea Sport Ltd, set up
to manage development of the brand
in this country. Such is the Italian
manufacturers’ belief in the UK
business plan put together by Errea
Sport, they have taken an equity stake
in the business, with experienced
Export Sales Manager Fabrizio
Taddei joining the UK Errea Sport
board.
The business development plan
centres around the setting-up of a
small number of new regional
distributors, called SuperPoints, in
turn supplying and working with

Errea have been technical kit sponsors
to Middlesborough for twelve years.
numerous dealers (called Errea
Points).
UK Managing Director Barry
Bradshaw believes the SuperPoint
distributorships are an exciting
opportunity to build a business with a
highly visible brand.
”Each new SuperPoint will have
an exclusive, defined geographic
territory (typically comprising 2-3
counties), and will have full
responsibility for the development of
sales in that region. Working
exclusively with the Errea brand, and
supported closely by Errea Sport Ltd,
each SuperPoint will grow its’
business through a network of
strategically appointed dealers, called
Errea Points, as well as enjoying
high-margin direct sales to end-users
in territory areas where there is no

Errea Point”.
New Points that choose to focus
on selling the Errea brand exclusively
can enjoy a protected territory,
allowing them to sell at high margins
without the threat of pricing
competition from the major high
street retail chains.
Head of Marketing Russell Isaac
stresses that teamwork is key in the
Errea relationship:
“The emphasis of the operation is
in working as a team, with both
SuperPoints and Points benefiting
from proactive regional
advertising/marketing, and practical
resources and advice on all areas of
marketing and business development.
If the Points are successful, so the
SuperPoints will be successful. That
in turn strengthens Errea Sport Ltd
and means we can invest more into
the brand in the UK. So it really does
become a team effort with everyone
contributing to everyone else’s
success”.
Bradshaw and Barnard are now
keen to talk to potential SuperPoints
and Points across the UK:
“Our existing SuperPoints have
done a great job to date in proving
that the business model can really
work and we believe that all the
component parts are now in place for
massive development over the next
few years. Errea is enjoying rapidly
growing brand awareness, the product
range is wide and of extremely high
quality, offering excellent margins
without the threat of high street
competition found with other brands.
We will be delighted to hear from
business people, independent sports
retailers and teamwear suppliers
across the UK who are interested in
working with the brand and becoming
part of the Errea team”.

Football

Rugby

Basket Ball

IF YOU WANT ITALIAN STYLE
IN YOUR MARKET PLACE
Errea Sport can be contacted on
01275 340304/8 or by emailing
info@errea.co.uk or visiting
www.errea.co.uk
Training Wear
SuperPoint opportunities currently
exist in the following areas of the UK;
■
■
■
■
■
■

South England
East Midlands
South East England
North East
London
North West

Errea Point opportunities exist in most
areas of England.

Leisure Wear
www.sports-insight.co.uk
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EAS LAUNCHES FOUR SUPPLEMENTS
TO SUPPORT ACTIVE LIFESTYLES
Leading sports nutrition company EAS is introducing scientiﬁcally proven supplements to support active
lifestyles. Ideal for people who are sporty they are also recommended for those who seek to offset the
stress and impact of a hectic lifestyle. See the new supplements on Stand 174.
NEW Body-for-LIFE Everlean Capsules –proven to boost the resting metabolic rate (RMR)
that is key to weight loss and management when combined with correct nutrition and
exercise
o Thermogenic product that includes Green tea, White Tea, Green Coffee Antioxidant and
other active ingredients
o Exceeds calorie-burning effectiveness of standard formulas

NEW Body-for-LIFE Omega 3-6-9 – delivers these essential fatty acids to the body
o Studies show that the Omega 3, 6 and 9 only maintain their status as ‘good’ fats when the
body has a balance of all three
o Body-for-LIFE Omega 3-6-9 provides Omega 3 (Linolenic Acid), Omega 6 (Linoleic Acid)
and Omega 9 (Oleic Acid) in balance and in a form the body can assimilate

NEW Body-for-LIFE CLA Capsules – harness CLA ‘the fat that burns fat’ in easy-to-take
capsules
o CLA stands for Conjugated Linoleic Acid: it’s known to help improve body composition and
inhibit fat storage
o You’d have to eat very large amounts of meat and dairy products to get the essential and
recommended 4g of CLA daily
o These capsules provide the optimum amount safely and naturally

NEW EAS Multi Blend Active - an active resorption multivitamin and mineral supplement
o Comprises the key 24 vitamins and minerals required to maintain health and aid recovery
from exercise and stress
o Free from artiﬁcial colours, sugars and in a vegetarian capsule
o Provides the full spectrum of micronutrients known to be essential for normal metabolism,
growth, development, repair and cell function.
o Great for sporty types and those with hectic lifestyles as it replenishes the trace elements
that are lost when the body is put under strain or stress

Guaranteed Doping Free
Every EAS product is rigorously tested to the highest standards. Each is guaranteed ‘doping
free’ ensuring both amateur and professional athletes of their safety and integrity. Look out for
the ‘Guaranteed Doping Free’ labels on product lids.

Trade contact:
Peter Valentine, 01254 277441 pv@eas-uk.info
Media contact for product details, pictures or samples:
Katherine Selby, 01883 744525 katherine@prworkshop.co.uk
www.eas-uk.com

ALIGN THE FEET
ALIGN THE BODY

FOOTBALL, RUGBY AND
HOCKEY DEMAND A LOT
F R O M A P L A Y E R ’ S B O D Y. M A N Y
PLAYERS SUFFER FROM LOWER
LIMB AND FOOT PAIN OR INJURIES.
B Y S T A B I L I S I N G T H E F O O T. S U P E R F E E T
CAN AID IN THE REDUCTION OF LOWER
LEG INJURIES, SORE KNEES, ANKLES, FOOT
PA I N A N D O V E R A L L M U S C L E FAT I G U E . T H I S
H E L P S Y O U R E C O V E R FA S T E R , A N D K E E P S Y O U
OFF THE BENCH AND ON THE FIELD FOR THE
WHOLE SEASON.

