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COMPLETE

PARTNER

As the “strongest name in fitness”, York Fitness has been providing 

high-quality fitness and gym equipment all over the world for over  

80 years. Today, York Fitness continues to set the standard within  

the fitness industry for product styling, durability, performance  

and value.

As a York Fitness stockist you’ll benefit from a dedicated account manager,  
a dedicated after-sales service team and high stock levels.

To find out about becoming a York Fitness stockist, email  
retail@yorkfitness.co.uk or call 01327 701800.
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One of the widest
ranges of clothing
accessories for
outdoor sports

HEAD,HAND
AND FOOT
PROTECTION

To discuss how you can stock extremities and
the support packages available please contact:
trade@terra-nova.co.uk or 01773 837373.

the brand that helps your
business move leaps and bounds.

www.extremities.co.uk

High performance gloves,
hats and socks with thermal,
windproof and waterproof
technologies.
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ABC Certification
Sports Insight has a current ABC certified circulation of 5,279 (audit period July 1, 2012-June 30,
2013). The Audit Bureau of Circulations (ABC) is an independent audit watchdog that verifies
magazines’ circulation figures, providing accurate and comparable data for advertisers.

ABC Certification demonstrates a media owner’s integrity, in their willingness to be audited
and to conform to industry standards.

ADRIAN HILL writes for a wide variety of sports publications and websites. 
Also contributes to BT Sport’s rugby union coverage.

CRISPIN ANDREWS appears regularly in The Cricketer, Inside Cricket, SPIN and Wisden
Extra. Loves smashing it over cover for four.

DAVE HOWELL internet specialist and micro publisher, his work has appeared in the
national press, specialist magazines, journals and websites.

FIONA BUGLER a marathon runner and triathlete, she’s also the co-founder of the Fitness
Writers’ Association and been involved in fitness media for 20 years.

LAUREN FOX contributes to a range of sporting publications. She also runs a
communications agency specialising in marketing, brand development and events.

PAUL CLAPHAM regular contributor to a variety of trade magazines, largely on marketing
and sales topics. Also works as a marketing consultant.

TONY JAMES former Fleet Street journalist, co-founder of the Sports Incorporated
agency and author of over 20 books, he specialises in sport and business.
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show had a positive atmosphere with
members experiencing good sell
through in 2013 and looking forward to
another good tennis and cricket
season in 2014.

INTERSPORT MEMBER 
DICKIE SPRUCE RETIRES

At the Intersport
Annual Awards dinner
held on Wednesday
night, a special
presentation was
made to Dickie
Spruce of Sportscraft
Penrith, who is retiring

after 42 years in the sports retail
trade and 27 years as an Intersport
member.

Highly thought of throughout the
sports trade by suppliers and retailers
alike, they all gathered to share fond
memories and stories of Dickie, his
store and his love of sport. Dickie and
his wife Susan were presented with
an engraved decanter from the
Intersport team and an engraved Icon
cricket bat courtesy of Gunn &
Moore, by good friend and former
England wicket keeper Paul Nixon. 

Intersport had invited Paul as a
surprise guest in honour of Dickie
and he regaled the audience with
some great tales from his time as a
young cricketer through to his
professional career. Dickie was a keen
cricketer himself and a top coach for
juniors and it was he who first
spotted Paul Nixon’s talent in
Cumbria at an early age, turning a
fledgling fast bowler into a future
England wicket keeper.

INTERSPORT AWARDS 2013
The Q2 show is traditionally a time
when we acknowledge the efforts of
our supplier partners and retailers
and the Annual Awards were
presented at the social evening at

ADVERTORIAL
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The Intersport quarterly shows have
continued to evolve with a consistently
high number of suppliers attending,
including new showcasers. Each brand
brings alive their own space, taking
larger areas and presenting their key
categories and products with an
emphasis on visual merchandising. 

The Intersport area is always the first
stop for members as it features the
Exclusive supplier products and
campaigns that are on offer as well as
the showcasing the Exclusive Brands.  

The focus for the whole show was
on the key categories of tennis, cricket
and fitness. Within the Intersport area
the main focus in tennis were the core
and recommended tennis rackets and
footwear that had been put together
by the racket steering committee. The
committee meet twice a year to discuss
and develop the groups racket strategy
in tennis, badminton and squash. From
this we work with our supplier partners
to deliver the best products with the
best deals and to highlight key partners
with exclusive offers. All the key
supplier brands were represented; 
Following the best summer weather
we have had for a few years the whole

INTERSPORT
Q2 2014 SHOW
25 & 26 September 2013

SUPPLIER BRANDS
Rackets

The Village Hotel. These are voted for
by the UK and Ireland Members and
were announced by Intersport
General Manager Tom Foley with Paul
Nixon presenting the trophies. The
winners were as follows;

Footwear

Best Footwear Brand:

Best Apparel Brand:

Best Hardware Brand:

Best Overall Brand:

Best Salesperson:
Adam Sutton

The suppliers also get the chance to
nominate the Best Intersport Retailer
of the year and through tough
competition this year’s winners were
Pilch of Norwich and their team Tim
Shattock, Jim Stevenson and Trudy
Deacon came up on stage to accept
the award.

WINNERS
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or the 12 months ending March 2013, the UK
sports apparel and footwear market saw no
growth when compared to the preceding 12-
month period. 

When you take into account that the sector
experienced significant growth both before and during
London 2012, this could be a worrying statistic for brands and
retailers - and might indicate uncertainty in the near future. 

25%
OF TOTAL SPENDING

GROWTH RATE FOR
ONLINE SHOPPING (£%)

F
brands among younger consumers, accounting for over 40
per cent of total sports market spend. For older consumers,
however, the two brands account for less than 25 per cent of
total spending. Older consumers over-index on supermarket
brands, own brands and outdoor brands such as Berghaus. 

When it comes to price, older consumers pay more for
footwear and less for apparel than under 45s. 

HIGH STREET
Among retailers, JD Sports and Sports Direct have
benefitted from the disappearance of JJB Sports from the
high street, and both retail chains have been able to attract
increased spending from consumers aged 45 and over. 

Apparel, more so than footwear, has driven this growth,
with the running category being the primary beneficiary. 

45 and over consumers are spending more in JD Sports
and Sports Direct and reducing their spend outside of these
retailers. It should be noted that younger consumers are also
behaving in a similar way. 

ONLINE
Perhaps surprisingly, if we look at how 45 and over consumers
shop, they are increasing their online spending at a faster rate
than younger consumers. For the 12 months ending March
2013, internet shopping accounted for about 18 per cent of
total footwear and apparel spending for both groups. 

Understanding some of these key differences between
consumer segments is critical for brands and retailers to
ensure they have diversified revenue streams across all age
groups. The NPD Group’s Sports Consumer Panel can help
companies identify opportunities and threats within the
sports footwear and apparel marketplace. 

08 Follow us @SportsInsightUK

OUTPERFORMING
THE MARKET
Men and women aged 45 and over increased their spend on sports
products during the 12 months to March 2013, the NPD Group says 

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

FOOTWEAR
But it’s not all bad news. Men and women aged 45 and over
are increasing their spend, especially when it comes to
footwear. In fact, in footwear alone this segment grew by
over three per cent for the 12 months ending March 2013. 

There are some distinct differences between the 45 and
over age group and younger consumers, with different
brands and retailers enjoying varying degrees of popularity. 

For example, Nike and adidas are the two dominant
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The NPD Group monitors the sales of sports footwear and apparel
in many countries around the world. For more information call the
NPD Group sports team on 01932 355580.

45S AND OVER
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“OLDER
CONSUMERS

PAY MORE FOR
FOOTWEAR

AND LESS FOR
APPAREL THAN

UNDER-45S”
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TWITTERING Sports Insight is on Twitter. For the latest industry news, new product information and details of
forward features and special advertising opportunities follow us @sportsinsightuk. 
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WHAT’S NEWS
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

IT WILL BE THE OFFICIAL
SUPPLIER OF COMPRESSION AND
THERAPEUTIC GARMENTS TO
THE EXETER CHIEFS AND BATH
RUGBY FOR THE 2013/14 SEASON.

“We’re very excited about the
opportunity of working with Exeter
Chiefs, as they look to build on
another successful season in both
the Premiership and Heineken
Cup,” David Ling, SKINS’ UK
general manager, says.

“We’re delighted to have joined
forces with one of England’s
foremost rugby clubs and be able
to supply the players with a
product that will scientifically
support their match preparations
and post-game recovery during
another competitive season. 

“We’re confident the
partnership will be mutually
beneficial as we both strive for
excellence.”

Of the deal with Bath, Ling
says: “We’re all hoping for a
successful year for all concerned
and also to play a small part as
Bath look to fulfil their ambitions in
the coming season.”

SKINS PARTNERS AVIVA
PREMIERSHIP CLUBS

“THE QATARIS
ARE SO RICH,
THEY SHOULD
RENT ANOTHER
COUNTRY TO
PLAY THE
WORLD CUP IN.”
MIKE PARRY, TALKSPORT
RADIO BROADCASTER

ACTIVINSTINCT MAKES 100 FASTEST
GROWING TECH COMPANIES LIST
PUBLISHED BY THE SUNDAY TIMES AND
UPDATED YEARLY, THE LIST CONTAINS
SOME OF THE UK’S MOST SUCCESSFUL
TECHNOLOGY BUSINESSES ACROSS A
VARIETY OF INDUSTRIES - FROM INTERNET
RETAIL AND SOFTWARE DEVELOPMENT TO
SOCIAL MEDIA AND ADVERTISING.   

“We are delighted to have been confirmed
once again as one of the UK’s fastest growing
technology companies and especially so after
seeing the high standard of the other
companies on the list,” Mike Thornhill, CEO
of the online sports retailer, which was
ranked 100th, says.

“It has been a very successful year for us
and this in many ways is a crowning
achievement.”

Entry to the list is only possible by
demonstrating consistent high growth over a
four-year period. Activinstinct’s average
growth of 42 per cent per year over the last
four years was enough to see the company
make the grade for the second time in three
years, having previously gained the award for
the first time in 2010.

As well as its successful retail operation,
Activinstinct also runs websites for the likes of
Gatorade and MBT. In 2012 its sales totalled
£15.5 million, according to The Sunday Times.
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INOV-8 APPOINTS
NEW GLOBAL
PRODUCT DIRECTOR
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THE DISTRIBUTOR OF TRIGGERPOINT, TRAINAHEAD,
MUSCLETRAC, ROCKTAPE, CLEAN BOTTLE AND THERACANE
HAS APPOINTED MIKE MORGAN AND DANIEL HUME AS 
SALES AGENTS.

“Adding Mike and Daniel to our team is a strategically
important step in broadening the business’ existing distribution
platform,” director Alistair Crawford says. 

“Both have worked in the industry for a significant period of
time and have a tremendous reputation. We very much look
forward to working with them and their client base.”

Agent contact details are: Mike Morgan, South West: 07973
802986. Daniel Hume, Midlands: 07960 013475. Richard Morris,
South East: 07778 159180. Steve Lee, North West: 07515 905525.

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

SPORTS SOURCE ASIA
October 29-31, AsiaWorld Expo, Hong Kong

STAG UK Winter Buying Show
November 24-25, Four Pillars Hotel, Cotswold
Water Park

ISPO MUNICH
January 26-29, New Munich Trade Fair

DIARY DATES ISPO BEIJING 
February 19-22, CNCC, Beijing

TAISPO
March 5-8, TWTC Exhibition Hall, Taipei

STAG UK SUMMER BUYING SHOW 
June 29-30, Four Pillars Hotel, Cotswold Water Park

STAG IRISH SUMMER BUYING SHOW
July 12-13, Tullamore Court Hotel

Live On The Edge
expands sales team

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

JAMES MCKAY (PICTURED) HAS BEEN HEADHUNTED
FROM ADIDAS FOR THE ROLE, WHERE HE WAS
GLOBAL SENIOR PRODUCT MANAGER FOR RUNNING.

Prior to joining adidas in 2007, McKay was EMEA product
manager for running at New Balance.

inov-8 founder Wayne Edy says: “My product manager
[Graham Jordison] and I have spent a decade innovating
and, together with the team, propelled the business to
where it is today. We now trade in over 60 countries and
are growing fast. 

“The addition of James, who has a wealth of global
commercial experience, will ensure we innovate on the
international stage for another decade to come.”

McKay says: “Ever since its first shoe, the Mudroc
290, inov-8 is a brand that has really excited me. From
Wayne’s original concept has come a company that
throughout its first decade has led the way in running
and fitness innovation.

“That focus on innovation will remain and the ideas we
are developing for new product will ensure we continue to
push boundaries and challenge everything.”

The arrival of McKay further strengthens a
management team joined recently by Tim Parkin who,
after eight years at ASICS, is now inov-8’s head of
European sales, and Rob Maynard, formerly financial
director at Ted Baker and Kickers, who is the brand’s
group finance director.

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

THE RETAILER HAS SIGNED A FRANCHISE AGREEMENT
WITH AUSTRALIAN SPORTING GOODS RETAILER
INDEPENDENT SPORTS TO REBRAND ITS 70-PLUS STORES
AS INTERSPORT OUTLETS. 

“Australia’s population is incredibly enthusiastic about sports,”
Franz Julen, CEO of INTERSPORT, says. “With Independent
Sports we have found a successful and competent local partner.” 

The stores will be rebranded in three phases by the end of
2017. Through the acquisition of US athletic footwear chain The
Athlete’s Foot at the end of 2012, INTERSPORT already has 140
stores in Australia, mainly focused on athletic footwear. 

“The fact that as of July 2014 we can offer exclusive
products from all the major sports brands, as well as introduce
a number of quality INTERSPORT exclusive brands in our
shops, will bring great benefits for consumers and our retailers,”
Kevin O’Hanlon, CEO of Independent Sports, says. 

“We are now able to offer a point of difference to other
local sports retailers and gain a decisive competitive advantage,
especially towards international online providers.” 

INTERSPORT has also opened its first three stores in China,
which are located in Fuzhou, Xiamen and Quanzhou, three
cities in the southern Chinese province of Fujian. 

In partnership with the Chinese Fujian New Huadu
Supercenter Co, another eight outlets are scheduled to open in
2014. In the next five years INTERSPORT plans to open 80-100
multisport shops in China with a sales floor space of 1,000-1,500
sqm each.

“We consider our goal to have a total of 500 stores in Asia
and Australia by 2022 to be very realistic, as INTERSPORT and
The Athlete’s Foot will have more than 200 shops in this area in
two-three years,” Julen says. 

“Europe is and will remain our core market, but we see large
growth opportunities in Asia, Australia, the Middle East and in
North and South America.”

INTERSPORT grows
in Australia and
opens China outlets
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THE 
NEWS

TICKER

1. USAIN BOLT
Has renewed his endorsement
contract with Puma. Having
partnered with Bolt since he was
16, this new deal will see Puma
work with the world and Olympic
champion beyond the 2016
Olympic Games.

2. INTERSPORT SPORTING PRO
Has headhunted Antony
Darbyshire from Sports Direct.
Darbyshire was the Mike Ashley-
owned retailer’s head of
property. The subsidiary of
Matalan plans to open 15 stores
by the end of 2013.

THE MANX MISSILE (PICTURED) HAS BECOME AN ELITE
SPORTS CONSULTANT FOR THE ENDURANCE NUTRITION
COMPANY.
As part of the three-year deal, which begins in January,
Cavendish will become a SiS shareholder and be integral in
product development decisions.

“I’m delighted to be joining the team officially as an elite
consultant,” Cavendish, who’s been using the brand’s range of
endurance nutrition products for many years, says. 

“SiS is a brand of performance nutrition products I aim to
assist in developing further for all professional and amateur
athletes. I believe my insight and attention to detail as a pro
racer will only strengthen this incredible brand. I’m super
excited about it.”

1
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MARK CAVENDISH JOINS
SCIENCE IN SPORT

UK TRIATHLON SPEND WORTH
£192 MILLION ANNUALLY

THAT’S THE FINDINGS OF THE 
TRIATHLON INDUSTRY ASSOCIATION
FOLLOWING COMPLETION OF THE 
SPORT’S MOST COMPREHENSIVE SURVEY 
OF ACTIVE TRIATHLETES.

A year on from Alistair and Jonny Brownlees’
Olympic medal winning performances, the
legacy of their heroics has been evidenced in
the findings through increased participation,
spend and events.