PREMIUM INSOLES

SUPERFEET® PREMIUM INSOLES ALIGN YOUR FEET AND YOUR BODY
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ALL THIS
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YOU R M I N D ”
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FROM THIS

BOX FIRST?
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IN SEASON RUNNING

Running
Saucony Grid Omni 5
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November 2005 sees the release of the Saucony Grid Omni 5 (men’s white/navy/gold
and women’s white/navy/carolina, pictured). The Omni has been Saucony’s best-selling
shoe for many years and a programme of pre-release seeding throughout the UK has
already generated considerable interest in the new style.
US runners bible ‘Runner’s World’ gave the shoe its prestigious ‘Editor’s Choice’
award in its autumn 2005 shoe testing. This prize follows fast on the heels of ‘Best Buy’
and ‘Editor’s Choice’ accolades for the Grid Phoenix and Grid Tangent respectively.
For more information contact Saucony on 023 9282 3664 or go online to the new
Saucony website at www.saucony.co.uk/omni5

Mizuno Wave Inspire
The Mizuno Wave Inspire is a
support shoe that’s a welcome
addition in this key selling area.
Using the company’s unique
Wave Technology System, the Wave
Inspire offers control for mild to
moderate overpronators.
Smoothride Engineering ensures this shoe not only offers great support,
but also has a wonderful lightweight cushioned feel.
Mizuno: 0800 3280180. www.mizunoeurope.com
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HILLY launches new range of
accessories

2005 SHOW EXHIBITOR

The HILLY Clothing Company, one of the
country’s leading suppliers of technical
performance socks for running, has recently
launched a complete new range of neoprene
accessories to cater for all runners who wish to
carry a mobile phone, gloves, energy bars/gels,
money, keys, iPod and lots, lots more with them on their runs.
In addition, the company has launched a new collection of reflective gilets, bibs and
training tops, gloves and hats that will be ideal for the long, cold and dark winter nights ahead.
For further information, or stockist details,
call 0161 366 8207.

www.sports-insight.co.uk
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Wool.

Just because they call
it Merino Wool doesn’t
mean it’s SmartWool.
SmartWool starts with the finest grade of 100%
Merino, then adds “Smart Technology”. That allows
us to guarantee our products will not itch or shrink
(or your money back), while giving you superior
insulation, moisture control, and the best overall
comfort. Don’t let them pull the wool over your
eyes. Make the smart choice - SmartWool.

For information on the SmartWool
rangecall the Anatom sales office on
0131 221 2200 or visit the website
at www.anatom.co.uk.

SmartWool.

STORETRAINING
STAFF
SECURITY

Enhancing expertise
Get your staff training right and the
rest should follow - there’s lots of
information out there for the taking
Words by: Steve Newman

One form of valuable
staff training is to
know how certain
products operate.
Simply reading the
product’s handbook or
instructions is
invaluable and can
make people more
likely to buy
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Historically the retail trade has been
pretty bad at training. It’s alright for
the larger concerns as they can train
in-house, but the independent small
retailer has often had no formal
training, relying instead on learning
on the job or word of mouth
coaching from older, more
experienced staff.
You could safely argue that this is
not enough in these competitive times.
With customers being more choosy and
expecting to be dealt with properly,
increased regulations and the ever-

increasing complexity and range of
products, you need to make sure you
portray a professional image at all
times or risk losing business.
It is not unknown for staff not to
have read product literature that is on
display in the shop. How on earth can
staff help customers if they don’t know
a product’s details? Formal training
advice can be received from suppliers
and reps - the latter, in particular, visit
many retail outlets and can give
information on what they have seen
working successfully in other places.
Small retail businesses operate in
an unforgiving, competitive
marketplace. There simply isn’t enough
time during the working day to find a
training course you actually need to
improve or refresh key skills. However,
you could look at the Department of
Education and Skills website for
employers
(www.dfes.gov.uk/employers), which is
a good place to start to look for what’s
on offer.
Training is an investment in staff.
Not only does it help the customer
and therefore boost sales, but if staff

are provided with training they will
feel they are achieving something and
stay in the job. If they’re not, they may
go somewhere else to get training and
further their career elsewhere, resulting
in a steady turnover of personnel and
all the problems that entails.

Where to go?
So where do you go to find advice
about training? Firstly, when looking
around it’s a good idea to check that
any course has a retail focus. Many are
designed on a generic basis and may
not be applicable to the retail sector.

British Shops and Stores
Association
It is well worth looking at BSSA’s
website as it has some useful books as
well as tips, courses and strategies for
staff training. It provides an annual
programme of training courses aimed
at all levels, from beginner to
advanced, concentrating on the core
skills of selling, buying and
management. The programme offers a
number of cost-effective approaches,
all of which harness the expertise of
the industry on behalf of the retailer.
Its Oxford Summer School, for junior
to middle managers, is the flagship
training programme of the British
Shops and Stores Association.

Amongst these distance learning
courses are ‘21st Century Selling
Skills’, a basic sales course intended
to improve the customer service skills
and overall efficiency of sales
assistants, whilst emphasising the
importance of their role in your
business. It consists of six modules
that include ‘Getting Started’, ‘All
About Product’, ‘Knowing Your
Customer’, ‘Meeting Customer Needs
and Building Sales’, ‘Delighting Your
Customer’ and ‘Increasing Your
Sales/Profit’. All modules have a case
study to complete and there is a final
exam marked by an external
adjudicator. This course is designed to
run twice yearly, commencing in
November and May.
The Buying and Merchandising
Foundation Course is aimed at
trainee/assistant buyers or those with
buying responsibilities within their
company. The manual, which covers
the basic issues and key principles of
buying and merchandising, comprises
10 modules, each with a
corresponding case study and
assignments.
It is studied over a 12-month
period with a two-hour exam at the
end of the course. Finally there is the
21st Century Supervisory Skills
course, aimed at team leaders and
junior managers whose management
and leadership skills need
development. These courses are a
higher standard than NVQs and are
enhanced by the availability of
supporting BSSA Business Books.

LSC
The Learning and Skills Council has
an Employer’s Guide to Training
Providers aimed at employers. The
guide will help you choose the most
suitable training provider for your
business and workforce needs. You
can also get information about
apprenticeships that offer training in a
wide range of areas, including
business administration and other
specialist skills. They can make a
contribution to your business from
day one and help you retain
motivated people to help your
business stay ahead, but once again
make sure that they are retail based.