Last year 100,000 Brits competed in
160,000 triathlon race starts, 20 per cent of
whom were doing so for the first time. 30 per
cent of these bought a new bike (average
value £1,650) and 25 per cent a new wetsuit
(average value £200).

Encouragingly for the trade, which includes
a growing number of sports equipment
retailers, triathletes appear to prioritise their
sport over other discretionary spends, as two
thirds of respondents indicated their triathlon
spend would stay the same or increase over
the next year. 

Beneath the £192 million headline market
value figure, which excludes expenditure on
tri-related travel and accommodation, tri club
and gym memberships, and magazine
subscriptions, the study findings have 
served to underpin the confidence of the
industry, depicting a growing affluent, well
educated and dedicated community
committed to the sport.

The survey, which was completed by
3,800 respondents, found the average age 

“I HAVE NO
IDEA WHAT
WE WILL DO
IF WE EVER
WIN THE
WORLD CUP.” 
AFGHANISTAN FAN
AHMAD BASHIR
COMMENTS AFTER
POLICE WERE FORCED
TO STOP JUBILANT
SUPPORTERS FIRING
AK47S IN THE AIR
FOLLOWING THE
COUNTRY’S 2-0 WIN
OVER INDIA.

of triathletes was 40 and average salary 
was £45,000.

The sport’s participant population was
found to be biased towards London and the
south east (39 per cent), with its 80 per cent
ABC1 classification comprising 21.8 per cent
professionals and 8.8 per cent company
owners or directors.

Half of triathlon households have an income
of more than £60,000, with 19 per cent earning
over £100,000 a year. Over 60 per cent
manage to train between 5-10 hours per week.

Two British women, Non Stanford and
Jodie Stimpson, finished first and second in
this year’s ITU World Series Grand Final,
providing a high profile foundation for more
women to take up the sport (currently 26 per
cent overall). 

“Despite the sport’s ever increasing
popularity, until now its growth has been
measured by anecdote and event entry
numbers,” Gary Roethenbaugh, managing
director of MultiSport Research, the author of
the report on behalf of the TIA, says.

“The TIA has set about putting this right
with an annual authoritative study. The
findings have been very warmly received,
enabling us to benchmark properly the
industry’s current value, and has been
instructive in highlighting areas in which the
sport can do more to improve.”

A complete copy of the data study is
available to Triathlon Industry Association
members. For membership details visit
www.triathlonindustryassociation.org
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KITSTOP
ESSENTIAL STOCK FOR YOUR SHOP www.sportindustry.biz

Sponsored by
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NEW SEASON. NEW TEAMWEAR
HELP YOUR CUSTOMERS GET OFF TO A WINNING START THIS
SEASON WITH TEAM KIT FROM SPALDING.

With products designed specifically for
men, women and juniors, there’s no need
to compromise on performance, comfort
or quality. Spalding’s products are
engineered to be lightweight and
sweat wicking to ensure each player
looks their best, leaving them to focus
on their performance.

The full Spalding range is available 
in six core team colours, including 
hi-vis Night Yellow - a must have 
for autumn/winter outdoor 
training sessions.  

Choose from Spalding’s range of
branded performance tees, shorts,
outerwear and base layers to suit the
needs, wants and aspirations of your
local sports teams, clubs and societies.  

See the full range at
www.spaldingeurope.com. For
sales enquiries call UK customer
services on 01952 682 900 or
email info.spalding@fotlinc.com

14 www.sports-insight.co.uk

WINNING MOVES
WINNING MOVES WAS CONCEIVED IN
1998. THE COMPANY INITIALLY WAS SET
UP TO PRODUCE SPECIAL EDITIONS OF
MONOPOLY AND TO DATE HAS SOLD
OVER 1,000,000 COPIES. 

In 2000 Winning Moves purchased Top
Trumps from Hasbro and reinvented the
cult card game. Since the relaunch, 60
million packs have been sold in the UK. 

The brand is now being sold globally,
including in the US and Canada,
Australasia, Germany, France, Belgium,
UAE and Singapore, while more territories
are opening up all the time.

2013 is looking good for Winning Moves.
The company’s new exclusive licence
agreement with Hasbro has allowed it to
extend its range considerably - it’s already
launched Monsters University Monopoly,
Teenage Mutant Ninja Turtles Connect 4
and Big Bang Theory Cluedo. 

With a reported 30 per cent increase in
board game sales at retail at the end of
2012, Winning Moves is excited about this
Christmas and looks forward to working
with you all.

For more information call 0207 2989500 
or email kasey@winningmoves.co.uk
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ZINC’S NEW RANGE OF CHOZEN STUNT SCOOTERS
LOOKS SET TO BE ONE OF THE COMPANY’S MOST
ANTICIPATED LAUNCHES OF 2013. AS GOLD 
SPONSOR, ZINC DISPLAYED ITS NEW RANGE OF
STUNT SCOOTERS AT SCOOT FEST 2013, THE BIGGEST
SCOOTER EVENT IN THE WORLD, WHICH ALSO
HOSTED THE ISA WORLD CHAMPIONSHIPS.

The new Chozen range is tailored for the advanced
scooter rider market. The Team Series Chozen
scooter is available in four colours and
features a CNC threadless headset and an
anodised aluminium 6061-T6 extruded deck

with unique Zinc detailing. The Chozen also
has a seagull steel handlebar along with 10mm

six-spoke alloy core wheels. 

For more information email ying@hy-pro.co.uk

ZINC TEAM SERIES
CHOZEN SCOOTERS

TROLLEY DASH

1. TP FACTOR MASSAGE BALL. LIVE ON THE EDGE. 0333 400 8181
2. VIBRAM FIVEFINGERS ALITZA. INFO@PRIMALLIFESTYLE.COM
3. RUNNING SOCKS. HILLY. 0161 366 5020

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

PRODUCT ROUND-UP

2
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TIGERTURF INTERNATIONAL
TIGERTURF INTERNATIONAL’S LANDSCAPE RANGE
REPLICATES THE VARIED TONES, SHAPES AND SOFT
FEEL OF INDIVIDUAL BLADES OF GRASS, MAKING IT
THE MOST REALISTIC ON THE MARKET. WITH SPORTS
PRODUCTS, THE COMPANY STRIVES TO DELIVER THE
MOST DYNAMIC, INNOVATIVE RANGE OF HIGH
PERFORMANCE ENGINEERED SURFACES FOR
FOOTBALL, RUGBY, HOCKEY AND MULTIPURPOSE USE.

TigerTurf International is a worldwide organisation
specialising in the manufacture and supply of artificial turf
for the sport and landscape market. With over 30 years’
experience devoted to providing quality assured products,
TigerTurf is active through its distribution network in more
than 35 countries across Europe, the Middle East, Asia,
Africa, USA, Australia and New Zealand.

The company has invested in skilled workers and state of
the art technology to ensure high quality turf is delivered
to customers every time.

For more information call +44 (0) 1299 253966 
or email info@tigerturf.co.uk

3

THE NEW
CHOZEN

RANGE IS
TAILORED
FOR THE

ADVANCED
SCOOTER

RIDER
MARKET

1

Kit stop_Kit Stop  04/10/2013  14:33  Page 4



CYBERTILL HELPS SPORTS RETAILERS MANAGE THEIR STOCK
IN-STORE AND ON THEIR WEBSITE. IT IS A MULTICHANNEL
EPOS AND ECOMMERCE SYSTEM THAT IS WEB BASED. THIS
MEANS THE SOFTWARE IS HOSTED ON THE INTERNET AND
RETAILERS ACCESS IT VIA THEIR TILL, IPAD OR ANY DEVICE
THAT CAN CONNECT TO THE INTERNET. 

Cybertill gives sports retailers real time stock, sales and 
order information, so you only sell what you have in stock. 
It unifies a sports retailer’s store and website and with
Cybertill your customers can reserve online and collect 
in-store, again in real time. 

Sports retailers can access Cybertill from any location, so
they can work on their business when it’s convenient for
them, without being tied to the store or office.

For more information call 0800 030 4432, email
enquiries@cybertill.co.uk or visit www.cybertill.co.uk

CYBERTILL
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Sponsored by

INOV-8’S FULLY BREATHABLE,
BODY-TIGHT RACE ULTRA VEST
HAS DARED TO BE DIFFERENT
THE POSITIONING OF TWO SUPER
LOWERED POCKETS MEANS A
PAIR OF 500ML BOTTLES SIT
FLATTER AND MORE STABLE
TO THE SIDE OF AN ULTRA
DISTANCE RUNNER’S BODY,
AWAY FROM THE CHEST 
AND FACE AREA. THIS MAKES
THE BOTTLES EASIER TO
ACCESS AND REDUCES
FLUID BOUNCE.

Weighing a mere 195g, the
vest can carry up to four litres
of kit. It boasts seven stretch
mesh pockets and six
adjustment straps, ensuring 
one size fits all. The rear pocket
holds a removable insulated 
sleeve that houses a two-litre 
shape-shift reservoir.

Outer bungee compression allows extra storage space 
for poles or other accessories that need to be accessed
quickly when racing.

The vest, which is new for
spring/summer 2014,
comes supplied with the
two-litre reservoir and two
500ml bottles. It has been
tested by international
athletes, including Ben
Abdelnoor, who wore it
when obliterating the
course record at this
summer’s Lakeland 50-
mile ultra race over
some of the UK’s
toughest trails.

For more information
call 01388 744900 or
visit www.inov-8.com 

WEIGHING A MERE 195G,
THE VEST CAN CARRY UP
TO FOUR LITRES OF KIT. IT
BOASTS SEVEN STRETCH
MESH POCKETS AND SIX
ADJUSTMENT STRAPS
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SO WHY DON’T 
MANUFACTURES
DELIVER HIGHER
QUALITY
INSOLES LIKE
CURREXSOLE IN
THEIR SHOES?
Cost and market
share. To deliver a
quality insole like
currexSole, the shoe’s RRP 
would have to be 
dramatically hiked. Manufacturers
would have to decide on a dedicated
‘shape’ for the insoles and as feet
differ in both shape and function they
would only suit customers that
matched this shape - thus reducing
their market share. Manufacturers
therefore opt for thin foam insoles
with little or no function, which are
primarily designed to insulate the
foot from the rougher materials and
seams on which it sits. Finally, they
are just plain cheap - rarely costing
more than 20p to produce. 

SO IT’S ALL ABOUT SUPPORTING
THE ARCH AND ALIGNING THE BODY? 
Not at all. Rather than rigidly
supporting or blocking the foot’s
motion, the foot can transfer power
more efficiently when the arch can
move more naturally, hence ‘Natural
Performance Insoles’. Our feet work

by loading energy within the arch
(storing it like a leaf spring)

and returning it as we move. 

WHAT’S SO NATURAL 
ABOUT PUTTING AN INSOLE
BENEATH YOUR FEET?
A lot more than you first

might think. If you understand
that your foot is a sensor, it

makes sense that the sole of
your foot should be in

contact with the ground. Many
shoes, even barefoot or minimalist,
produce a gap between your shoe and
the underside of your feet, reducing the
data the feet are getting. currexSole’s
Dynamic Arch Technology (DAT) is
designed to maintain as much contact
as possible, enabling more information
(proprioception) to be fed back to the
brain, so that the neuromuscular
systems can protect your joints.

ADVERTORIAL
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As sport lovers we customise much
of our equipment to improve both
performance and fit. Notably; golf
clubs, tennis racquets, bikes, mouth
guards etc. But the inside of our
footwear, the most crucial piece of
equipment we own, gets woefully
ignored. Externally manufacturers
work hard with midsole cushioning,
support, de-coupled heels etc - but
inside all hell is breaking loose and
manufacturers do little for this. This
is where currexSole insoles can really
make a difference.

WHY SPEND £35 ON 
CURREXSOLE INSOLES 
WHEN THE MANUFACTURER
ALREADY SUPPLIES A PAIR?
currexSole insoles will enhance
biomechanics, comfort, fit and
performance. They help to alleviate
pain from shin splints, plantar fasciitis,
achilles tendonitis, heel pain, etc.
currexSole insoles have been
designed to delay the onset of 

fatigue and provide a blister-
free environment.

CUSTOMISE FOR 
FIT AND PERFORMANCE
They’re more than just ‘Add Ons’
and deserve a place in your store

WE OFTEN
HEAR
CUSTOMERS

COMPLAINING
ABOUT

‘COLLAPSING
FEET’ AND ‘OVER-

PRONATION’. WILL
CURREXSOLE HELP?

Yes, but first we must explain that
pronation is a good thing - it’s part of
our body’s natural shock absorbing
system. That rolling inward motion is
absorbing a lot of the peak impact.
However, weak muscles or fatigue 
often allow this movement to become
excessive both in speed and range. Our
DAT is designed to capture this speed
and slow it down and reduce its range. 

YOU HAVE DIFFERENT 
INSOLES FOR DIFFERENT 
SPORTS AND THREE 
DIFFERENT ARCH PROFILES?
That is correct. Most sports have
footwear specifically designed for
purpose, which is why we currently
have five different insoles covering
running, football, rugby, tennis,
cricket, walking, skiing, etc. Each
range is available in three arch
profiles - LOW, MED and HIGH.

WHY SHOULD YOU STOCK
CURREXSOLE NATURAL
PERFORMANCE INSOLES?
Offering our award winning insoles
and using our measuring device
improves your customer service and
lowers your business risk:

■ Differentiate yourself from your
competitors and enhance your
credibility as a specialist.
■ Ensure better foot comfort and
performance for your customers 
by improving posture, balance and
stride efficiency.
■ Increase transaction value and
improve sales margin.
■ Benefit from flexible re-order and
business terms.
■ Comprehensive training, retail and
marketing support.

For more information call 
01344 623 883 or visit
www.currexSole.co.uk 

CURREXSOLE

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

To attain the high levels of dynamic
performance our atheletes demand, we
need more than one or two layers. To
highlight this fact our RUNPRO insoles are
constructed with 7 different materials,
assembled and finished by hand.
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Uhlsport products - supporting retailers by
linking them into these key endorsees. In
2012 I took over managing the Irish
marketplace and am employing similar
tactics to establish the brand presence and
strengthen the retail base.

The next brand to come into my
portfolio was McDavid. As the world’s
leading sports medical supplier, the
product is second to none, but the retail

price points are mid
to top end. Thus a key
element of the role is
to persuade my retail
partners that
consumers, will pay
for premium product. 

The most
compelling argument
is that sports medical
products are based on
a ‘distress’ purchase
and thus the
consumer wants an
instant solution.

Therefore it is in the interests of the retailer
to present a premium product, resulting in a
bigger cash sale and margin. For those
retailers that embrace this argument, the
McDavid area has become one of the most
profitable per square foot in their outlets.

Spenco, insoles, 2nd Skin and Ironman
lines fit alongside McDavid product and
complement the sale nicely.

Spalding basketball is the latest
brand I have taken on and there are
opportunities in certain areas with clubs
and leagues that I continue to explore.

WHAT ADVICE WOULD YOU GIVE 
TO SOMEONE THINKING OF
BECOMING A SALES AGENT?
Everybody understands the challenges
our industry faces, but there is a future
for sales agents, albeit probably carrying
more brands than perhaps they did
historically. There is still a committed
retail base out there that respects
honesty and hard work. The sales agents
who find ways to help these retailers and
find products to add new business are
the ones who will survive. That’s how I
set my own stall out and I trust it will
serve me well in the future as I continue
to find brands that share this philosophy.

For more information email
hutchsports@hotmail.co.uk

HOW DID YOU GET INTO 
THE SPORTS TRADE?
I have always been involved in sport and
have a long history in football. I represented
Northern Ireland at junior international level
as a goalkeeper and have played and
coached for over 30 years. But for a career
I chose a different path.

Four years ago I was looking for
Uhlsport product on the Northern Irish
market, but couldn’t
find it anywhere, so I
picked up the phone to
Paul Sherratt of
Solutions for Sport,
who represents
Uhlsport as the UK and
Ireland country
manager. At the time
he had just become
involved with the brand
and was restructuring
the UK operation, but
had not yet addressed
Northern Ireland. The
call was to ask whether any sponsorship
was available. However, to cut a long story
short, I ended up making a complete career
change and became sales agent for
Northern Ireland for Uhlsport.

WHAT BRANDS DO YOU REPRESENT?
That first discussion with Paul has led to a
close relationship with the Solutions for
Sport business and thus my portfolio very
much reflects the client base it has. The
core brands are Uhlsport, Spalding,
McDavid and Spenco - all of which have a
nice synergy and allow me to penetrate
all the relevant sporting goods channels
in Ireland and Northern Ireland.

WHAT ARE YOUR STRATEGIES 
FOR THESE BRANDS?
Since Uhlsport was the first brand I got
involved with, the strategy is the most
mature and has been built very much on
the strong contacts I have within the
football community. I was very lucky that,
early in my relationship with Uhlsport, I
managed to secure Dungannon Swifts, an
IFA Premiership team, as a sponsored
club, which allowed me to put down a
marker in the territory and create a focal
point for brand activities.

As this strategy evolved, I was able to
pick up sponsored goalkeepers in the IFA
and drive consumers into retail to purchase

On the

Brian Hutchinson lifts the lid on his life as
an independent sales agent in Northern
Ireland and the Republic of Ireland 

“THERE IS
STILL A VERY
COMMITTED
RETAIL BASE
OUT THERE
THAT RESPECTS
HONESTY AND
HARD WORK”

PRODUCT
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Discover the full imprintable teamwear range at:

SPALDINGEUROPE.COM

PenCarrie  
T: 0800 252 248

Ralawise
T: 0800 212 180

Ralawise Ireland
T: 1 800 599599

In the heat of battle, advantage is everything. Spalding teamwear provides the competitive edge.  
Our range moves, stretches and breathes with the body, and our moisture wicking fabric keeps you 
dry, comfortable and focussed, a vital asset whatever the challenge.

®

ADVANCED FABRICS FOR 
UNRIVALLED CONTROL AND 
OUTSTANDING PERFORMANCE.

FULL RANGE OF  
COLOURS & SIZES

DESIGNED TO  
BE DECORATED

ALL COLOURS 
RETAINED FOR 
MINIMUM 3 YEARS

ALL GARMENTS IN 
STOCK & READY 
FOR DISPATCH

ALL GARMENTS 
ARE ETHICALLY 
MANUFACTURED

Prestige Leisure 
T: 0800 652 1234

Distributed in the UK by: 

newspalding_A4.indd   1 29/08/2013   15:28



HOW DID YOU GET INTO 
SPORTS RETAILING?
I set up RunActive Sports And Fitness 
with my brother, Richard, in Leigh-on-
Sea in June 2012. We’d noticed an
increase in boot camps, gyms, runners
and running clubs and as fitness
enthusiasts could see a demand for kit
that was sold with professional product
knowledge. We opened the shop to tie 
in with the Olympics with the aim of it
being a family-run business at the centre
of the community and to encourage 
even more fitness in the area. We are
fortunate to live in such a beautiful 
town and have so many great locations 
to get out in and run. 

WHY DID YOU SPECIALISE IN
RUNNING AND FITNESS?
I am a keen runner and Richard had used
fitness training to return to health
following a heart
attack in 2008, so it
made sense.
Runners in
particular need
professional advice
when it comes to
shoe selection,
training
programmes and
strength and
conditioning - and
as specialists we
can provide it. Being
customer focused
and part of the
community has meant we’ve gained 
an excellent reputation. We have 
many customers who pop in just for
advice or to give us progress reports 
on their performances.

HOW HAS TRADE BEEN 
SINCE YOU LAUNCHED?
We opened a second store in
Chelmsford in June this year and are
enjoying meeting more new customers
and getting involved with clubs and
gyms. We are big believers in the
Schools Sports Programme and I run
coaching programmes to help inspire 
a generation. We also sponsor two
young athletes. We are currently in
negotiation for a third store, which we
plan to open this year, and have a fourth
already in our sights.  

WHAT ARE YOUR CURRENT BEST-
SELLING PRODUCTS AND BRANDS?
ASICS is our best-selling brand, which is
largely due to their clearly defined
product range. However, we have seen a
significant uptake of the new adidas
Boost running shoes, with customers
already buying second pairs. But as
specialists we do stock many other
brands and our aim is simple - to ensure
the customer takes the right shoe for
them and, most importantly, one in which
they want to go out and train in. 

HOW DO YOU COMPETE?
We have a few local specialist
competitors who we like to partner with,
so we’ll send a customer their way if
appropriate. The major issue we face is
the large out-of-town stores that offer
products at perceived low prices.
Although we feel our service is

exceptional and our
product selection
keeps customers
returning, we do
lose out to them.
Online shopping is
also increasingly
affecting our sales,
particularly when
customers browse
our products, take
our advice and then
search the internet
for cheaper prices.
We, however,
benefit from the

internet by making international sales
through our own website. We’re flexible
though with prices if a customer says
they can buy more cheaply elsewhere.
We’ve also introduced a loyalty scheme,
where we offer a discount to regular
customers and local clubs. 

ARE YOU A MEMBER OF ANY
BUYING GROUPS?
As part of INTERSPORT we are
exceptionally well supported and have
access to almost all products in our
sector. We also benefit from specific
unique products, great business advice
and fantastic quarterly trade events. I
don’t think we could be supported any
better. INTERSPORT even got involved
with our local 10k race by providing the
finish arch, course flags and branding

banners. This gave the race a
professional edge and has allowed it to
grow by over 40 per cent in comparison
to earlier years. 

WHAT HAS BEEN YOUR 
BIGGEST CHALLENGE?
Managing stock purchase, delivery
timings and cash management. We are a
self-funded business and these issues
matter, so it can really affect our plans if
suppliers deliver and bill early. Fortunately,
with Richard’s 20 years of experience,
issues like these are kept to a minimum.

The
RETAIL 

Insider
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David Robinson is co-owner of
RunActive Sports And Fitness 

“WE ARE
CURRENTLY IN
NEGOTIATION
FOR A THIRD
STORE, WHICH
WE PLAN TO
OPEN THIS YEAR”
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To speak with you local sales representative:
Scotland. Eric Muir: 07940 598779. 

Ireland. Brian Hutchinson: 07595 543835. 
North and Midlands. Dan Hume: 07960 013475. 

London and South East. Bob Ludlam: 07973 394004. 
Wales and South West. Michael Morgan: 07973 802986.

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

THE SUSPENSION
TRAINER IS THE

PERFECT BODYWEIGHT
WORKOUT TOOL

FITNESS-MAD HAS SOME 
NEW KEY LINES ON OFFER 
AT THE STAG SHOWS.

The SureGrip Yoga mat is made
from natural latex, which offers
unrivalled grip in all conditions
and is soft to touch. Being both
biodegradable and tested as
free of harmful substances, the
SureGrip is better for you and
the environment, while offering
the ultimate performance and
comfort during your practise.
Available in either 2mm or
4mm options.

The Suspension Trainer is the
perfect bodyweight workout
tool. Suspension training
increases flexibility and
endurance and is an
increasingly popular addition 
to anyone’s fitness kit.

For more information call
01386 425920 or visit
www.Fitness-Mad.com

STAG IRISH 
BUYING SHOW 2013
||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||

WINTER

UHLSPORT
ELIMINATOR 

WORLD CUP 2014
GOALKEEPER GLOVES

UHLSPORT IS RELEASING SIX 
VERSIONS OF THE ELIMINATOR 

2014 WORLD CUP GOALKEEPER 
GLOVE - THE ELIMINATOR ABSOLUTGRIP,

ABSOLUTGRIP 
HN, SUPERSOFT, SUPERSOFT

ROLLFINGER, SOFT AND STARTER SOFT.
THESE WILL RETAIL BETWEEN £14.99-

£99.99 AND SIZES RANGE 
FROM 3-11 IN SELECTED MODELS. 

The Eliminator will be worn by all uhlsport
sponsored players participating in the 2014

World Cup in Brazil. The various cuts will
allow the brand’s keepers to perform and

respond to the level of competition.

The Eliminator 2014 World Cup gloves have
been made to mark a special occasion and

with their fluorescent palm and cyan
backhands uhlsport believes they will do so.

For more information call 08448 849861
or email  sales@uhlsportuk.com

FITNESS-MAD
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NEW FOR 2014 IS THE
VIBRANT ADRIATIC,
ELK AND CARVE, AND
BRIGHT COLOURS
AND FASHION
APPEAL WOULD
COUNT FOR NOTHING
IF THE CARIBEE
PRODUCTS WEREN’T
COMFORTABLE,
PRACTICAL, DURABLE
AND OFFERED GREAT
VALUE FOR MONEY.

REEBOK
TITANIUM

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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REEBOK TITANIUM IS A NEW RANGE OF CV 
EQUIPMENT FROM REEBOK FITNESS, A MARKET 
LEADER IN THE DEVELOPMENT OF HIGH QUALITY,
CUTTING EDGE FITNESS EQUIPMENT. 

Reebok Titanium seamlessly brings together strength 
and design to deliver the most advanced range of home
fitness equipment yet. The exercise equipment is designed
for users who want the quality of a commercial product
without the gym membership. 

Exercise bikes, front and rear drive ellipticals and treadmills
make up the range to provide stunning

machines that match up to commercial
strength and quality, while

maintaining the
technological edge in

home fitness with such
features as the i-Drive control

system and iPad connectivity. 

For more information call 
01908 793020 or email

sales@rfeinternational.com

HOT ON THE TAIL OF A
SUCCESSFUL 2013

SEASON, BRAND
AGILITY HAS

LAUNCHED THE
2014 CARIBEE

RANGE.

2014 sees the
return of possibly

the UK’s best
selling backpack -
the Caribee Rhine

- which has
retained its place

as the number one
best-seller in the
backpack range.

New for 2014
is the vibrant

Adriatic, Elk and
Carve, and bright

colours and fashion
appeal would count for

nothing if the Caribee
products weren’t comfortable, practical,

durable and offered great value for money.

The Aussie brand has grown
exponentially in the UK and Ireland over

the last 18 months and with new premises,
next day delivery and no minimum order

it’s anticipating a successful 2014.

For more information 
call 0131 554 5555.

2014 CARIBEE RANGE
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f Dame Sarah Storey
needed any added
incentive to defend her four
London 2012 Paralympic
cycling golds at Rio in

2016, it’s the fact her daughter will be
there to cheer her on.

At the moment, Louisa, four-month-
old daughter of Sarah and her husband,
tandem racing champion Barney Storey,
spends much of her time in a cosy Moses
basket, lulled to sleep by the whirr of her
mum’s static turbo training bike, as Storey
gets back into racing trim to defend her
reputation as Britain’s greatest ever
woman Paralympian.

EXCITEMENT
“It’s funny to think that by Rio in 2016
Louisa will be running around and able to
share in the excitement,” Storey says.

And there could be an added goal -
Storey hasn’t given up the dream of
becoming the first Briton to compete in
both the Olympics and Paralympics. She
narrowly missed joining the London 2012

pursuit team and hasn’t written off the
chance of doing it at Rio.

Brand ambassador for the UK’s Sports
Tours International, Storey says she never
had any doubts she could be both a top
athlete and a good mother. She
continued to train throughout her
pregnancy and two months before
Louisa’s birth was still cycling up to three
and a half hours a day on a specially
adapted bike.

“Some people worried that I shouldn’t
be training while pregnant, but in fact
cycling is good for encouraging a baby to
be in the right position,” Storey explains.
“And as I am used to six hours on the
road, for me three hours was gentle.”

With the Rio Olympics qualification
period still over a year away, 35-year-old
Storey thinks she has plenty of time to
regain her pre-pregnancy fitness, as well
as relish the joy of her new family.

“Having a baby is my greatest
achievement ever,” says the legendary
winner of 11 Paralympic golds. “You can’t
compare it to anything. I’m incredibly

I

HER BIGGEST SUPPORTER

28 Follow us @SportsInsightUK

Sarah
Storey
Great Britain’s most decorated
female Paralympian says she’s still
got a lot to accomplish on two
wheels. Tony James reports

MY SPORTING LIFE

the Athens Olympic Games in 2004, when Storey was 
still a Paralympic swimmer and Barney was starting 
out on his career as a pilot for riders who are blind 
or partially sighted.

She explains: “I started seeing a bit more of him and
eventually he plucked up the courage and asked me out. I
thought it would never happen, to be honest.”

Since then, Barney has been a major ingredient in
Storey’s phenomenal success. 

As she says: “He has an immense knowledge of the
sport and when I came along, a big, broad shouldered
swimmer, he just taught me everything I know.”

Today Sarah Storey and her family live in Disley, Cheshire, a
quiet leafy village handy for training in the Peak District or
at the Manchester Velodrome.

Her husband Barney, a triple gold medallist and tandem
rider and pilot for blind cyclists, whom Storey married in
2007, is her biggest supporter and inspiration: “He’s been a
tandem pilot, an able-bodied solo sprinter who has ridden in
world cup events and he was an elite road racer. 

“For the past 16 years I have been able to devote myself
to something I truly love and then I meet a man who is
equally passionate about sport. I keep pinching myself.”

The couple first met at an Olympic training camp before

proud of everything I’ve done - so chuffed
and honoured to be made a Dame in the
New Year Honours and having a baby was
the icing on top of a very amazing cake.”

After Louisa was born, Storey had 
only six weeks’ rest before gradually
building up the intensity and duration 
of her training.

She says: “Fitting in training 
between feeds has been a challenge 
and there is no routine to it, but with 
the help of Barney and my parents, 
who live round the corner, we have 
been able to fit everything in and 
make sure Louisa is happy.

“Obviously there are no guarantees 
to being selected for Rio, but my next 
big aim is to be there to defend my 
titles from London.”

SCHEDULE
An important part of her busy schedule is
hosting Sports Tours International training
camps, including at the exclusive Club La
Santa training resort in Lanzarote, where
Storey has trained for several years. She
first visited as a swimmer 20 years ago
and did a lot of her 2012 Paralympics
training there, too.

“My aim is to help Sports Tours further
position itself as one of Europe’s leading
travel companies for people who love
running, cycling and triathlons,” Storey
says, whose first La Santa cycling training
camp is in December.

“I’m excited about the focus on
getting families more active and helping
first-time event participants prepare and
perform properly. For those who are new
to racing or wonder whether they would
enjoy road racing, this is a great event to
try in a no-pressure friendly environment.”

Club La Santa hosts a number of
training camps every month for people
who want to try a new sport and need
some guidance or want to improve their
fitness and sporting technique. Celebrity
hosts have included Joanna Rowsell, Mark
Cavendish and Jenson Button.

Now Great Britain’s most decorated
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INTERVIEW

female Paralympian, Storey’s career, spanning
over 20 years, has brought 11 golds, eight silvers
and three bronzes from six Olympics across 11
events, six in the pool and five on the cycle track.
In fact, the achievements of cycling’s golden girl

are seemingly unending - 22 Paralympic 
medals, 20 world championships, seven

world cup titles, 72 world titles and 
more than 140 national titles.

Born without a left hand, Storey
made her Paralympic debut as a
swimmer at 14, winning two gold
medals, three silvers and a
bronze in Barcelona in 1992. She

swam in another three Games
before switching to cycling in 2005

after an ear infection meant all her
training had to be done on a bike.

“I used to watch cycling on TV and
wondered if I’d be any good, but I never

thought I’d get the chance,” Storey says. 
Once she did, there was no stopping her. 

She was the first disabled cyclist to ride for
England in the Commonwealth Games.

“When I looked at the Paralympics, I had no
idea if I would even qualify,” Storey says. “I’m not
disabled - just an athlete with a hand missing.”

Storey says her title - announced in the New
Year Honours list - came as a: “Most wonderful
surprise. When I found out, I thought: ‘Oh no, not
another secret to keep’.”

As it happens, she didn’t have to keep it long.
Barney told the whole family on Boxing Day. He
just said: “It makes me proud to say ‘Arise Dame
Sarah Storey’,” and everyone started screaming.

AMAZING
Receiving the award from Prince Charles was
another “pinch yourself moment”, Storey says:
“The whole event was absolutely amazing. I was
very pregnant and the Prince jokingly warned me
not to go into labour.”

Naturally, the proud mother hopes her
daughter will have the same love of sport as her
parents: “But there won’t be any forced sporting
career or any pressure. But you never know,
maybe we’ll eventually get a triple bike for the
whole family.”