SSDA
The Sector Skills Development
Agency, also known as the Sector
Skills Council, is dedicated to
reducing skills gaps and shortages,
improving productivity and business
and public service performance. It
does this by splitting British industry
and commerce into separate sections,
amongst which are ones focusing on
retail and leisure.
It is also dedicated to increasing
opportunities to boost the skills and
productivity of everyone in the
sector’s workforce, including action
on equal opportunities, improving
learning supply including
apprenticeships, higher education and
national occupational standards.

NVQs & apprenticeships
NVQs in Retail Operations and
Modern Apprenticeships are also on
offer, using the traditional link
between an apprentice and an
employer, and offering training
leading to NVQ Level 3 or higher- but
you will need to agree a training plan.
The central feature of NVQs is the
National Occupational Standards
(NOS), on which they are based. NOS
are statements of performance
standards that describe what
competent people in a particular
occupation are expected to be able to
do. They cover all the main aspects of
an occupation, including current best
practice, the ability to adapt to future
requirements and the knowledge and
understanding that underpins
competent performance. NVQ
Modules can cover areas such as stock
control, display, checkout and till,
customer advice, health and safety and
departmental duties.

The Retail Academy
The Retail Academy aims to bring
smaller retailers together with retail
experts. Its one-stop business support
centre has been developed by
working with businesses, and puts
everything, from the local retail club
to news updates, a few mouse-clicks
away. The Retail Academy’s website
says this is all for free, or at very little
cost. There are tools and

“The golden rule is to suit the training
budget to the present and future needs of
your business”

downloadable documents to help you
with jobs like product pricing and
recruiting, or you can search the
section for the latest retail updates.

The Buying and
Merchandising
Foundation Course is
aimed at
trainee/assistant
buyers or those with
buying responsibilities

What will it cost?
A simple search on the internet for
‘retail training’ will bring up many
firms offering help. The crunch
question is what to spend and, more to
the point, if you spend anything will it
be worthwhile? There are many
factors to consider, such as the shape
of the business and experience of the
staff. However, it’s a good idea to
think about having funding for
courses available to cover new
legislation such as making your
premises suitable for disabled
customers and staff aware of their
responsibilities in any new sector.
Either way, the golden rule is to
suit the training budget to the present
and future needs of your business. Get
the training right, be it in-house or
external, and it will enable you to
keep up with developments on the
si
high street - and make a profit.

FURTHER INFORMATION
■ British Shops and Stores Association:

www.british-shops.co.uk
■ Learning and Skills Council:

www.lsc.gov.uk/
■ Sector Skills Development Agency:

www.ssda.org.uk
■ National Vocational Qualifications:

www.dfes.gov.uk/nvq/what.html
■ The Retail Academy:

www.retailacademy.org

The Government
website
www.dfes.gov.uk has
a wealth of
information about
training schemes that
may be relevant to
your business

www.sports-insight.co.uk
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POINT OF SALE

Driving profits
Need an effective POS solution? Look no further than Toshiba
Ashton Under Lyne
Golf Club now has a
POS solution that
effectively controls
its bar system
for members

Since its formation in 1913, Ashton
Under Lyne Golf Club has grown to
become the most prestigious golf club in
North Manchester. With over 700
current members and a growing waiting
list, the club needed a POS solution that
could easily control its labour intensive
bar system for members.
The system it had been using
for many years required members
to be issued with smart cards that
kept a balance of their individual
spend. However, the system was
limited - individual member
balances would not marry up with
the system’s financial reconciliation
and individual member’s
outstanding account bar balances
could not be obtained.

The solution
Direct Business Equipment was
recommended to consult, install
and manage the project by an
existing club member, who had
first-hand experience of the
system, service, installation and
support it had provided for his
hotel business. Direct Business
Equipment recommended a
solution of Datasym.POS on
TOSHIBA’s ST-60 integrated touch
screen terminals. The robust touch
screen and the compact design
made the ST-60 the perfect choice
for a bar environment.
All members' details and all
the bar products were programmed
into the back office software and
the information sent to the tills. A
printed card was then issued to
each member, enabling them to put
credit on the card at the till (using
either cash or a credit card). Each
member could then use their card
to pay for drinks, removing the
need to carry cash or credit cards
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when visiting the club. In addition,
by using the card 15 per cent was
automatically deducted from their
bar bill.
The installation was completed
in one day, ensuring minimum
interruption to both members
and club.
As well as being programmed
to work with the till membership
system, to improve security each
member’s card has also been
programmed to give access control
throughout the club. All that is
required is the fitting of access
security points, which has ensured
that the solution is future proof
and ready for Ashton to add
security features to the club when
funds become available.
In addition, promotions can be
run on the cards with the supplier
brewery, to push slow moving lines,
for example. And a simple link and
additional till could extend the
system to other parts of the club,
such as the pro shop, if required.

The benefits
With the new system installed it is
now possible to quickly and easily
print out an individual cardholder’s
spend, including full details of all
drinks, amount spent and balance
available, so that members know
exactly what their bar balances are
at any time.
As a fail-safe measure against
data loss, the back office and till
information is stored in two
different ways on two different
systems to provide the club with an
extremely secure solution.
The back office Stockade system
provides quick and easy analysis of
till sales for all the 120 stock lines for
any period, and ensures the club can

double-check brewery figures, which
is essential for 100 per cent accuracy.
A separate log-on identification
facility for each staff member
ensures operator errors are easily
highlighted and staff are
accountable for all their
transactions. The intuitive Toshiba
touch screen menu options guide
the staff quickly and effortlessly
through each transaction to
improve service. The screens can
be easily customised and new
products quickly and simply added
to cater for any special promotions
or offers.
Says club treasurer, Mike
Haughton: “We are extremely
pleased with the benefits that the
system has brought to both the
members and to the efficient
running of the club. Our members
value the card system with its
automatic 15 per cent bar discount,
giving them the confidence that their
balances are 100 per cent accurate at
all times and removing the need to
carry large amounts of cash.
“As club treasurer my job in
running the club efficiently and
profitably has been made far easier.
We can now obtain full reporting
information on the profit of each
different stock line easily and quickly,
giving greater visibility of spending
and accountability to the club.
“The reliability and robustness of
the hardware is extremely impressive
and the low total cost of ownership
was an important consideration in
our selection process - return on
investment is key when we are
making a major investment on behalf
of our members.”
si
For more information call 0870 890
7200 or visit www.toshibatec-eu.com