Will Rio be her last Paralympics? “I’ve got to
qualify first,” Storey says. “But after that, who
knows? I’ve been in races where there are 90-
year-olds doing time trials. I can’t image saying,
okay, I’ll stop cycling. I’ve still got a lot to
accomplish on two wheels.”

“WHEN I FIRST
LOOKED AT THE
PARALYMPICS,
I HAD NO IDEA
IF I WOULD
EVEN QUALIFY”

29www.sports-insight.co.uk
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Legacynot

London 2012 inspired down to earth
passion and a feeling that everyone
can participate, Lauren Fox says

n terms of being a
sporting spectacular,
events don’t come any
more illustrious than the
Olympics. Global focus is

guaranteed and for any city elected
to play host there is no
doubt the event is a vital
platform to showcase not
just the athletic talents
of the home nation, but
to subtly put the city
itself at the top of 
any destination 
agenda post event.

Storytelling the
cultural desirability of the
Olympic setting is
undoubtedly a critical part
of the mix. And, let’s
face it, when
you can
combine

I
enviable landmarks with history, James
Bond and Oscar winning directorial skills,
London 2012 really was ‘cool Britannia’.

IGNITE
But what of the strong and fast, those

who reach sporting heights and go 
the distance? Does hosting the

world’s greatest competitive event
ignite a burning passion in young
athletes of the future? Is there 
an Olympic equivalent of 
jumpers for goalposts?

Creating a dynamic sporting
future for Britain was one of the
critical elements within the British

pitch to host the Games, something
reiterated by David Cameron in a

recent Cabinet Office report into
the London 2012

legacy, in which
he wrote: ‘It’s

a summer
we will

remember for a long time, but to be truly
successful the Games can’t just be the
memory of one summer. It was always
the plan that the legacy left by the
Games should last a lifetime.’ 

Lord Coe presented the London bid 
in 2005 with a core mission that the
Games would be used to inspire future
generations to choose sport. After
London 2012 he was appointed the 
Prime Minister’s Olympic and 
Paralympic Legacy Ambassador 
to continue this work. 

According to Boris Johnson, London’s
mayor, 150,000 more Londoners have
tried some kind of sporting activity since
the Games. However, despite a
commitment to getting more young
people into sport, figures published by
the Department for Culture, Media &
Sport found that almost 75 per cent of
2,000 children under the age of 10
surveyed said the Games had not inspired
them to take up a sport, with over 50 per
cent of 11 to 15-year-olds sharing their
view.  

INVESTMENT
That said, there is £300 million being spent
over the next two years on primary school
sport to improve the coaching and
experience children have and more than £1
billion of public money being invested over
four years to strengthen grass roots sport
and upgrade facilities in communities
across England. So it would be natural to

expect this to channel footfall towards
the nation’s sports retailers. 

A lack of funding is being 
cited as the reason the legacy
might have become lethargic,
preventing schools from running

sports clubs, competitions and
events that would encourage 

children to take part in football,
athletics, rugby, hockey and swimming. 

Controversial reforms to school sport,
such as the abolition of the £162 million a
year School Sport Partnerships scheme
and previous targets requiring pupils to
take part in two hours of sport a week,
have raised concerns. However, a new
Olympic-style ‘school games’ programme
has been implemented to increase access
to competitive sport and therefore

Follow us @SportsInsightUK30
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seen British companies at the forefront 
of infrastructure developments for 
Brazil’s forthcoming sporting events. 
£120 million-worth of contracts have 
been won by UK companies for the 
Brazil 2014 World Cup and Rio 2016
Olympic and Paralympic Games.

Although the sporting spotlight was
trained on the investment in the new
stadiums gracing the capital and the
social and economic regeneration of east
London in particular, the legacy from the
games has been nationwide. What’s
more, it has proven that by presenting
sport in the right way and taking an
inclusive approach you can indeed

inspire. Not just a generation, but several,
as entire families have embraced the
spirit at the heart of London 2012 and the
range of messages the Games conveyed.
To be active, to enjoy sport, to believe in
success, this was what Team GB’s
Olympians, Paralympians and every
volunteer involved in the event felt and
shared with the nation.  

London 2012 brought elite success,
but it inspired down to earth passion and
a feeling that everyone can participate.
The range of resulting opportunities to
connect through sport, competitively and
commercially, is indeed a legacy to take
pride in and advantage of. 

maintain interest and commercial
opportunity. Additionally, the launch of
Sportivate in 2011 as a Lottery funded
legacy project has so far enabled over
250,000 young people to attend free or
discounted six-eight week courses to try
more than 70 different sports through a
national network of 49 County Sports
Partnerships that links with local clubs
and providers.

RETURN
Critics felt that there would never be a
national return on the £9.3 billion ploughed
into the Games, but an impressive 75 per
cent of the money spent on the Olympic
build was invested in regeneration. As a
result, this urban renewal expertise has

31www.sports-insight.co.uk

LOCOG’s objective to
‘inspire a generation’ was
an undoubted success,
according to British
Rowing, the national
governing body for
rowing, which has
received nearly 12,000
new membership
applications since the

British gold rush started
at Eton Dorney. 

Under-18s make up
50 per cent of these
applications, which is
perhaps reflected by the
dramatically increased
social media connection
that saw British Rowing’s
Club Finder page on its

website record 5,410
visits on the day Team
GB won its first rowing
gold - visits that peaked
at 405 daily during the
Beijing Olympics. During
London 2012, over
33,000 people used the
website to locate a
rowing club.

OBJECTIVE ACHIEVED

LONDON 2012 

“CREATING A
DYNAMIC
SPORTING
FUTURE FOR
BRITAIN WAS ONE
OF THE CRITICAL
ELEMENTS
WITHIN THE
BRITISH PITCH
TO HOST THE
GAMES”

Getty Images

London 2012
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2013 London major Boris Johnson
announced that £2.7 million would be
made available for community projects to
improve facilities such as club buildings
and playing fields. And organisations that
had initiated positive change were
recognised at the Beyond London 2012
Awards. Six winners were given business
support and/or funding packages
through the Beyond Sport Foundation,
including projects that offer support for
young people not in education,
employment or training.

The summer of 2013 has seen some
good efforts to keep the flame burning.
Join In is a Government-backed charity
launched after the 2012 Olympics and
Paralympics whose aim is
to encourage people to
help out and stage events
at sports clubs and
community groups around
the UK and foster a culture
of volunteering. Extra cash
has come from BT and
Lloyds TSB and Join In
Summer 2013 saw 10,000
events being held between
July and September,
including the massive
event for games makers,
called Go Local and
described as “the UK’s
biggest celebration of
volunteering”. In
September National
Paralympic Day, a free
event aimed at disabled
and non-disabled people,
was the grand finale,

efore the Olympics in 2012,
an NHS annual review found
how a decade of bad habits
had gripped the nation, with
a shocking 11,736 hospital

admissions being due to obesity, 11 times
more than in 2001-02. But with the onset
of the Games, The Game Plan set
ambitious targets, including 70 per cent
of the population undertaking five 30-
minute sessions of moderate activity per
week by 2020. 

But what impact has the Games had?
Has participation in sport and fitness
increased? Has London 2012 helped change
our attitudes to health and fitness - and to
disabled athletes? Is the nation ready to get
up and go? And more importantly, has hard
cash been invested into community
projects, buildings and coaching? 

PESSIMISTIC
On the pessimistic side, a nationwide poll
commissioned by gym chain Fitness First
reported that 68 per cent of the British
public felt that legacy has not held up just
a year on from the Olympics. More
participation in sport might go some way
to helping dent the armour of the obesity
epidemic, but the poll of 2,000 people
found that 59 per cent of those
questioned said the Olympics hadn’t
made them try a new sport. Add to that
further research by Sport England that
found 20 out of 29 national sports saw a
decline in participation since 2012 and you
may want to hang your head in despair.

But it’s not all doom and gloom. Also
reported around the time of the
anniversary were upbeat stories. In July

B

Keeping the

FLAME
BURNING

Follow us @SportsInsightUK32

With the first anniversary over, Fiona Bugler
analyses the 2012 Olympic and Paralympic legacy

“CONSIDERING WE HAVEN’T
EVEN REACHED AN 18-MONTH
MILESTONE YET, ANY SURVEYS
AND REPORTS CONDEMNING
ITS SUCCESS SEEM
SOMEWHAT PREMATURE”

marking the one-year anniversary of the
London 2012 Games.

“There are already encouraging signs,”
ukactive CEO David Stalker says. “People
are more active than they ever were.
Government has set aside £150 million for
investment in school sport and Sport
England alone has £493 million to fund
46 different types of grass roots sport.
Change4Life and the Inspired by 2012
mark are raising the profile of healthy
lifestyles far beyond the sector.”

CAPITALISE
We have to remember it’s still early days.
And to combat obesity, get the nation
active and capitalise on the Games is a
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C

O
G
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Feedback regarding the Paralympics has been mixed. A study
by disability charity Scope reported that 81 per cent of 1,014
disabled people surveyed said attitudes have not improved
and 22 per stated things had actually got worse.

However, there seems to be positive voices and facts out
there that indicate the Games went a long way to shift
attitudes. According to six-time veteran of the Paralympics
Noel Thatcher, the impact of the Paralympics has exceeded
expectations. Thatcher is active in the world of sport and
running, taking his and inspiring message to schools, as well as
working for charities such as Seeing is Believing, whose aim is
to eliminate avoidable blindness. 

“The Paralympics has had an extremely positive effect,”
Thatcher says. “Now there are disabled youngsters who see
100m 2012 legend Jonnie Peacock as a role model. It’s
removed the distinction between able bodied and disabled
athletes. And athletes like Richard Whitehead [the Olympian
who at the time of going to press is running 100 marathons in
100 days] continue to inspire us with their great feats.”

Thatcher highlights there has been some hard evidence
that things have turned around for Paralympians, including full
stadiums at the IPC athletics meeting in Birmingham last
summer and the sell-out Paralympic Super Sunday at the
Anniversary Games, something he says that would have been
unheard of before London 2012. 

Unfortunately, the governing bodies are not always cashing
in on this and Jonnie Peacock expressed his frustration in a
recent interview with The Daily Telegraph at how athletics as a
whole has failed to build on the momentum of the Paralympics.
However, he also pointed out that attitudes were improving.
“The Paralympics were the first time I have been interviewed
and the reporter was more interested in the performance than
the story behind it,” he was quoted as saying. 

SHIFTING ATTITUDES

LONDON 2012 

long-term strategy. “There was a huge
amount of expectation on the Olympic and
Paralympic Games and their subsequent
legacy to act as a catalyst that would
inspire the nation to get more active,”
Stalker says. “Considering we haven’t even
reached an 18-month milestone yet, any
surveys and reports condemning its
success seem somewhat premature. 

“Inspiration alone does not translate
into action and it’s the responsibility of
those with the appropriate knowledge
and ability to take advantage of the
raised awareness of sport and physical
activity to get more people more active. If
they will not come to us, we must find
new ways of reaching them and in doing
so make huge gains in embedding the
benefits of a healthy lifestyle into the
DNA of the nation.” 

Other leading figures point out the
investment in time and money needs to
start in schools and it will take time to
make inroads. But we shouldn’t get too
complacent. Lord Coe, chair of the British
Olympic Association, has said that 70 per
cent of parents had reported that their
children were more positive about sport
after the Games, but he warns: “That is
not a platform we can allow to crumble
under our feet”. 

He argues that we need to pump
money into schools to fund extra-
curricular sports if we want to encourage
all our children to be fit and healthy - and
if we want to come back with another
fistful of gold from Rio, Tokyo and beyond.
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Since its inception twenty years ago,
the GEL-KAYANO has been at the
forefront of ASICS technology. Each
year of its development has seen
changes designed to improve
performance and comfort, resulting
in one of ASICS’ most
technologically advanced running
shoes, the GEL-KAYANO 20. 

Jurian Elstgeest, ASICS Europe

B.V. Director Performance Footwear
said, “The GEL-KAYANO 20 is another
step in the continued development
and improvement of one of our
flagship shoes. Since Mr Kayano first
envisaged the GEL-KAYANO series,
twenty years of technology has gone
into creating a shoe which leads the
way in structured running and has
gained iconic status among runners

■ Around 1992, ASICS developed a new direction for its
product development: combining the needs from USA,
Europe and others

■ In 1993 the GEL-KAYANO TRAINER was created by a
new team headed by Mr. Kayano: using the new
cutting-edge expertise from ASICS Institute of Sports
Science in Kobe, Japan 

■ GEL-KAYANO series has produced over 18 million pairs
across the world since the start of production.

■ GEL-KAYANO TRAINER was an instant hit in 1993, with
over 47,000 for the first years production. Producing
over 14,000 of the women’s shoe and over 33,000 of
the men shoe.

■ The development goal of the GEL-KAYANO series was
to provide unprecedented levels of ride, comfort,
smoothness and safety

■ Mr. Kayano always aimed to ensure that the GEL-
KAYANO series contained cutting-edge technology;
superior materials, advanced performance and quality
construction are in designs that beautifully merge form
and function

■ GEL-KAYANO 14 created in 2008 saw production figure
reach over 1,454,000 a rise from previous years, the

quality of this shoe was recognised by Runner’s World
magazine where it was named “Shoe of the Year”.

■ Following on from the success of the GEL-KAYANO 14
the production of the GEL-KAYANO 15 saw the first
gender specific functions introduced into the GEL-
KAYANO series, including gender specific space
trusstic system and forefoot cushioning. 

■ These modifications saw productions figures rise in
2009 for the GEL-KAYANO 15, with more than 822,000
of the men’s shoe being produced and more than
696,000 of the women’s shoe.

■ For the second consecutive year the GEL-KAYANO
shoe was named “Shoe of the Year” by Runner’s World
magazine in 2009.

■ 2012 saw the production of the GEL-KAYANO 18
with the introduction of the external heel counter,
with total production figures reaching around
1,404,000. 

■ Within the same year the new GEL-KAYANO 18
shoe was produced using recycle threads in the
mesh and DYNAMIC DUOMAX within the Gel
Cushioning System, this saw total production figures
reach over 480,000.

34 Follow us @SportsInsightUK

all over the world.”
The launch of the GEL-KAYANO

20 ties into the global brand
campaign ‘Better Your Best’ from
ASICS, highlighting that the GEL-
KAYANO series has been helping
runners improve with 20 Year of
Personal Bests and Counting.

Designed for mild to moderate
over-pronators, the GEL-KAYANO 20

One of ASICS’ most famous
running shoes celebrates twenty
years in the spotlight, with the new
GEL-KAYANO 20, the perfect example of
the ASICS philosophy of evolution not revolution. 

ASICS GEL-KAYANO 20
IS A CELEBRATION 
OF TECHNOLOGY
TWENTY YEARS
IN THE
MAKING

THE HISTORY OF THE GEL-KAYANO SERIES
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1993-1994
Kayano accepted no compromise in his
quest to develop the world's finest running
and training shoes. The commemorative
first-generation GEL-KAYANO series
incorporated a specialist skeleton system.

1995-1996
The second-generation model introduced a
new cushioning system that moulded into
the optimal shape through direct contact.
This innovative material was placed at the
edge of the heel to absorb impact. To
improve arch rebound and stability, ASICS
added the TRUSSTIC System featured in
the Superior line of running shoes sold in
Japan. In this way, the GEL-KAYANO series
inherited the most advanced features of
ASICS' high-performance products.

1996-1997
The third-generation GEL-KAYANO series
was the first to incorporate PU DUOSOLE,
which gave the new GEL-KAYANO series
grip, lightweight and flexibility, exemplified
ASICS' success at combining the best
features at that time and functions of
domestic and overseas products. 

1998-1999
Fourth- and fifth-generation models also
incorporated the DUOSOLE. While these
models did not pioneer breakthrough
technologies, they did reflect ASICS'
commitment to continually improving and
refining material durability, processing
techniques, and other technical factors
that determine quality.

2000
The sixth-generation GEL-KAYANO series
became the favoured shoe for over one
hundred thousand runners. Seven years
after the KAYANO TRAINER, ASICS
introduced this lightweight version with

extra high durability. Traction and
cushioning are all enhanced by the
addition of AHAR; ASICS’ High
Abrasion Rubber.

2001
SpEVA, a proprietary ASICS midsole
material is introduced in the seventh
generation GEL-KAYANO series to
improve bounce back and decrease
midsole breakdown.