UK success
for fast
growing
swim brand
One of the fastest
growing swim brands in
the UK - AQUA SPHERE,
the swim equipment
subsidiary of Aqua Lung
International - has
enjoyed a great year
under the control of
Aqua Sphere UK.
Its high-impact Ad campaign is successfully building awareness
amongst UK fitness swimmers and triathletes and, unbeaten on quality
and fit, sales for its signature wide-angle KAIMAN goggle have never
been stronger. Continually pushing the boundaries of innovation, the
newly launched EAGLE is the first curved lens goggle with pop-out-&-swap
tinted and prescription lenses and represents a real breakthrough in eye
protection design and technology.
Responding to UK retail
requests for a selection of
entry price point goggles
which deliver exceptional
quality and fit at low prices,
the new MOBY kids
(srp £4.99) and MAKO adult
(srp £6.99) underline Aqua
Sphere’s commitment to make
visibly better eye protection
available to every swimmer.
Completing the range with a comprehensive selection of masks,
fins, snorkels, swim skins, bags, caps & accessories, to enhance
your equipment display with the world’s leading
force in dedicated swim equipment,
call 01254 278873.
www.aquasphereuk.co.uk

Wraparound design redefines aquatic eyewear
thinking • Softeril® construction for total comfort
Plexisol ® lens for true 180° peripheral vision
• Low drag coefficient
• 100% UVA/UVB protection • Choice of clear, mirrored
and coloured lenses • Easy-adjust buckle system
• Scratch-resistant • Anti-fog coating
“Fantastic performance… superb comfort…”
– 220 Triathlon Magazine

CALL 01254 278873 FOR AQUA SPHERE
BROCHURE OR FOR YOUR LOCAL STOCKIST.
WWW.AQUASPHEREUK.CO.UK

KAIMAN GOGGLES

STORE SECURITY
BUSINESS
BLUNDERS

Profit from your mistakes
We can learn more from getting things wrong than if they always go right
Words by: Tony James
To succeed in business
it is almost essential to
make a hash of
things first
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We all make mistakes in business.
According to the latest CBI figures,
mistakes in the UK workplace - be it
factory, office or shop - are currently
costing over £50 million a year.
Two out of three of us make a
mistake at work at least once a day but admit to less than half of them.
And that's where we're making our big
mistake. For it seems we can learn
more from getting things wrong than
if they always go right.
"To succeed in business it is
almost essential to make a hash of
things first," says Mark Rodgers a

Bristol business psychology
consultant. "There is a depth of
resilience which comes from making
mistakes, which can be invaluable in
times of stress and crisis."

Celebrating a cock-up
Which is the reason Coca-Cola bosses
recently had a party - to celebrate the
10th anniversary of a mistake that cost
the company $2 billion.
What Coca-Cola was actually
celebrating was that the lessons they
learned from the disastrous launch of
their doomed ‘New Coke’ product had

led to higher production and more
efficient marketing.
"We wanted to show that making
mistakes is okay if it leads to
fundamental learning," said Coca-Cola
Vice President, William Alldays.
"There's a world of difference between
ultimate failure and - as in our case making mistakes en-route to success.
"As long as you are prepared to
learn and profit from it, a mistake
can sometimes be the best thing that
can happen."
It's only human to be dogged by
mistakes, particularly if you're an
independent trader, and London

"The fact that I'm still here proves
that no situation is usually beyond
recovery," Cutler says. "It's not easy to
admit mistakes. But you've got to,
before you can put them right."

Common clangers
So what are the most common
business mistakes, and how can you
learn from them? Here are some of
the most frequent blunders - and ways
to prevent them happening.

Jumping in blindly
A major blunder is to leap into a
business venture without fully
exploring the implications. For
instance, Carol Mills opened a
Birmingham public relations
consultancy thinking it was the ideal
way to use her problem solving and
communications skills.
"The company did well - but I
hated every minute of it," she says. "I
loathed being controlled by my clients.
It had never occurred to me that this
would happen."
To stop it happening: learn as
much as possible about the field from
the inside before striking out on your
own. Want to open a restaurant? Then
work in one for six months.
If you find yourself in a job you
don't like or can't handle, make the
necessary changes. Carol Mills has
changed her company into an
organisation developing brochures and
marketing material.

Skimping on a business plan

School of Economics studies have
pinpointed the basic blunders that can
plague a small retail business and, in the
worst case scenario, send it to the wall.
The good news is that, once these
problems are uncovered and faced,
there's usually time to put things right.
"I've made every mistake there is,"
admits sports goods distributor, Jim
Cutler, who set up business four years
ago and is now grossing over
£100,000 a year.
His litany of cock-ups include
taking on a manager who stole over
£10,000, underestimating startup costs by 60 per cent and
borrowing money from a
friend who suddenly wanted
it all back within a week.

Starting a business venture without a
detailed strategic plan is like taking a
long trip without a map. Inevitably
you'll get lost.
Any business plan worth the name
should at least contain an expenses
breakdown, marketing information,
notes about competitors, profit
potential and future development.
But Mark Mays, who started The
Fashion Connection, a trendy
Manchester clothing business, in 1990
decided to dispense with such niceties.
At first the gamble paid off. By 1992
the company was grossing nearly
£500,000 a year. Then the dream
turned into a nightmare. The
business began to flounder
because of changing market
bases and Mays had no
strategic plan to fall
back on.

"I had always worked on the
theory, do the best you can and it will
work out," he says. This time it didn't.
In seven years the firm was bankrupt.
To stop it happening: use the
information you gathered researching
your start-up to design a multifaceted
plan that will guide you, regardless of
changing circumstances. Most banks
will want to see such a plan should you
apply for start-up capital. If it's beyond
you, planning services are often free
from Business Link and DTI agencies.
Says Janet Attard, who runs
business forums for America Online
and Microsoft: "Get a game plan, even
if it's only in your head. Okay, some
successful businesses just trust to luck
and respond to situations. My guess is
they would be even more successful if
they had planned for every eventuality."