2002
A variety of widths are made available 
for both men and women. 

20 YEARS OF 
GEL-KAYANO SERIES

has been updated with the new
ASICS FluidRide and FluidFit
technology. 

FluidRide is the latest evolution
in ASICS midsole technology,
providing the ultimate in
lightweight cushioning and bounce
back, allowing runners to run
longer and faster. The changes to
the midsole have allowed for a
new higher density SpEVA 55
lasting, which together with the
exoskeletal clutch counter creates
greater stability and gait efficiency
from heel to toe. 

FluidFit uses a technical mesh
for multidirectional stretch
combined with other stretch
materials to create a glove like fit. 

Alongside the new updates the
GEL-KAYANO series has also seen
consistent developments over the
years from its introduction in 1993
many of which quickly became
favourites with runners and are still
present in the GEL-KAYANO 20. 

The innovative ASICS
technologies such as
rearfoot and forefoot GEL
Cushioning System, the
now synonymous full
length guidance
line and

Impact Guidance System (I.G.S.)
for enhanced gait efficiency, as
well as the DYNAMIC DUOMAX
midsole have all been introduced
over the years and still exist today.
Another example of the
consistency and trust ASICS has in
its technology. 

The GEL-KAYANO 20 is
available for both men and
women. The women’s model has
Plus3, which is an additional 3mm
of ride height to reduce tension in
the Achilles as well as gender
specific cushioning. The added
features ensure performance is
maximised for each gender. The
launch and anniversary of the
GEL-KAYANO 20 is part of the
‘Better Your Best’ campaign from
ASICS celebrating 20 Years of
Personal Bests and Counting.
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outlets,” says Sam Lambourne of Brighton’s
The Jog Shop. “The multiples have so much
buying power that they can dictate terms
to the shoe companies - from the price
they pay for shoes to the period of time
they must sell them in. They decide on the
advertising support given and the staffing
support they provide. All this is at a cost to
the independent.” 

So what’s an independent store to do?
“Indies need to offer a greater shopping
experience if they want to attract the mass
market - the new runners,” East says. “They
will always have their hardcore loyal
consumers, as these stores tend to be a
mecca for the old school runner. But they
need to create a community - somewhere
runners can go to buy their kit, but also
discuss races, injuries, nutrition, etc. This is a
massive advantage that they have.”

CONNECTING WITH PEOPLE
Lawrence Neill from the Tri Store in
Eastbourne agrees that independents are
uniquely placed, and as well as being a
place for runners to meet and chat they
offer something that cannot be replaced:
“We don’t just sell shoes, we offer advice.
We’re passionate about our sport and we

connect with people.” 
That tailor-made,

personalised service
and connection is
something that takes
years to develop. For
example, Lambourne
organises the Jog
Shop Jog, a 20-mile
race that takes place in
October every year. It’s
a race he’s run faster
than most and to this
day he is at the start
and finish of the event. 

Neill says: “Some
brands try to entice
independents with
preferential terms if
they sell shoes that

boost profits, but it’s vital we stick to the
principle that we sell a shoe that’s good for
the runner, not a shoe that boosts profit
margins.” He’s a passionate runner and

community man whose staff are all runners
and triathletes with a vast array of
knowledge both on the sales floor and race
track.

Another important point of difference
between an independent and multiple is
the specialist and niche offerings. “We
can offer the whole range of running
shoes and do them in half sizes, too,”
Lambourne says. “Many models, such as
straight-lasted support shoes, are only
available in specialists and as for
seasonals like spikes, cross country and
racing shoes, they just don’t sell in large
enough numbers for the multiples to
carry and make a profit out of them.”

Do the big stores and independents
service different markets? Are they similar
to big hotel chains and boutique B&Bs?
“Yes, to a degree,” East says. “High street
stores will attract the runner who tends to
be price sensitive. Speciality running stores
attract the runners who want the TLC
experience and are prepared to pay for
products they believe in and have an
emotional attachment to.”

Lambourne takes an opposite view and
is a little more critical of the ‘new’ runner.
“The sport of running is changing so much
these days,” he says. “There are many more
people running, but the times are so much
slower and the runners less committed. This
means they’ll settle for less service,
attention to detail and performance and are
happier to pay the higher prices.”

According to East, independent stores
can learn from the bigger accounts. “A
consumer not only wants a great product at
a good price, but they also want a shopping
experience,” he says. “If a retailer can offer a
great in-store experience, quality products
and service to match then these are the
accounts who are incredibly successful.”

Retailers such as Sweatshop and Alton
Sports, who have staff with qualifications in
anatomy, physiology, nutrition, postural
assessment, exercise and coaching, are
clearly taking this advice on board.
Sweatshop, started by Chris Brasher in 1971,
organises two major events; is the official
sponsor of parkrun, which organises free,
weekly 5km runs around the world; and has
teamed up with The Running School to offer

wenty years ago independent
running shops were the only
place you could go to find
every brand of shoe and
spend time selecting the style

and fit you wanted. Now you can go online
and buy a pair of shoes at 3am dressed in
your pyjamas. So says Rob Henderson,
marketing manager at Mizuno UK.

It’s clear that the advent of online
shopping has threatened traditional
running shops, with runners often using the
expertise of the independent store owner
and then buying a cheaper version of a
shoe online. But is an even greater threat
to these hubs of the running community
coming from the plush new stores
launched by the brands they stock?

JOINING FORCES
In London Nike, adidas and ASICS all have
stores that feature their latest running lines.
And in July Brooks joined forces with
Runners Need when the family-owned but
expanding mid-size chain opened its 17th
shop in London’s Covent Garden.

Is Brooks’ partnership with Runners
Need a sign of how the service and
unique qualities of a speciality running
store can be upsized
and retained? Or does
getting into bed with
the bigger stores and
creating flagship
multiples alienate their
smaller counterparts?

“Speciality running
stores are very much
part of our growth
strategy,” says Mike
East, marketing
manager at Brooks.
“This is where Brooks
was ultimately founded
and as such we are
conscious of that. There
is a market for both
types of stores and as a
brand we always need
to be where the runners are.”

Others aren’t so optimistic. “It’s very
difficult for the independent running shop
to compete with the multiple running

T

“INDIES NEED
TO CREATE A
COMMUNITY -
SOMEWHERE
RUNNERS CAN
GO TO BUY THEIR
KIT, BUT ALSO
DISCUSS RACES,
INJURIES AND
NUTRITION”

Follow us @SportsInsightUK36

Fiona Bugler investigates how
independent running stores
are coping with competition
from multiple retailers and

mono-brand outlets

THE RACE?
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The market has
changed beyond
recognition, but the smaller
independents still have a
relevant place and contribution
to make. Henderson points out
that it’s vital they stock a wide
variety of brands. And he says
that in the UK we’re lucky to
“have more independents than
any other country in the world.” 

So perhaps the old school
running shop is representative
of our unique UK culture and
something consumers should
preserve in order to avoid the
bland homogeneity of the
shopping mall.

Lambourne has the final
word: “If runners do not
support the independents they
will disappear and the only
choice for runners will be high
street fashion shops offering
full sizes, a few types of shoes
and a couple of big brands. We
could follow the same route as
independent camera and
record shops and be pushed
out of the high street by the
multiples until eventually
there’s only one remaining
player left and we’re stuck with
a monoculture.”
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Wimbledon men’s singles
champion for the first time
in 77 years - a British hero
to inspire a generation of
children and young adults

to take up the game. Andy Murray’s
historic triumph on the hallowed lawns in
south west London was inescapable,
even for those with no regard for sport. 

Yet for the vast majority of people, if
Murray beating Novak Djokovic on that
fine first Sunday in July created the urge
to either dust off the strings in the attic or
buy a new racquet and balls, they would
find pitiful public facilities in their local
park. There are 2,500 free tennis courts in
the UK, yet industry experts admit that
many are not fit for purpose and call for
urgent action to be taken.

UNPLAYABLE
“They say not many people are using tennis
courts,” claims Rory Shepherd, owner of En-
Tout-Cas, the company that created the first
all-weather courts in 1909. “Well, not many
are using them because they are unplayable.

“Lots of tennis courts have been turned
into multi-use games areas, which I can get
my head around, as you can play things
such as netball on them as
well, but frankly the Lawn
Tennis Association, the
governing body of the
sport in Britain, have had
all this support from the
National Lottery and
pushed the money into
other surfaces that are 
no good for public 
tennis courts. That 
money should be
redistributed so ordinary
tennis courts can be put
back into condition. 

“You can still play
other things on them. You can put a netball
court on top, make a five-a-side ‘D’ behind
the lines or extend the netball ‘D’. You have
got a situation where many tennis courts
currently in schools could have £7,000-

A
£8,000 spent on them to create a decent
surface or be upgraded for £15,000, but
most are spending £350,000 on a synthetic
pitch just so the local mayor can open it.

“We have been banging our heads
against a brick wall - it’s tough when the
sport’s governing body is working
against you.”

The LTA says it wants to be the driving
force behind making tennis a true mass
participation sport, rather than something
just the middle classes take part in. Its
‘Places to play’ strategy has the stated aim
‘to provide high quality facilities for
everyone at a convenient location’. By 2016
it wants to see freely accessible courts
within a 10-minute drive of all homes and
indoor courts within a 20-minute radius. For
that to happen there needs to be a buy-in
from local authorities, but it is claimed the
squeeze on public finances is making the
task appear unrealistic, with an apparent
move in the opposite direction.

INDESTRUCTIBLE 
“There has been a trend for lottery funding
of multi-use games areas, which tend to be
indestructible surfaces - there is a lot of
money going into that,” says Dave Morton

from Dualway Courts,
which provides
professional sports
surface maintenance.
“Tennis courts are being
taken out and replaced
with indestructible
surfaces with bright
colours that meet BSI
standards. It is a lot
easier to convert a court
to a multi-use area. It
would seem that in the
long run councils don’t
want to spend
£100,000 on a court just

for tennis. They are definitely disappearing.”
Morton indicates that the unlikely

prospect of trying to persuade a local
authority to invest in tennis courts means
that his company does not actively chase

DISASTER
Courting

Anyone wanting to play tennis on one of the UK’s 2,500 local park courts
has to take their chances with dodgy bounces and flaking surfaces. It’s said
two thirds are in a state of disrepair. What can be done? Adrian Hill reports

this business, preferring to concentrate on
its core work of servicing existing providers.

“We have three scales,” he explains.
“First, there is the private court at a house,
on an estate or a farm that needs to be
renovated for a party or visitors. It generally
just requires a shovel, wheelbarrow and a
skip to get rid of moss and debris.

“Then there are tennis clubs, who look
after their courts the best they can to make
sure they are flat. Clubs are increasing
membership to qualify for LTA funding - we
worked at one that had increased from 50
to 100 members in the last three years. It is
very expensive for clubs, who generally
work on a 10-year cycle. They ask what we
can do to get their courts through another
five years.

“With schools it is usually cleaning and
repairing, usually because the courts are
slippery or moss is building up. We have
had two enquiries this year from local
authorities. One wanted a block of four
courts. We are not chasing this business,
but it is out there.”

YEAR-ROUND
British tennis always seeks to reach out
to the masses. The goal for all in the
industry is to make tennis a year-round
activity for as many people as possible.
The most obvious way would appear
to be providing free, or at least
cheap, places to try the sport, with
the extension being quality
coaching on tap for those who
get the bug.

Morton adds: “We need
to put the surfaces right
and put them in the right
places, put facilities
there for people who
want to do the
training. Many
courts have now
fallen so far into
disrepair that
they are not
safe to
train on.”

“IT’S TOUGH
WHEN THE
SPORT’S
GOVERNING
BODY IS
WORKING
AGAINST
YOU”
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UNWILLING
TO SPEND
The philosophy behind why councils
are apparently unwilling to spend on
tennis courts boils down to demand
and perceived value for money.
Stroll down to most local parks and
the archetypal wire mesh fence will
surround a series of courts
designed for the pleasure of the
masses. Remedial work would have
been done from time to time, but in
many cases dwindling numbers
knocking balls over threadbare nets
have made maintenance less of a
priority, particularly when the costs
are scrutinised.

Repairing these decaying surfaces
can amount to £15,000-£25,000,
depending on whether the site needs
to be just resurfaced or if a re-fencing is

also required. A so-called ‘indestructible’
fence can cost £7,000-£8,000 alone.

Many councils prefer to create a multi-use
games areas, believing this will be more
attractive than the same space devoted to
a sport which, even when one of its best
exponents comes from these isles, only
attracts the interest of the masses for a
fortnight in high summer.

“The whole ethos is wrong,” Rory
Shepherd of En-Tout-Cas, argues. “The
greatest public health issue at the
moment is obesity. If you want to play
football you need 10 players; if you want
to play netball you need at least eight
players; for tennis you only need two.
Having said that, there is an obsession
with singles in this country - Jamie Murray
won the mixed doubles at Wimbledon in
2007 and there was little coverage. That
is the most popular form of the game
played in this country.

“It used to be that all state schools
had a tennis court - is there any chance of
a Wimbledon player coming from a state
school now? But it’s not all about winning
Wimbledon. People still kick a football
around in a park even if England don’t win
the world cup.”

It’s not just in the public sector where
there is a problem of quality provision. It’s
understood that there are examples of
private schools opting for cheaper tarmac
surfaces rather than installing modern
courts, despite charging high fees to
parents for the privilege of sending their
children to supposedly the highest quality
educational facilities money can buy.
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That is the question an
increasing number of brands
are asking themselves, Paul
Sherratt of Solutions for Sport says 

much as it has. It is now commonplace for
our leading high street and online retailers
to own a stable of brands and use them to
maximise their margins and draw
consumers in with attractive discounts.

Many of these brands, such as Dunlop
and Slazenger, have built global brand
equity, which enhances the value of the
sales proposition in the eyes of the
consumer. These in-house brands are core
business drivers, sitting alongside premium
brands that draw consumers in, but don’t
necessarily drive the volume of sales.

Where does that leave the sports
brands that are not retailer owned and
how will they compete in the future? Will
they be happy to merely act as the sprat
that catches the mackerel or advance
their own retail strategies to wrestle an

element of control back?
The large global players are already

well advanced in the development of
their own retail strategy with, for
example, adidas Group stating: “Our
retail segment’s strategic vision is to
become one of the top retailers in the
world...retail plays an important role for
the growth of our group and our brands.”

CONCERN
However, the secondary or more
specialist brands are slower to address
this issue. There is undoubtedly an
underlying concern from these brands
that, by selling direct, they will
undermine their existing distribution
channels and retail partners and risk
losing that business.

OR

he face of the UK and
global sporting goods
industry continues to
change and evolve at pace.
As the boundaries between

sports brands and sports retailers
become more blurred, so retailers
become brands and brands become
retailers. But what does this mean for
the future of sports retailing and when
and how do brands looking to make the
transition from wholesaler to direct
seller make the shift?

COMMONPLACE
When Sports Direct purchased Donnay all
those years ago, little did we know the
evolution of the ‘in-house’ brand strategy
would influence the UK marketplace as

T

TO SELL DIRECT 

Follow us @SportsInsightUK40
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The decision is dependent on a
number of factors relating directly to the
brand, including its strength in its
relevant sport or niche, its positioning,
whether the approach is via retail and/or
ecommerce and whether it’s for long-
term commercial gain or part of a short-
term sales and marketing strategy, such
as a pop-up shop.

We are already familiar with the
approach many have take in recent years
within outlet centres, where the channel
provides additional brand exposure, but
allows protection of clearance/closeout
activity and for the company to satisfy
margin requirements by selling direct.
This is a relatively ‘clean’ approach, as
often the products have been previously
offered to retail partners first before they
end up in an outlet store.

An interesting development is the
opening of stores close to or within
sporting events to further enhance brand
links with that sport. Prince, for example,
has recently opened a standalone store
in Wimbledon and plans to open stores
in every major city where a grand slam
tennis event is held.

Flagship stores have, in many cases,
also been around for a period of time and
allow brands to maximise their marketing
messages alongside the retail upside. This
strategy is often the precursor to a more
aggressive store opening plan. Nike’s
global strategy, for example, outlined in
2010 at the company’s investor meeting
in New York, detailed plans to open
approximately 250-300 new Nike-
branded stores (a mix of branded and
factory outlet stores) worldwide by 2015.

CHINA
Another interesting factor in the
evolution of brands selling direct is the
growth of the Chinese marketplace and
brands. The ‘Western world’ approach
has historically been built on a wholesale
basis with, only in recent times, the retail
element becoming more relevant. The
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Whatever the approach, there are some key fundamentals that are driving
brands to become retailers and key factors that need to be addressed if you
are a sports brands looking to role out a direct sell strategy:

■ Margin. First and foremost, direct selling allows a brand to realise
manufacturer to retailer margin.

■ Build brand equity. The brand can broadcast key marketing messages
without fear of dilution or competitor intrusion.

■ Showcase the entire product range. Inevitably, retailers cannot carry a
brand’s entire product range. A branded store selling direct can.

■ Retail pressure. As retailers further drive their own brand strategy, brands
must react by driving their own retail strategy.

■ The growth of ecommerce. This allows a brand to have a global platform
combining the latest key marketing messages with the opportunity to
purchase the latest products and, perhaps, alternative exclusive products.

■ The challenging economic climate. With some aspects of the global
sporting goods market suffering, brands are looking to mitigate their risk
and be less beholden to retail partners who are looking to further dictate
terms and erode brand equity and prices.

■ The need to get closer to the end user. The closer the brand is to the end
user, the more the consumer feels engaged with the brand and the easier it
is to communicate in both directions.

DRIVING FORCES FOR CHANGE

RETAIL

Chinese brand model, however, has been
historically built on the reverse. 

The result is the development of
brands such as Li-Ning, which has over
4,000 stores either directly owned or
franchised that have created a critical
mass and allowed the company to expand
into the global sporting goods market.

The developments we are seeing in
the marketplace will be with us for a while
and, thus, any brand must consider the

implications of these changes. Our leading
retailers look set to continue to grow and
brands must review where they sit, both
now and in the future, and review their
direct sell strategy accordingly.

There is no one-size-fits-all strategy.
However, many believe that in future
brands with a 100 per cent wholesale
strategy may become vulnerable, so
perhaps it’s time those brands do indeed
become retailers.

“FLAGSHIP STORES ALLOW
BRANDS TO MAXIMISE THEIR
MARKETING MESSAGES
ALONGSIDE THE RETAIL UPSIDE”
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ook at the business pages
of a serious newspaper and,
chances are, some publicly
quoted company will be
taking flak for having no

succession plans in place. This issue is
just as significant for the unlisted private
business, but many owners shy away
from it as it’s complex, time consuming,
fraught with problems and not this week,
month or year’s pressing concern.

For those plcs taking flak, succession
is about the next CEO or other main
board member. For smaller, private
businesses it’s typically about who owns
and runs the business after the current
owner retires or dies. It can equally be
about how the current owners realise the
value of the business before retirement, in
order to move into another business or
fulfil a personal ambition.

FAMILY AFFAIR
The classic succession route is family. If
you aim to pass the business onto
children, you probably feel that
succession is solved. Is it? Will your
prospective successors be able to step
into your shoes? Do they, or will they,
have the necessary skill set? Do they
want to run the business, as capability
has to be matched by desire? 

L
Sadly, business acumen is often not

inherited, and there are high profile
examples. Anyway, if your children are
forging careers elsewhere, they may have
no interest in stepping into your shoes,
whatever your hopes.

Next up from family succession
comes the home-grown, in-house natural
successor, the young gun you’ve been
grooming for the hot seat. Unfortunately,
these stars are just as likely to go off and
become competitors as sit around
waiting for their succession. In any case,
you still have to plan the when, how and
the how much - and your young gun
may not like the answers to those
questions.

So a key issue is, what’s your business
worth? Most owners have no idea. Unlike
houses or cars, the market in private
businesses is not highly visible. Even
drawing a comparison with another
company in the same field from a
business transfer agent’s website is only
a rough guide. Premises, manpower,
location and customer base could all
impact dramatically on price. 

There are several ways to estimate
price, the classic being a multiplier of
profits, but because they don’t have
succession plans, many owners of small
and medium-sized businesses end up

Passing the

Don’t let exiting your business become a
financial failure that will hurt every time you
think about it, Paul Clapham says

selling far below potential. In the worst
cases, they simply cease trading when
the owner retires, with stock, plant and
premises sold off. What a waste of all
those years of effort.

BUSINESS TRANSFER AGENTS
Option one for those looking to sell is a
business transfer agent. There are 386
members in the business transfer section
of the National Association of Estate
Agents. Since this is an unlicensed field,
choosing a member of the NAEA makes
sense. 

This route has a clean,
straightforward feel about it - selling to
the highest bidder, properly organised by
a specialist and much like selling a house
via an estate agent, so you understand
the structure. You get a free valuation
from an expert. You get advice on the
dos and don’ts, the status of the market
in your sector and an idea of timescale -
not less than eight weeks, but sometimes
as long as 12 months. 

Commission
charges and
other costs
vary. Five
per cent
is the
norm
and
there
may be
necessary
advertising
or other
marketing
expenditure.
You’ll also incur
solicitor’s fees. Unless your
solicitor knows your business
in detail, it could be worth
considering someone who
specialises in business
transfer.

There are problems as
well. This process demands
discretion. Inherently, you have
to be secretive with staff, customers and

Every bank, accountant and solicitor will tell you the key thing
about an exit strategy is to plan ahead. Since the sale process
is extended, owners should have their sale built into a forward
business plan. The reason is quite simple - without careful
preparation, the price will be less than it might have been.
When you sell a house, you aim to make it as attractive as
possible by tidying and redecorating. It’s the same with a
business, except the tidying is focused on financial matters. 

The first point is to get your books in order. They should
be complete, up to date and ideally presenting a picture of
robust good health. So give more attention to cash flow and,
in particular, tighten up on any debtors. A customer base that
pays on time is a big selling point. 

Increased income and reduced costs will enhance value.

Start with discretionary expenditure such as travel,
entertainment, vehicles and office equipment. Reducing these
progressively will boost end-of-year profits. Care is needed,
though, as replacing your Mercedes with a Ford might send the
wrong message to customers and do more harm than good. 

Spend some of your savings on premises if necessary. A few
cans of paint and some new carpet can make a huge difference
to the first impression of a prospective buyer (their accountant
might recognise it for tarting up to sell, but he may well not).

Spend time on your customer database. Update the detail,
communicate with them regularly and feature sales, enquiries
and future call-back dates. This is a very simple way to
demonstrate to a prospective buyer the base value of repeat
purchase in the business. 

PLAN AHEAD

BATON
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“MANY
OWNERS OF
SMALL AND
MEDIUM-
SIZED
COMPANIES
END UP
SELLING
FAR BELOW
POTENTIAL”

suppliers concerning your plans -
normally called bad management
practice. Then prospective buyers need to
see the books at some stage, giving them
inside information they could use if you
don’t agree a sale. 

If you sell on the open market, the key
criterion in a buyer is, can he pay? As
seller, however, you may have other
issues, having spent 30 years building the
business, especially if your name will stay
on the fascia - will my standards be
maintained? Will my customer base be
given best service? Will my staff be
treated fairly?

So a management buyout becomes
an attractive choice. In many ways, this
has a lot of positives. All the above issues
are dealt with. It offers continuity for staff,
customers and suppliers. Timing is flexible
and an MBO can often inject new energy
into a business.

A management buy-in is just as relevant.
An existing team who have worked in the
business sector, but want control of their
lives, could offer quality succession. Note
that bankers regard this as less secure than
an MBO, because the new team are an
unknown quantity. Your accountant’s
contacts, especially with the larger practices,
can generate interest of this type.

There are ‘buts’ regarding MBOs
and MBIs, too. Although

the owner

can initiate the idea, as the name suggests,
a successful buyout is driven by the buyers
rather than the owner who wishes to sell.
Many MBOs and MBIs falter before
completion because the buying team lacks
commitment. Equally, the potential in-
house team may lack the necessary
breadth of skills or entrepreneurial spirit to
run their own business.

Above all is the issue of finance. It
would be a remarkably lucky owner
whose management team could
collectively afford to buy the business
without incurring debt. Commonly
gearing will be 5:1 or as much as 10:1. Full
funding normally requires the involvement
of a venture capitalist. This weight of debt
and the need to ratchet up returns to
service it can have very negative
outcomes. It is common for MBOs to sell
on after a short period (inside six years),
not least because external investors
demand it so they can realise a gain. 

SELL TO EXISTING EMPLOYEES
A further option to consider is a MEBO - a
management-led all-employee buyout.
Essentially this is a means to sell the
company to its existing employees. St
Andrews-based Baxi Partnership
specialises in this approach and says it’s
the only exit route that is a win, win, win
situation. It’s not available to everyone,
though. Baxi’s criteria are a strong
business with consistent profits and

low debt, at least 40

employees and preferably over 70, a
good continuing management team and
a vendor who keeps a significant share
(up to 25 per cent) and stays on,
classically as non-executive chairman.

For the business owner who can tick
those boxes, there are serious advantages.
First, this is not adversarial, as everyone’s
on the same side. As a result, it's fast - from
first meeting to completion in two to three
months. It enables a company to continue
to grow, long-term, with all staff benefiting
financially, which leads to sustained, higher
productivity. The seller gets a fair price and
can hold his head high knowing he’s
benefited staff and community as well as
himself. MEBOs attract positive PR, raising
the value of the business further.

Another option is to keep an eye on
the trade press. While it’s hardly a flood
of demand, you do see advertisements
from principals or their agents looking to
buy businesses from time to time. 

Build succession or exiting your
business into your plans, otherwise it will
creep up on you and threaten to become
a financial failure that will hurt every time

you think about it.
Discuss your plans

with an accountant,
your bank and the
individuals involved.
Don’t put it back
on the back burner.
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ROLE MODEL
Whether wearing Royal Challengers
Bangalore red in the IPL, West Indian
maroon or occasionally test match white,
it doesn’t matter. And it’s this individuality
that makes him a perfect role model for a
group of teenagers who turn up at a
cricket ground on the edge of Croydon
every other Wednesday evening. That
and the fact he’s so damn cool.

Cricket 4 Change, a charity that uses
cricket and other sports to help young
people change their lives, launched the
Chris Gayle Academy last May. The big
man himself came to the purpose built
cricket centre in Croydon to meet the
children and tell the assembled media
about his project. Originally the London
Community Cricket Association, Cricket
4 Change has been running projects to
help disadvantaged children since 1981. 

Cricket 4 Change coach Donovan
Miller, Gayle’s childhood friend from
Jamaica, wants the academy to be

about more than just cricket coaching.
“I’ve been talking to Chris about doing
something over here for a while now,”
Miller says. “With his help we want to
provide opportunities for a group of
young people to learn about and play
cricket, but also equip them for life by
building up their confidence and helping
them access the skills and training they
need to go back into their communities
and inspire people to move in the same
direction as they have.”

Backed by sponsor Comic Relief,
Cricket 4 Change sees the Chris Gayle
Academy as a social development
programme. Cricket is the hook that
motivates and inspires the young
people, but the programme is all about
the individuals themselves. 

The academy is invite only. The 16 to
24-year-olds who attend come from
London, Surrey, Kent and Essex. They
are all currently out of education,
employment and training. Some are

here are few bigger stars in
world cricket than Chris
Gayle. Alongside MS Dhoni
and Kevin Pietersen, he’s
one of the few modern

players who’s still at the top of his
game and instantly recognisable all
over the cricketing world. 

Back in the days of caps,
moustaches and abdominal guards so
flimsy that a Jeff Thomson thunderbolt
could turn them inside out, the likes of
Sobers, Richards and Cowdrey stood out
as much for their demeanour and their
physical presence as their batting. Today,
from a distance most players look alike.
That’s not the case with Gayle. Even if
he’s under a helmet and covered from
head to foot in padding, whether
smashing the ball into orbit, taking a
slow, swaggering walk to the crease or
standing nonchalantly in the field,
seemingly oblivious to the chaos around
him, he is like no other cricketer.  

T

Giving something

Follow us @SportsInsightUK44

That’s what Chris Gayle is
doing through his involvement
in the Chris Gayle Academy.
Crispin Andrews reportsBACK
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“Having gone through heart surgery, I can safely say I’ve experienced a lot in life,”
Chris Gayle says. “So when I get a chance to enjoy life and give something back I
try and make the most of it, because only the Lord knows what tomorrow bring.” 

Gayle underwent heart surgery during the West Indies’ 2005 Australia tour.
Batting at Hobart in the second test, he felt an irregular heartbeat and retired
hurt. He returned to field later in the game, but two days afterwards was in a
Melbourne hospital having an operation to remedy the problem. He subsequently
left the tour to recuperate in Jamaica. There has been no reoccurrence of the
condition since.

HEART SURGERY

CRICKET

projects. There’s Street20 for inner city
children who don’t have a cricket ground
to play on or even a field. The 20-ball-a-
side tape ball game can be played in a
sports hall or on the synthetic multi-use
games areas that are common in cities.
The organisation has been involved with
StreetChance, an inner city cricket initiative
run by the Cricket Foundation that has
engaged nearly 27,000 young people since
2008, the Metropolitan Police and Chance
to Shine’s project to take cricket into crime
hot spots. It also set up Hit the Top, which
provides opportunities for visually impaired
and disabled children to play cricket.

In addition, Cricket 4 Change runs a
programme for Afghan refugees, coaching
apprenticeships and a peer leaders course
similar to the Junior Sports Leaders
Award children can take at school. Staff
have used the peer leaders course in
Jamaica with young offenders, in Sri
Lanka with former child soldiers and on
the West Bank with Palestinian and Israeli
children. They’ve also worked in Rwanda,
Sierra Leone, Afghanistan and India. 

“Through cricket young people learn
discipline, responsibility and how to set
goals,” Danny Baker says. “We use what
happens in the games to show young
people the consequences of their actions
and how what they do affects others.”

STAFFING COSTS
Funding comes from a wide range of
organisations, is usually project specific
and covers staffing costs so that Cricket
4 Change can employ a team of
permanent staff. Big Lottery, Sport
England, The Lord’s Taverners, The
Greater London Fund for the Blind, the
Paragon Foundation and Children in
Need are just a few of Cricket 4
Change’s funders. So too are some
county cricket boards, British Airways,
Investec and Barclays Spaces for Sports.

In 2014 Gayle and Cricket 4 Change
plan to launch another Chris Gayle
Academy in Kingston, Jamaica - Gayle’s
hometown. There’s an exchange visit
between the two academies on the
cards sometime in the future too.

“Cricket is a powerful tool,” Gayle
says. “It has certainly changed my life
and I hope my involvement with the
academy will help change the lives of
others in a positive way as well.”

who they are by the way they play their
cricket. Sometimes relaxed, sometimes
intense, sometimes quiet, sometimes loud.
Most of all, these youngsters are savvy.
They think, react and learn quickly. 

Cricket 4 Change coaches often
focus on aspects of the game that apply
to wider life. Decision making,
communication, leadership and
cooperation take precedence over how
to play a straight drive or bowl a bit of
reverse swing. “It’s how and when you
apply your skills that makes the
difference,” coach Danny Baker says.

Baker’s coaching style is more youth
worker than schoolteacher. The young
people thrive on the responsibility he
affords them. As practice matches play
out on Cricket 4 Change’s Plough Lane
cricket ground, the youngsters take time
for a laugh and joke, to chill out while
they’re waiting to bat and engage each
other with a bit of good natured banter.
When the game starts, however, they’re
watching, thinking and making decisions
about how to best get the upper hand.

“This is a targeted project for a
specific group of people,” Cricket 4
Change CEO Andy Sellins says. “It’s one
of many programmes the charity runs to
unlock young people’s potential.” 

The Chris Gayle Academy is the latest
in a long line of similar Cricket 4 Change

“THROUGH
CRICKET YOUNG
PEOPLE LEARN
DISCIPLINE,
RESPONSIBILITY
AND HOW TO SET
GOALS”

excluded from school, others are former
offenders. There are gang members and
Afghan refugees on the project. Young
people struggling to find their way in life
who, without assistance, might never
fulfil their true potential. 

During their first year at the academy
the youngsters work with coaches on a
personal development plan that aims to
help them become more employable. They
get visited by careers advisers and local
employers, whose staff talk to the young
people about job hunting, CVs, courses and
aspirations. They also take their ECB level
one cricket coaching course and in year
two coach their own community teams,
using what they’ve learnt to develop other
youngsters’ aspirations and self belief. 