Overspending
Don't underestimate the time it will take
to acquire enough clients to turn a profit.
Take the case of Michael Maple,
who started a West Yorkshire sports
clothing business, buying a new van
when a second-hand one would have
been adequate and investing in
fancy shop fittings and expensive
rented premises.
"I wanted to create the illusion that
I was doing really well when I wasn't,"
Maple admits. He very nearly went out
of business after two years. "My
income could never cope with the
backlog of debt I had amassed trying
to look like Mr Success," he says.
To stop it happening: cut corners
on items that aren't necessary. Lease
equipment and buy second-hand. One
consultant persuaded his client to cut
start-up costs from £90,000 to £30,000
by sacrificing an unnecessary, ultraposh image.
Have enough capital to cover all
expenses for at least six months and, if
possible, a year. Be realistic when
working out capital costs. Remember
cash is king - if you fail to
manage your
cash flow

It's hard not to make
the mistake of
overreacting when an
aggressive competitor
arrives on the scene
and you fear for
your survival
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you could be up the creek, however
impressive your order book.

Raising extra capital
to survive
LSE research has shown that nearly
70 per cent of retail start-ups are
undercapitalised, often because of a
failure to realise that there's a lag
time between invoice and payment of
up to 100 days - and getting longer
as debtors take more and more credit.
To stop it happening: know
when to call it a day. Don't be tempted
to raise extra capital just to survive.
Business Link experts warn that banks
and venture capitalists will insist that
money will be used to improve a
business, not just keep it afloat.
According to the institute of
Chartered Accountants, nine out of 10
businesses have problems finding
capital, particularly when they're in
difficulty. “Borrowing yourself out of
trouble can be the final act of folly,"
according to Business Link adviser,
Chris Smith. “You've got to know when
it's good sense to give in gracefully."

Going into business with
friends or relatives

Coca-Cola recently
had a party - to
celebrate the 10th
anniversary of a
mistake that cost the
company $2 billion
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Here's a really epic mistake. Over
200,000 UK businesses failed last year
because of problems between partners.
Most at risk are the businesses in
which a friend or relative invests in the
enterprise while the owner runs the
day-to-day operations.

"The issue is invariably, 'It's my
money versus It's my work,'" says
Chris Smith. "When things have gone
seriously wrong between partners, it's
very rare that things can be
satisfactorily patched up.”
To stop it happening: at the
beginning, formally establish some
ground rules. Put everything down on
paper, particularly matters involving
financial agreements such as the return
of investment. Evaluate each partner's
goals and expectations. Then design
specific areas of responsibility for each
partner - and stick to them.
Says Manchester partnership
solicitor, Joyce Jewell: "It's important
to differentiate between married and
unmarried couples as business partners
in the event of a split. If you're married
the business becomes part of your
matrimonial assets and will be taken
into account when a divorce court
makes a settlement.
"If you're not married you simply
end the partnership and no other
aspects of your life are involved."
Is there any way to protect a
business from the disastrous effects of
a family fall-out? Being a limited
company with other directors and
shareholders can usually prevent a
business being sold, but it is expensive
to set up.
A partnership is easy to arrange
but must only be done after a great
deal of thought - partners are
responsible for each other's liabilities.

Being scared
by competition
It's hard not to make the mistake of
overreacting when an aggressive new
competitor arrives on the scene and
you fear for your business' survival.
When this happened to Michael Maple
his first reaction was to slash prices in
line with the rival.
In fact, he sat tight for three months
and did nothing. It was the right move.
Within that time the competition had
vanished - his suicidal price cutting had
put him out of business.
To stop it happening: rather than
competing by cutting prices,
experts recommend offering
customers better service and higher
quality products. Consider joining
forces with others to form ‘clusters’
to develop cut-price cooperative
bulk buying.
But at the end of the day three
things are inevitable - taxes, death
and making mistakes. And there
have certainly been some classics
over the years. In 1937 Harry
Warner, boss of motion picture
giants Warner Brothers, achieved
immortality by saying: "Who the hell
needs talking pictures?"
And Charles Duell, head of the
US Patent Office, made foot-inmouth history when he
recommended closing the office
down in 1967. And the reason?
"Everything important has now been
invented," he said.
si
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Ecommerce made easy
If you don’t have a website for your business, there’s plenty
of software available to help you get into ecommerce
Words by: Dave Howell
Your customers now
expect every business
that they buy from to
have a website
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Today, every business needs a
website. Consumers have embraced
the internet as a means of not only
quickly getting the information they
need, but also as a legitimate place
to shop.
And, according to the Internet
Advertising Bureau, online sales in
2005 are forecast to be £19.6 billion,
up 35 per cent on 2004. This accounts
for seven per cent of all retail
spending in the UK. Wouldn’t you
like a slice of this lucrative market for
your business?
Building an ecommerce-enabled
website had, up until a few years ago,
been somewhat of a black art that
only large corporations could afford.
Today, as the lessons of the dotcom
crash have been learned, small
businesses in particular are using the
latest applications and technology to
build a web presence that allows them
to compete with much larger
businesses. So if you’re serious about

your business, you need to be serious
about the internet.
The 1&1 UK SMB Survey 2004
found more than 70 per cent of
businesses experienced an increase
in sales revenue in the 12 months
following the launch of their
website. In addition, more than 84
per cent of businesses believed
there was a direct link between a
rise in sales revenue and the launch
of their site.
Says Andreas Gauger, CEO of
1&1 Internet: “The research shows
that websites are a highly effective
and affordable method of
communication for SMBs. We have
found a healthy public awareness
and support for SMB websites,
which suggests that small
businesses are riding the wave of
increased internet usage. This
should encourage every UK
small business to make their mark
on the web.”

Internet toolkit
So what are your options if you’re keen
to get your business online? How you
approach the design of your site will be
greatly influenced by your existing
knowledge. If you have been creating
web pages for some time, turning these
skills towards your business is clearly
the best way forward.
The leading web design
application is Dreamweaver
(www.macromedia.com/software/drea
mweaver). Recently seeing a major
upgrade to its features, if you want to
build your new website from scratch
this is the package to use. But if you
use Microsoft’s FrontPage there are
many add-ons currently available to
allow you to build a professional
website with this application.
In fact, both Dreamweaver and
FrontPage have well developed
shopping cart systems you can bolt
onto your website once it is built. You
can also give yourself a head start by

using a pre-designed website
template from suppliers like
www.templatemonster.com or
Templates Factory
(www.templatesfactory.net).
If you don’t know your HTML
from your JavaScript, then the offthe-shelf ecommerce applications are
your first port of call. One of the most
well known is Actinic Catalog.
Version 7 of the application is a
superb entry-level package that guides
you through each of the steps you
need to take in order to set up a fully
featured ecommerce-enabled website.
Also available is EROL
(www.erolonline.co.uk),
MonsterCommerce
(www.monstercommerce.com) and
ShopFactory (www.shopfactory.com).
All these packages are template
driven and can give you an easy route
into ecommerce.