Gayle isn’t hands-on at the academy
- he’s more of a figurehead and
inspiration, similar to Andrew Flintoff’s
role at the Andrew Flintoff Cricket
Academy. Just as Flintoff visits his
summer camps, Gayle has come to
Croydon twice to meet the young
people and give them some tips on big
hitting and achieving success. 

EXPRESS YOURSELF
In keeping with Gayle’s own approach to
the game, the cricket played at the Chris
Gayle Academy is not about regimented
discipline, outcome-based skill
development or cricketing etiquette.
Again like Gayle, these youngsters express

Cricket 4 Change sees the Chris Gayle Academy as a social development programme
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CLIMBING

limbing walls are big
news. Looking like giant-
sized multicoloured
playgrounds, they’re
popping up here, there

and everywhere - up from 300 to 400
in the UK during the last five years,
according to the British
Mountaineering Council. And that’s
just the ones open to the public.

On top of this, the BMC reports
that there has been a huge increase
in the number of walls in schools,
private gyms and those used by the
military. Which works out at around
five million people climbing walls
every year.

ACTIVE PEOPLE SURVEY
It’s part of a general increase in
mountaineering participation that,
according to Sport England’s latest
Active People Survey, has seen the
number of people in England who go
mountaineering once a week increase
from 86,100 (2007-08) to 98,700
(2011-12), which includes indoor
climbing and hill walking.

The growth in participation has
even meant climbing was considered
for the 2020 Olympics and although it
didn’t make it onto the final shortlist, it

C
still gave the sport a massive boost.

Putting a bit of a spin on the
figures is the news that, according to
a BMC participation survey, of all the
people that go climbing, about the
same amount now climb indoors as
outdoors - and while indoor
participation is slightly greater over
the winter, it’s a year-round activity.  

Climbing walls offer a safe,
controlled
environment
that's great for
beginners, but
they’re popular
with climbers of
all abilities, too.
On any given day
you will see men
and women of all
ages - as well as
children - taking
on a variety of
routes. Some
climb because it’s their passion, some
because it is a good cross-training
activity for other athletic activities,
while others do it because it’s a fun
way to get fit.

Indoor climbing also appeals to
many people because it is a non-
competitive, physically gratifying
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The biggest climbing centre in the
UK is set to open in Sheffield this
month. 

The city is already home to three
other large climbing centres - the
legendary Foundry, the Edge and
Climbing Works Bouldering Gym -
but this newest facility, provided by
Awesome Walls, will conform to the
British Mountaineering Council’s new

criteria for a national performance
centre, which means it can host
national and international
competitions across England and
Wales. 

The facility is the fifth addition to
the Awesome Walls portfolio, which
has also opened climbing centres in
Liverpool, Stoke, Stockport and
Dublin.

AWESOME WALLS

A FUN WAY TO 

Climbing walls were once a second rate
alternative for rugged mountaineers forced
inside due to inclement weather. But now
there are as many people climbing walls as
the real thing, Louise Ramsay reports

GETFIT
pursuit. It is typically done with a
partner, which makes it sociable yet
individually challenging, and is an
attractive alternative to another
humdrum workout at a regular gym. 

Most climbing walls offer top-roped
climbs, with heights ranging from
about 20 to 60 feet and routes rated
by their level of difficulty. Safety
equipment, such as a harness and
ropes, is required, but bouldering is
also fast gaining popularity. Requiring
no more equipment than a chalk bag,
balance and gymnastic ability are as
important as strength and stamina.
Instead of scaling upwards,
participants tackle routes picked out
by brightly coloured holds on low
walls, with each route graded by ability.  

The majority of climbers wear
clothes that provide comfort and
mobility - apparel used for yoga 
works well. Typically, equipment is
provided, but once the bug has 
bitten climbers begin to invest in their
own kit - and also begin to venture
into the great outdoors. 

NEW BRAND
Tapping into the lucrative and growing
market for technical outdoor clothing
and equipment are two former Royal
Marines, Steve Howarth and Tommy
Kelly, who are launching mountain

clothing brand
Jöttnar into the UK
this month. 

Unusual for a
new mountain brand
to launch at all, let
alone a UK one,
Howarth and Kelly
have drawn on their
own extensive
personal experience
as lifelong outdoor
enthusiasts to
design and

manufacture their launch range, which
features “clean lines, uncluttered
design, athletic tailoring and a
relentless attention to detail.”

“We’d noticed that there was a
softening in the marketplace, a lifestyle
element creeping into outdoor
products,” says Kelly. “Ours are
focused on specialist climbers, people
who really get the small details. 

“Having said that, there is no point
buying a substandard item first time
round, whatever level you’re at. If you
get wet and cold when you’re out
because your protection isn’t good
enough, it’s essentially a wasted spend.

“We’ve developed a down jacket,
which is both warm and water
resistant and will last for repeated
seasons - there isn’t anything else out
there that can do that. Every individual
feather has been treated at a nano
level to resist water. It isn’t cheap, but it

“THE GROWTH IN
PARTICIPATION
HAS MEANT
CLIMBING WAS
CONSIDERED
FOR THE 2020
OLYMPICS”
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is a worthwhile
investment.” 

As part of Jöttnar’s
launch range of six
products, the ALFAR is a
versatile and lightweight
hooded hybrid jacket
designed for multi-
condition mountain work.
Worn either as an outer or
mid layer, it’s aimed at fast
paced aerobic activity where
freedom of movement is
crucial. 

The body is insulated
with duoregulation
ADVANSA thermo cool and
wrapped in a windproof, durable 

water
repellent
treated, rip
stop nylon.
The sleeves and
side panels are
constructed from
Polartec Powerstretch
Pro to optimise stretch and
breathability. Thumb loops,
harness compatible pockets
and a close fitting insulated
hood that can be worn under 
a helmet complete the
ALFAR’s technical and
multifunctional capabilities. 

Jöttnar’s flagship technical mountain
shell is the BERGELMIR. Constructed in
a grade of Polartec NeoShell especially
selected and tested by the brand for
hand feel and durability, it delivers
breathability, stretch and robustness in a
lightweight and fully waterproof
package that is streamlined, uncluttered,
durable and athletically cut.

IN SEASON

UK mountain
clothing brand
Jöttnar launches
this month
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ARENA
CARIOCA 

THE WOMEN’S ARENA
CARIOCA ONE-PIECE IS

A COLOURFUL
PATTERNED SWIMSUIT

PERFECT FOR
FREQUENT SWIMMING.  

Made from the new Arena
Max-Life fabric, this

swimsuit is made to last.
It’s designed to provide

comfort and performance.
It’s innovative superior

quality - made from 46 per
cent PBT and 54 per cent

PL - guarantees
extraordinary resistance to

chlorine.

It’s a state of the art suit
that moulds to the body,

allowing the best freedom
of movement.

For more information on
the Arena spring/summer
2014 range call Solosports
Brands on 01539 622322.
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JAKABEL - SUN PROTECTION 
FOR ALL THE FAMILY
JAKABEL IS NUMBER ONE FOR UV50+, BLOCKING OUT 97.5 PER CENT
OF THE HARMFUL RAYS OF THE SUN.

The Swimsafe floatsuit is the only one with an anti-tip neck ring, so children
can play safely both in and out of the water.

Delivery is two-three days all year round, with no minimums, so order today.

For more information call 00 44 (0) 20 8715 2385 or 
00 44 (0) 7957 541406, email info@jakabel.com or visit www.jakabel.com

IN SEASON SWIMMING
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»Viper

Training in liquid silicone

Extra wide vision

Soft liquid silicone structure
for max comfort

Easy adjustment while wearing

For more information please contact Solo Sports Brands Ltd - Tel 015396 22322



take your sports
business to 

the next 
level 

Solutions for:

Business Advice 
and Strategy

Web and eCommerce

Social Media

SALES & MARKETING SOLUTIONS      FOR SPORTS BRANDS AND RETAILERS

07968 485188    www.solutionsforsport.net

@SportsGoodsGuru Paul Sherratt
With over 20 years experience both with sports brands

and as a sports eCommerce pioneer we can provide a

pathway to the future and sign posts for growth.
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View the USN Diet Plan online at usn.co.uk  |  www.usn.co.uk  |   @USN_UK  |   USN UK

Available at Argos, GNC, DW sports and TESCO stores.

Product helps support muscle building when used in conjunction with an appropriate diet and weight training programme.

OPTIMAL
POWER AND

PERFORMANCE
DEVELOPED FOR ATHLETES WHO WANT TO INCREASE 

THEIR PERFORMANCE AND MUSCLE FUNCTION.

MAXIMIZE CREATINE ABSORPTION

USN IS THE OFFICIAL NUTRITION PARTNER TO  
GLOUCESTER RUGBY PLAYERS

INCREASE PERFORMANCE AND MUSCLE FUNCTION
WHY Creatine Transport is an advanced creatine transport system 
that is designed to optimise muscle development and performance. 
Creatine Transport combines pure creatine (laboratory tested HPLC 
99.9% pure creatine monohydrate) with dextrose, a high-GI (Glycemic 
Index) carbohydrate. USN is proud to present this powerful athletic 
performance product that is unsurpassed in quality and potency.
FLAVOUR  Tropical

CORE MUSCLE SERIES
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MUSCLETRAC
MUSCLETRAC SHOULD BE
PART OF YOUR TRAINING

AND RECOVERY, AS IT CAN
LOCATE AND ELIMINATE

MUSCLE PAIN AND
SORENESS, IMPROVE TISSUE

ELASTICITY AND
FLEXIBILITY, INCREASE

CIRCULATION, OXYGEN AND
NUTRIENT DELIVERY,

PROMOTES METABOLIC
WASTE PRODUCT

CLEARANCE AND IMPROVES
TISSUE ALIGNMENT. 

An effective device to add to
your soft tissue toolbox, the

Muscletrac will help maximise
performance and accelerate
recovery. It can be used for

pre-training/competition,
post-training/competition and

regeneration sessions.

For further information call
Muscletrac’s European

distributor Live On The Edge
on 0333 400 8181 or email
info@live-on-the-edge.com

52 Follow us @SportsInsightUK
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IRON GYM
IRON GYM PRODUCTS ARE MULTIFUNCTIONAL,
EASY TO USE AND AFFORDABLE IMPULSE
PURCHASES, WITH AN AVERAGE CONSUMER
PRICE OF £29.90. 

The attractive packaging and point of sale, coupled
with the range’s concept, have proven to catch
consumers’ attention and immediately start making
money for your business. 

Iron Gym has a flexible approach to doing 
business and can offer customised collections 
to best fit your requirements.

For more information call 075 0644 3652, 
email sales@irongym-europe.com or visit 
www.irongym-europe.com
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IN SEASON FITNESS

TROLLEY DASH
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1.  HAND WEIGHTS. YORK FITNESS. RETAIL@YORKFITNESS.CO.UK
2. IRON GYM. 075 0644 3652. WWW.IRONGYM-EUROPE.COM
3. THE GRID MINI. LIVE ON THE EDGE. INFO@LIVE-ON-THE-EDGE.COM
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UK SPORTING PRODUCTS
BASED IN THE EAST MIDLANDS, UK SPORTING PRODUCTS IS
ENTERING THE TRIATHLON AND SPORTING MARKET WITH
ITS NEW SPORTS LUBRICATION PRODUCTS. 

Called Sport-Luub and Suit-Luub, these products are destined
to become the number one in the category because of their
unique combination of natural oil extracts, moisturising aloe
vera and soothing arnica.

No matter what sports you undertake, there is always a
degree of discomfort. After extensive in-field tests, Sport-Luub
and Suit-Luub were formulated to find the perfect solution to
friction issues during any sport.

For more information email ian@uksportingproducts.com

1

THROW ME THE BALL
THE MEDICINE BALL. THEY’RE SERIOUSLY OLD SCHOOL -
HIPPOCRATES USED SAND-FILLED ANIMAL SKIN POUCHES
SIMILAR TO MEDICINE BALLS TO HELP PATIENTS RECOVER
FROM INJURIES ALMOST 2,000 YEARS AGO. THEY DON’T
LOOK VERY EXCITING, BUT THEY’RE ONE OF THE BEST
PIECES OF EQUIPMENT ANY HOME GYM CAN HAVE.

Ideal for increasing strength, fitness and flexibility, medicine
balls are suitable for users of all abilities. Made from a rubber
compound material with a textured anti-grip surface and
reduced bounce, York medicine balls offer users of all abilities
a durable piece of equipment that’s safe and effective. 
Each ball is colour coded for easy selection and the storage
rack provides an easy and compact way to display the balls.

For more information email 
retail@yorkfitness.co.uk 
or call 01327 701800.

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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For more information call 020 8886 2715
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SpiderTech.com PattersonMedical.co.uk

DRUG FREE RELIEF

ENHANCE PERFORMANCE

LASTS UP TO 5 DAYS

For years, elite athletes have used SpiderTech tape when it matters  
most – and it is now available to you. The X Spider™ is easy to apply,  
drug free and lasts up to five days. Whether you’re out for a run or in the gym,  

SpiderTech tape will keep you in the game.

AVAILABLE EXCLUSIVELY FROM PATTERSON MEDICAL

TO ORDER CALL 08448 730 035 TODAY  
AND ASK FOR OUR INTRODUCTORY SPIDERTECH OFFER

“SpiderTech Tape is credited with helping me become a 2-time Ironman winner, 
and allowing me to compete again after a life-threatening biking accident.  
On August 12, 2012,  I was able to defy medical odds and won the 2012 U.S. 
Ironman Championship by an incredible 13 minutes and 14 seconds over the 
second-place finisher.”

- Jordan Rapp, Triathlete, 2012 Ironman Champion



The Alitza features a 3mm TC-1
performance rubber outsole that
delivers excellent ‘foot feel’ and
flexibility without compromising
abrasion and slip resistance. Micro
suede accents provide upper
structure, while the 
straps help hold the shoe 
firmly against the foot.

Vibram FiveFingers’ minimalist
footwear combines innovative
design, precision engineering
and meticulous manufacturing.
Using only premium quality
materials and the proven

technology of Vibram
soles to create

alternative footwear,
Alitza has been
designed to offer 
a stylish look and
superior feel, as 

well as enhancing
your performance.

For more information email
info@primallifestyle.com 

VIBRAM FIVEFINGERS ALITZA
BUILT FOR TODAY’S ACTIVE LIFESTYLE, THE VIBRAM
FIVEFINGERS ALITZA IS A COOL, CASUAL CROSSOVER
PROVIDING A FASHIONABLE LOOK FOR EVERYDAY URBAN
ACTIVITIES. THE TRANSPARENT MESH UPPER IS SOFT AND
COMFORTABLE AGAINST THE SKIN, AS THE ELASTIC STRAPS
RANGING ACROSS THE INSTEP ENHANCE BOTH STYLE AND
OVERALL COMFORT.

RUNNING
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BOASTING THE ULTIMATE IN
GRIP FOR SUB-ZERO

CONDITIONS, INOV-8 HAS
UPDATED AND IMPROVED

ITS OROC SHOES FOR
WINTER 2013

THE PRECISION FITTING OROC 340 AND OROC 280
SHOES - WEIGHING JUST 340G AND 280G

RESPECTIVELY - FEATURE TUNGSTEN CARBIDE
METAL SPIKES THAT EXTEND BEYOND THE OUTSOLE
CLEATS. THIS ENSURES THESE OFF-ROAD RUNNING

CLASSICS DELIVER MAXIMUM GRIP FOR ATHLETES
RACING AND TRAINING ON ICY TERRAIN.

The choice of elite orienteers, the OROC’s new
outsole boasts not only spikes, but also a Dual-

C compound mix of medium and hard sticky
rubbers, delivering outstanding grip on all

rugged terrain.

Now a more flexible and aggressive unit, both
the OROC 340 and 290 have also been given a
DWR (durable water repellent) coating, which

ensures the shoes repel mud and water..