Payment plans
No matter how you build your
ecommerce website, one area that you
have to pay very close attention to is
how you will take your customers’
payments. Already mentioned are the
shopping cart systems that you can
use with any website you have built.
But if you’re serious about your site,
then using a professional payment
system is a must.
If you’re going to be running a
micro business, the high cost of setting
up a full credit and debit card clearing
system may be beyond your means.
The goods news is that, thanks to
eBay, you can use a payment system
called PayPal (www.paypal.com) just
by adding some simple links on your

website. As many of your customers
will have eBay accounts, they will also
have a PayPal account, a fact you can
make good use of.
If you’re a Dreamweaver user,
there is a PayPal ecommerce toolkit
you can use from WebAssist
(www.webassist.com), with a similar
utility for FrontPage users from
AuctionMessenger
(www.auctionmessenger.net/paypal).
However, if these systems are not
sophisticated enough for your needs,
or you just want to offer a more
diverse range of payment options, you
need to investigate the services of
WorldPay (www.worldpay.com). It
offers a complete off-the-shelf solution
so you can offer full credit card
payment facilities on your website.
For the very small business
charges can be an issue. With this in
mind, a new payment system is now
available in the UK call Protx
(www.protx.com). It’s a great way of
keeping track of your transaction
charges and for £20 a month you’re
not liable for any additional transaction
charges or set-up or annual fees. If you
want to browse all the available
payment systems, take a look at the
handy guide on the DTI’s website,
www.electronic-payments.co.uk
Having a website for your business
is no longer an option, it’s a necessity.
Your customers will invariably want to
visit your business’ website and will
increasingly want to buy your goods
online. Don’t disappoint them. The offthe-shelf ecommerce packages are easy
to use and, in some cases, just require
an internet browser. With billions now
spent online, ensure that your business
si
doesn’t miss out.

“Online sales in 2005 are forecast to be £19.6
billion, up 35 per cent on 2004”
One of the problems with early wizarddriven website creation tools was their
If you’ve looked at other ecommerce lack of flexibility.Today these limitations
websites and thought that building
have been removed.With the 1&1 system
your own site is simply beyond your you have control over every aspect of
skills and means, a new service from your site’s design.You still have to work
within the confines of a template driven
the web hosting company 1&1
wizard, but your options are so extensive
(www.1and1.co.uk) could be the
you hardly notice the restrictions.
answer to your prayers.

WEBSITE WIZARD

With nothing more than your internet
browser, you can use a series of
wizards that help you build a website
one step at a time. The basic package
costs just £9.99 a month and allows
you to sell up to 100 products. The
professional version increases this to
600 and gives you greater control
over your store’s layout.

Payments are handled by the online
system PayPal, with the professional
version extending this to offer your
customers full credit card support via
the Protx and WorldPay systems. If
you’re brand new to ecommerce, this
system is a great way to introduce
yourself to online business. The wizard
is easy to use and, what’s more, the
service won’t break the bank.

RESOURCES
Actinic Catalog
www.actinic.co.uk
Price: £379 (plus VAT).
The grandfather of ecommerce
software. This is now one of the most
well developed off-the-shelf ebusiness
packages currently available.
ShopFactory Lite
www.shopfactory.com
Price: £99.95.
The Lite version of this application allows
you to display 50 products over a 25-page
website.You can start with this version
and then move up to the international
edition, which allows you to sell to a
global audience in multiple languages.
EROL Small Business Edition
www.erolonline.co.uk
Price: £249 (plus VAT).
With the small business edition of
EROL you can have 10,000 unique
products in your store. What’s more,
you can choose from a wide variety of
template designs to use for your site
and control multiple currencies live,
plus EU and international tax options.
MonsterCommerce MANAGER
Storefront System
www.monstercommerce.com
Price: approximately £56 (per month)
plus £55 activation fee.
Hosted completely online, you design,
manage and update your store with
nothing more than your usual internet
browser. You can have 60,000 products
in your store, which is secure and
supported by 24/7 support. Search
engine, multiple payment options and
even a newsletter manager are included.
Zen Cart
www.zen-cart.com
Price: free.
This shopping cart system is completely
open source, which means that it has
been designed and maintained by a
group of dedicated programmers. It
can be easily installed with very little
technical knowledge.
Ashop Commerce
www.ashopcommerce.co.uk
Price: £39 per month.
Another browser-based store that is
aimed at anyone who doesn’t have the
technical skill to build a website from
scratch. Using wizards to build the
store’s pages, you can host 500
products for the basic price. Fully
customisable, if you’re looking for a
simple and cost-effective means of
getting into ecommerce, this could be it.
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GET IN ON THE ACTION

New Range. New Goals.
Introducing the new range of fashion led sports bras. Designed
for high aesthetic appeal and coordination with outerwear,
underpinned with functional excellence – they’re set for success.

New coordinating activewear.
Coordination with outerwear is an increasing motivation for bra
purchase so we developed activewear which layers and
coordinates with Shock Absorber sports bras.

JOIN THE WINNING TEAM

In association with

Delivering a successful
multi-channel Christmas
Zendor, the distance selling shopping expert,
offers advice to multi-channel sports retailers as
they prepare for the seasonal period
In order to make the most of the
festive season those involved in
distance shopping need to be fully
organised. With guidance from Zendor
on how to prepare and enforce an
effective Christmas strategy, sports
retailers can embrace the challenges
presented by their busiest time of year
and deliver an efficient and complete
service to their customers.
Preparing for Christmas is a hectic
time, whether you are a consumer or a
retailer. For those involved in distance
shopping, it is an especially important
time of year as more consumers than
ever turn to mail order and the internet
in a bid to avoid the Christmas high
street rush.
Christmas 2004 saw a massive 64
per cent increase in online spend
compared to 2003 (IMRG), which not
only highlights the increasing
opportunities for retailers with a multichannel strategy, but also the need to
be organised well in advance.
As the latest football strips,
trainers and sports equipment are
extremely popular Christmas presents,
it is essential that sports retailers be
prepared for the busy trading period
ahead.

Identify strengths &
weaknesses
Ideally, you should start preparing for
the Christmas period as early as
January. By reviewing performances
over the previous year retailers are
able to identify strengths, weaknesses
and any lessons learnt. However, this
is not always possible and, even if you
haven’t begun preparations, there is
still enough time to do some planning
for a profitable online festive season.
Fulfilment is the key to Christmas
success or failure. Online orders must
be handled quickly and efficiently to
ensure delivery before December 24,
otherwise brand loyalty could be
damaged. Whether fulfilment is
offered in-house or outsourced to a
fulfilment specialist, it is vital to

ensure that the infrastructure and
systems in place are convenient and
flexible enough to meet customer
demands and volumes. It is also
essential that retailers ensure fulfilment
plans have a back-up system in
place in case of any unforeseen
problems or delays.

Testing times
In order to feel confident that your
fulfilment plans are comprehensive, it
is often a good idea to allow time to
‘road test’ the service. A full two
weeks of testing in October or early
November could identify any potential
problems that could arise, including
handling and delivery. All channels
should be tested, including email,
telephone, online and catalogue orders.
It is also vital for retailers to
confirm their forecasts are accurate
prior to the festive season. Incorrect
sales and returns forecasts could result
in staffing levels at the warehouse or
call centre being inadequate or
overcompensated. An accurate gauge
of stock levels will also be unattainable
if forecasts are not precise.

customers, it is more important than at
any other time of the year to
coordinate information across all
channels in ‘real time’. All front and
back-end systems need to be fully
integrated and the entire business
should ideally have access to the same
information - from stock levels to
customer data.
Preparation is key for handling
Christmas volumes across multiple
channels. Review your previous
years’ successes and failures, as this
will offer enormous insight into
improving this years’ operation.
Remember that the way multi-channel
fulfilment is managed will have a
huge impact on repeat business and
brand identity. A good sales and
fulfilment strategy will improve yearon-year Christmas sales, as well as
increase conversion rates and average
order values.
si
Zendor provides distance selling
services for a range of retailers
including Woolworths, Daisy and
Tom, JJB Sports, River Island,
Early Learning Centre and Sony
Computer Entertainment UK.
Retailers interested in finding out
more about Zendor’s services
should email:curious@zendor.com,
visit www.zendor.com or
call 0161 237 4900.

Effective fulfilment is
the key to Christmas
success

Fierce competition
A multi-channel sports retailers will be
judged by the level of service provided
across all sales channels, and may only
have one opportunity to make a good
impression, especially where fickle
online shoppers are concerned.
General retailers like Argos are also
snapping at the heels of the sports
specialists. It recently, for example,
capitalised on the boom in demand for
cricket products following the Ashes
success - so competition is fierce and
getting it right first time is a must.
To avoid confusion and frustration
you should ensure the brand message
is communicated consistently across
all channels - store, web, catalogue
and call centre. This will not only
enhance customer relationships but
will enable cross-promotion to drive
traffic between retail channels. As
Christmas results in an influx of
SPORTS INSIGHT
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THE DIRECTORY
To advertise here call 01206 505 947 or Email keith@sports-insight.co.uk
ATHLETIC / SCHOOL CLOTHING

MARTIAL ARTS
For All Your Martial Arts And Boxing Equipment

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

VIGA

Athletic Clothing Co. Ltd

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

TOP TEN HAYASHI SPORTS LTD
61 Warwick Road, Rainham,
Essex, RM13 9XU
Tel: 01708-522288
Fax: 01708-523322
Email: info@hayashiuk.com

TEAM KIT AND APPAREL
With our in house manufacturing we can offer youconsistency in colours, styles & quality, in
your own design or adapt our existing range to suit your team colours, branded with or
without the Spall logo. Repeat order’s (no order too small)

CUSTOMISED MANUFACTURING
•
•
•
•
•
•
•
•
•
•

SOCCER
ATHLETICS
RUGBY
BOXING (VESTS)
HOCKEY
BOWLS
BASKETBALL
TRAINING WEAR
NETBALL
SOCKS

N E W

Training
Wear

Soccer

Rugby

Hockey

C A T A L O G U E

Basketball

Netball

www.spall.com
Visit our website to view our full range
or ring for a free colour brochure.

O U T

RACKET SPORTS

N O W

Spall LTD, Factory Street,
Dudley Hill, Bradford,
West Yorkshire, BD4 9NW.
TEL: 01274 689968
FAX: 01274 652265
E-Mail: sales@spall.com
Web:www.spall.com

TRAMPOLINES

Tretorn
Pressurised •
•
•
Pressureless •
•
•

Z Tour
Championship
Z Tour Trainer
Plus
Micro X
Micro X Trainer

SPORTS WEAR

Low • Mini Tennis Red,
Compression Orange & Green

Tel (01344) 311587
info@tretorn.co.uk

EPOS/STOCK MANAGEMENT

Retail Systems Group

Authorised reseller of the
Microsoft Retail Management
System and our Retail VPoS
System for Sage Line 50.
www.RetailSystemsGroup.com

Tel: 0121 742 0484
MARTIAL ARTS/EQUIPTMENT

SOCKS

Tel: 0116 283 9427
Fax: 0116 244 0193
• Football, Rugby, Hockey and Back-to-School socks
• 150 designs & colour-ways, all sizes ex-stock
Manufacturers
• Knitted-in logos • In house design
and suppliers of the
• Cotton Feet • Padded Soles • Extra Stretch
revolutionary EuroSock

CRICKET SWEATERS

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.fsnet.co.uk
www.balmoralknitwear.co.uk

Sports
Insight

FOOTBALL BOOTS

BOXING / MARTIAL ARTS
Importers, Wholesalers & Suppliers
Tornado Professional
Boxing & Martial Arts
Equipment

Manufacturer of Football Boots, Sports bags, Bootbags, Wallets etc.
Prices on request

TEL: 020 8897 2525
www.tornadosports.co.uk
E-mail: info@tornadosports.co.uk

TABLE TENNIS

The Undisputed Champion

CRICKET
BOLA CRICKET BOWLING MACHINES

UK Table
Tennis Ltd
The Table Tennis
Specialists
Phone: 020 8540 2500
E: sales@uktabletennis.co.uk

• NEW remote control
automatic feeder.
• NEW electronic random
delivery mode.

Fax: 020 8540 2524
W: www.uktabletennis.co.uk

For further details contact:
Stuart & Williams
6 Brookfield Rd, Cotham,
Bristol BS6 5PQ
Tel: 0117 924 3569
Fax: 0117 944 6194
website: www.bola.co.uk

MERCHANDISING
OFFICIAL PREMIERSHIP FOOTBALL SOUVENIRS
Full ranges of the UK’s top clubs’ official
merchandise available to retailers at wholesale prices.
More than 100 great selling lines including:
hats & scarves; stationery; soft toys; footballs; keyrings
& badges; T-shirts; gifts & souvenirs etc.
T: 0161 282 0770 F: 0161 282 0733
E: info@globalfootballcompany.com

RACQUET RESTRINGING

EPOS / CHIP & PIN

The Stringers Brand
SERIOUS ABOUT RACQUET STRINGING

POWER and FEEL
FREE Sample
Tel: 01566 784 841
STRINGS

POLYURETHANE POWER

ONE PER COMPANY

E-mail: sales@r-a-b.com

TRADE ONLY

AGENTS REQUIRED

Need to be

SEEN!

ADVERTISE HERE!
Starting at £65
+ VAT per issue
EMBROIDERERS

Email: info@sports-insight.co.uk or
tel: 01206 505947 for more details

EMBRO

I D E RY

NO MINIMUM ORDER

DESIGN SERVICE

ALL TYPES OF SPORTSWEAR
AND ACCESSORIES

✥ Embroidered with your✥club logo/design or name
✥ Sew on badges available ✥

01487 711884

email: adartembroidery@yahoo.com

TAIL-ENDER

Under the counter
A sideways look at the world of independent retailing
Unsolicited faxes arriving at the shop
normally go straight into the bin, but
this one deserved a second look.
‘Do creditors think you're a soft
touch?’ it asked. ‘If credit agencies,
bailiffs and small claims courts have all
failed, why not let us have a go?’ Then
followed a drawing, like something out
of the Beano, of a very large man
knocking on a door while a very small
man, presumably the debtor, cowered
at a window.
I was interested because for the last
two years, four months and 19 days
I've had a debtor who thinks I'm a very
soft touch indeed. Jelly, or even
blancmange isn't in it when it comes to
my dealings with Mr X, who owes us
£376 and 50 pence and has proved to
be exceedingly reluctant to cough up.
My faithful assistant Norman was
to blame for the original transaction. I
was returning from lunch when I saw
Mr X leaving the shop under a mound
of merchandise, including a set of
Manchester United shirts, three hockey
sticks, a cricket bat and a copy of Ron
Atkinson's ‘It's a Funny Old Game’.
“That looks like a good sale," I said
as I hung my raincoat on a hook behind
the life-sized cardboard cut-out of Gary
Lineker we still keep in the shop for
sentimental reasons. Then I saw that
look on Norman's face that always sets
the alarm bells ringing.
“I hope you're not going to tell me
you gave him credit," I said. I have
always told Norman that cash is king
when dealing with middle-aged men
with blazers, centre partings and
sandals worn with white socks. And
from my brief glimpse of Mr X as he
scurried away with my merchandise, I
had detected all three.

now under suspended notice until the
debt was repaid. I later remembered that
he was already under suspended notice
and had been since 1987, but Norman
seemed to have forgotten that, too.
I heard nothing for six weeks. Then
I had a phone call from someone who
sounded as though he was speaking
down a length of plastic hosepipe.
"Sorry not to have been in touch, old
chum," Mr X said. "There seems to have
been a misunderstanding at the bank, but
it's sorted now. I've moved to Sarawak,
but I'm putting a cheque in the post."
Sure enough, several weeks later a
cheque arrived. It was adorned with
birds of paradise and tropical fruit and
was for £10. It cost me £3 to get it
changed into sterling. Norman took
one look at my face and decided not to
ask for reinstatement.

Doggone

I'm a patient man, but as the
months passed with no sign of any
more pineapple-festooned cheques, it
was obviously time for more dramatic
action. I invented a chief accountant,
who then wrote a stern letter to Mr X
to the address he had unwisely put on
the back of his previous cheque.

“Of course not," Norman said. "What do
you take me for? I took a cheque. He did
explain that his bank card had been eaten
by the dog that morning, but I didn't see
that as a problem."
When Mr X's cheque bounced three
days later I told Norman that it was a
problem, particularly for him as he was

When the chief accountant's letters
remained ignored, I invented a financial
director, a chief executive and finally a
non-executive chairman. No reply.
Now getting into the swing of things, I
created the Crown Overseas Collection
Service, the Foreign Office Financial
Restraints Department and the United

Nations Small Business Collections
Corps (East India Branch).

Royal interest
The House of Lords had also
expressed an interest and any day now
Black Rod could be on his way to
Kuala Lumpur on an aeroplane of the
Queen's Flight or even on a gunboat.
The chief accountant now
returned to say that interest on the
loan was now increasing by an
alarming £20 a day and that if Mr X
didn’t want his house possessed and
his belongings auctioned in the street
he might consider paying up.
As the phone was now cut off,
Mr X was presumably now spending
his time playing cricket with my bat
or organising football matches in my
Manchester United shirts. He
certainly wasn't replying to letters.
But that didn't stop me writing
them. One evening, as I was
finishing a letter to Mr X from the
Duke of Edinburgh, my wife
enquired: "You got that fax from
those people who say they can get
money out of anyone. Why don't you
let them have a go?"
"If a letter from the Princess
Royal does no good then I might," I
replied. But I still live in hope that a
pineapple-decorated cheque will one
day soon drop on the doormat.
If it doesn't, then the Queen has
promised to drop him a line.

si

“I heard nothing for six weeks. Then I had a phone call from someone who sounded as
though he was speaking down a length of plastic hosepipe”
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Whatever your sport, whatever your ability,
LineBreak has distinct ranges of men’s and
women’s clothing, to suit your needs.

LineBreak offers three main elements:
M u s c l e C o m p r e s s i o n –The most comprehensive graded compression for
better performance and recovery. Reduces muscle vibration, increases blood flow,
reduces cramps and makes you feel great both during and after the match!
Temperature and Moisture Management – keeps you cool when it’s hot,
less chilled when it’s cold and your skin is always drier. In research LineBreak is
proven to reduce sweat loss by 31% (Newton et al 2005)
S l e e k C o m f o r t – non-chaffing, durable, lightweight & comfortable.