For more information call 
01388 744900 or visit www.inov-8.com
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OFF-ROAD
RUNNING
CLASSICS DELIVER
MAXIMUM GRIP
FOR ATHLETES
RACING AND
TRAINING ON ICY
TERRAIN
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IN SEASON RUNNING

TROLLEY DASH
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1.  VIBRAM FIVEFINGERS SPYRIDON LS. INFO@PRIMALLIFESTYLE.COM
2. ASICS GEL-NIMBUS 15. INFO@PRIMALLIFESTYLE.COM
3. SPORTS LUBRICATION. IAN@UKSPORTINGPRODUCTS.COM
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USN
USN’S DIET FUEL PROTEIN SOUP IS A CONVENIENT AND
TASTY MEAL REPLACEMENT THAT INCLUDES WHEY AND SOY
PROTEIN. SUBSTITUTING TWO DAILY MEALS OF AN ENERGY
RESTRICTED DIET WITH MEAL REPLACEMENTS SUCH AS DIET
FUEL PROTEIN SOUP CONTRIBUTES TO WEIGHT LOSS.

Formulated with chromium, it contributes to normal macronutrient
metabolism and the maintenance of normal blood glucose levels.

USN’s Whey & Oats is a protein porridge that’s been scientifically
formulated to supply active people of all ages with quality
protein, carbohydrates, fibre and other valuable nutrients.

For more information visit www.usn.co.uk
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THE
MARATHON
FRESH HAS
PROVED A
POPULAR
CHOICE WITH
RETAILERS

USN’S DIET FUEL
PROTEIN SOUP IS A

CONVENIENT AND TASTY
MEAL REPLACEMENT

HILLY REPORTS
RECORD FORWARD
ORDER BOOK 
FOR SS14
THE NEW HILLY SOCK RANGE HAS
RECORD FORWARD ORDERS
FOLLOWING ITS SUCCESSFUL
LAUNCH IN MAY THIS YEAR. 

New styles such as the Skyline and
Peak Compression were introduced
alongside the flagship Twinskin,
Marathon Fresh and Supreme, which
will be in stores in February 2014.
New packaging, range
categorisation, photography and
sell-in material have been
introduced as part of the
rebranding of Hilly. 

The Marathon Fresh has
proved a popular choice
with retailers. This
running sock is perfect
for all distances - from 
5k to marathon - and now
has a Polygiene finish.
Polygiene neutralises odour 
by stopping the growth of 
odour causing bacteria.

Call your local sales agent or Hilly’s sales
office on 0161 366 5020 for orders or
further information.

1

3

Running Profiles_News 1QX (lewis)  04/10/2013  14:21  Page 2



EXTREMITIES
RUNNING GLOVES
OVER THE LAST 25 YEARS
EXTREMITIES HAS BUILT AN
ENVIABLE REPUTATION FOR
DEVELOPING STATE OF THE ART
CLOTHING ACCESSORIES - THE
COMPANY’S LIGHTWEIGHT
RUNNING GLOVES ARE A GREAT
EXAMPLE OF THIS.

Weighing in at just 19g a pair, you
hardly notice you’re wearing the Ultra
Glo Gloves. However, if you prefer
something a little less extreme,
extremities does have other high
performance styles in its range.

The latest range of extremities hats,
gloves, socks and gaiters will be at
the STAG UK Winter Buying Show on
November 24-25.  

If you are interested in stocking
extremities call 01773 837373 or
email trade@terra-nova.co.uk

TWISTED VIZION -
CATCH SOMEONE’S
EYE THIS WINTER
IN AN EXTENSION TO THE
POPULAR HI-VIZ RUNNING
APPAREL RANGE, VIZION, RONHILL
HAS TWISTED THE COLOURS ON
KEY PIECES TO MAKE RUNNERS
REALLY STAND OUT. 

The Twisted Vizion range features
lightweight shower resistant jackets,
long sleeve tees and tights, among
other styles. 

Men’s Twisted pieces are offered in
fluo yellow and red and fluo green
and cobalt, while women’s lines are
available in fluo yellow and
wildberry and fluo pink and cobalt. 

A range of running accessories,
including gloves, hats and bibs,
complement these new styles. 

Call to order your stock for 
this autumn from your local 
sales rep or Ronhill’s sales office
on 0161 366 5020.

PRODUCT ROUND-UP

RUNNING
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brooksrunning.co.uk 

FOR REAL
UNREAL feel

pureproject

www.brooksrunning.co.uk 
      @brooksrunninguk       www.facebook.com/brooksrunning



INDOOR SPORTS

eird how things work.
Kicked to the back of the
proverbial cupboard by
online games and games
consoles, the traditional

board game is now undergoing a
revival, thanks to the growing
popularity of tablet computers.
Apparently it’s all down to board
game taster apps, which increasingly
tempt players away from the virtual
and into the physical realm.

Riding the crest of
the wave is Winning
Moves, an innovatory
games outfit set up in
1998. Up until November
last year, the company
was part owned by
Hasbro, but negotiated
a management buy-out
and now has a contract
in place that allows it to
make licensed versions
of classic games such as
Connect 4, Monopoly,
Guess Who? Twister,
Risk and Cluedo.

FOOTBALL THEME
Getting in the sports angle, the
football editions of Monopoly offer a
range of football themed versions of
the classic game, with Chelsea,
Arsenal, Manchester Utd and
Manchester City represented.

“Players tour around the board
buying up bunches of players, then buy
them stands and stadia - a bit like
adding to their property portfolio,”
Tonnison explains. “Everything in the
game is designed around the team and
football, even the money. Instead of
Chance and Community Chest, there’s

W
Home and Away and one of
the Utilities squares is, for
instance, the Chelsea
Megastore or the Shankley
Gates of Liverpool FC.

“A real fan is intrigued to
see who’s made it onto the
board, who’s made it onto
Park Lane. We refresh the board
every three seasons - it isn’t just the
current team though. We’ve got
classic players in there too, 

so it works 
for all
generations.
Everyone
wants to
collect their
favourite
players. It’s
the best gift
for a football
fan apart
from a
season ticket,
except it’s a
lot cheaper.”

The football
editions of Monopoly have been
selling well through independent
sports retailers, Tonnison says: “I
approached the INTERSPORT buyers
individually at ground level for a
number of trials. Retailers were a bit
dubious to start off with, we just
weren’t on their radar. 

“A number of them tried a
minimum order with a mixture of
playing cards, Top Trumps and
Monopoly games and they all did well,
which came as a bit of a surprise for
most of them. One retailer sold three
games in their first week, which was
£75 through the till. They’re a fantastic

IN SEASON

purchase for Christmas.”
Winning Moves owns Top

Trumps. “We bought it 10
years ago,” Tonnison
continues. “It used to be all
planes, cars and military jets,
but we introduced licences to
the packs such as Disney, Star
Wars, Moshi Monsters and

Teenage Mutant Ninja Turtles, as
well as Manchester United,
Manchester City, Chelsea, Arsenal,
Liverpool and World Football. 

“We also own Waddingtons’
playing cards, with feature
sets that include
Manchester United,
Liverpool, Arsenal and
Chelsea football teams.”

MINIMUM ORDER
A Winning Moves minimum
order is £300, which can be a
mix of playing cards, Top
Trumps and Monopoly.

Monopoly comes in packs of
12, but the different teams can
be mixed up to make it more
manageable. A new customer
can set up an account in a day
and it takes three-four working
days to process an order.

“The playing cards and
Top Trumps sell well all year

round and at £2.99 and 3.99
they’re a quick sell at the till,” Tonnison
says. “We refresh them annually and
we've got a World Cup Football Stars
pack of Top Trumps coming out
around Christmas. Monopoly retails at
£24.99 and sells best in Q4 in the run-
up to Christmas as a gift, as they’re
much more of a considered purchase.”

Overall, Tonnison reports that
business at Winning Moves is booming
and that it’s down to having the right
games coupled with the licenses that
everybody wants: “Top Trumps are
actually 40 per cent up on last year’s
figures already and we’ve had to take
on another six people. Board games
are undergoing a huge resurgence and
we are glad to be a part of it.”

Board games with a sports twist can
provide new revenue streams for
retailers, Kasey Tonnison, sales manager
at Winning Moves, tells Louise Ramsay

“ONE
RETAILER
SOLD THREE
GAMES IN
THEIR FIRST
WEEK, WHICH
WAS £75
THROUGH
THE TILL”
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SUCCESS ON THE CARDS
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RUGBY

enjamin Robinson was
just 14 when he died
from a brain injury. The
County Antrim
teenager collapsed

during a school rugby match in
January 2011 and later died in
hospital. In September a Belfast
inquest found he died from
second impact syndrome, the
result of two heavy tackles within
four minutes of each other, which
led to a fatal swelling of the brain.

But while tragic, second impact
syndrome is rare, not least because
it only affects 14 to 18-year-olds.
Concussion in rugby, however, is
not. At elite level it’s estimated
there is one concussion per player
every six games, whereas studies at
amateur adult level suggest that
concussion occurs at a rate of
about one player in every 21 games.  

HUGE CONCERN
Rugby Players’ Association
director David Barnes has
admitted that concussion is “a
huge concern” for the sport,
though says more care has been
taken since the International
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can protect against superficial
injuries such as lacerations,
particularly to the ears, though not
against concussion. Most players
also choose to wear a mouthguard
to ward against damage to the
teeth and jaw, while body armour,
which is essentially a well fitted,
padded shirt, absorbs impact to the
shoulders, back and chest and can
reduce the severity of injuries. 
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Sam Tomkins, England’s all-time leading try scorer, has signed a two-year contract to
be the face of Shock Doctor, which offers a wide range of mouthguards, including:

■ Available in an
assortment of colours,
the Gel Max is a multi-
material mouthguard
that is easy to use and
provides a universal fit
for all ages

■ The Braces
mouthguard. Adaptable
and shock absorbing, it’s
made with 100 per 

cent medical grade
silicone to adapt to
changes in mouth
structure as teeth adjust. 

■ The Gel Nano
mouthguard. A gel liner
allows for a self-fit
custom impression of the
teeth to ensure security
and comfort throughout
the guard’s lifespan.

■ V1.5 mouthguard.
Features shock
absorbing jaw pads 
that offer protection
from head impact, 
while a built-in 
breathing channel
allows for freer 
air flow.

Tomkins says: “I’ve always known Shock Doctor as the ‘go
to’ brand for sports protection, so I’m delighted to have the
opportunity to work with them and excited about spreading
the word to athletes competing in all contact sports.” 

Playing it The recent inquest into the tragic
death of a teenage rugby player
again raises questions about the

safety of the game. Louise
Ramsay reports on what is being

done to protect players

Rugby Board’s trial to implement
the Pitch Side Concussion
Assessment. A five-minute ruling
allowing players to come off the
field after taking a blow to the
head for assessment was
introduced last year. Previously,
assessments were made on the
field, with only players with blood
injuries allowed to leave the game.

The PSCA ruling is, however,
controversial as its accuracy is
considered by many to be in doubt
and allegations are widespread
that players cheat the test to stay
in the game. But in September a
decision was made by the IRB to
continue to back the initiative.    

New scrum laws introduced
this season aim to reduce the risk
of injury. Scrums will now have
‘crouch, bind, set’ instructions in
which front rows will have to bind
before engaging and packs cannot
push until the referee is happy.
This is intended to make the
scrum more stable, resulting in
fewer resets, more balls in play
and a better spectacle - and also
less injuries.

Headgear such as scrum caps

SAFE

RUGBY LEAGUE STAR TO 
FRONT SHOCK DOCTOR CAMPAIGN
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SHOCK DOCTOR GEL MAX MOUTHGUARD
SINCE BEING AWARDED ITS FIRST MOUTHGUARD PATENT IN 1992, SHOCK
DOCTOR HAS NEVER STOPPED INNOVATING THE SCIENCE OF
MOUTHGUARD TECHNOLOGY.

The always reliable, never fail Gel Max mouthguard strives to deliver all the
essentials - from protection to comfort. This multi-material mouthguard is easy
to use and a universal fit for all ages.

It features a Gel-Fit liner for a tight, comfortable fit; an integrated lip guard that
protects both the upper and lower lips; an exoskeletal shock frame that provides
impact protection for the teeth, jaw and brain; and a triple layer design for
maximum protection, fit and comfort. 

The Gel Max is also
convertible for use
with or without a
strap. You can even
personalise the
mouthguard by
choosing from one
of the various
colours available.

For more
information about
the Shock Doctor
range email
sales@hy-pro.co.uk

THE
LEGENDARY

OPTIMUM
TRIBAL

RUGBY BALL
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OPTIMUM -
NEW RUGBY
BALL
THE LEGENDARY OPTIMUM
TRIBAL RUGBY BALL IS
NOW AVAILABLE IN
BLACK/WHITE/RED AND
BLACK/WHITE/BLUE. 

With its high quality, super
grip and performance, it
offers great control for 

rugby players. 

The Tribal rugby ball is
priced £3.99 for size
mini and £8.99 for sizes
3, 4 and 5.

For more information 
on the Tribal rugby ball or

any of the Optimum range
call 01942 497707 or visit
www.optimumsport.com 
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ocial media has continued
to grow in importance for
an increasing number of
businesses in the retail
sector. According to the

latest estimates from market research
specialist Canadean Custom Solutions,
over three quarters of the adult
population use social media, with many
so-called ‘brand advocates’ using it to
recommend goods and services.

“Social media sites allow consumers
to interact with like-minded others, who
in turn follow trusted brand
ambassadors for advice and inspiration -
even if they have never actually met the
person,” Michael Hughes, research
manager at Canadean Custom Solutions,
says. “However, while major brands may
benefit from people turning to social
media to share tips and advice, small
independent shops will miss out, with
shoppers failing to pass on information
on any good deals they see on the local
high street to their neighbours who also
use such stores.”

GOOD EXPERIENCE
What is interesting is that while social
media may be a digital phenomenon,
research has indicated that some form
of physical contact with a store will
actually prompt the most powerful

S
brand advocate activity. A ‘like’ on
Facebook, for instance, is often the
result of a good experience in a retailer’s
bricks and mortar store. 

And the level of engagement brands
and their retail partners have with
consumers has a direct and positive
correlation with brand advocacy and
sales. For instance, Social Bakers, a
provider of social media analytic tools,
statistics and metrics, found that 60 per
cent of questions asked of brands on
social media networks go answered.
Connection aids brand advocacy, which
all retailers can benefit from.

Social media marketing company
Syncapse advises: “Since being a brand
user is usually a prerequisite to
becoming a ‘fan’ in consumer goods
categories, marketers should prioritise
their fan acquisition investments on
converting existing customers. Not only
is acquisition cost and conversion
friction lower, but also the investment in
a higher quality fan base will reap
rewards down the line and this is true
for both lower cost and higher cost
consumer brands. 

“Higher quality fans tend to attract
greater numbers of other high quality fans
and they also tend to advocate more.
Establishing a direct channel with fans
who are customers also empowers
marketers to communicate
more effectively and
upsell to their most
valuable audience
segment. Establishing a firm fan base of
existing users also creates powerful
opportunities for profile modelling, which
empowers marketers to improve targeting
against both customers and prospects.”

MOTHER KNOWS BEST
In the past brand advocacy was driven
by promotions. Facebook likes were
often cultivated by discounting and
coupon campaigns. These mechanisms
are still effective, but today retailers and
brands need to be more sophisticated in
their approach.

Research by loyalty scheme provider
PunchTab is telling, as it reveals mothers are
huge brand advocates, with over 80 per
cent of those surveyed stating they would
respond positively to brands that offer

incentives and nearly 75 per cent
saying they would be interested in
joining loyalty programmes. 

“Mums are the most critical
demographic segment for many
brands,” Angela Sanfilippo of
PunchTab explains. “They are
the primary decision makers
when it comes to
household purchases
and influence $2.4 trillion
in spend every year.
Everyone wants to engage
this audience segment. The
question is what motivates
mums to take action?”

The social currency of a
brand and its retail
partners is now
critical to define
and nurture.
Consultancy
firm Vivaldi
Partners
identified six
types of
social
behaviour that
leads to social
currency - conversation,
information, advocacy,
identity, affiliation 
and utility. 

Its report
explains: “The
social

SWEET
Keep them

Brand advocates are powerful allies all retailers
should attempt to cultivate, Dave Howell says 

FACTS &
FIGURES

Every minute of the day
684,478 pieces of content are

shared on Facebook.

70 per cent of adult social
networkers shop online.

53 per cent of active social
networkers follow a brand.

74 per cent rely on social
networks to guide purchase

decisions.

55 per cent share purchases
on social networks.
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currency wheel
assumes that customers

follow very different paths
towards consideration, purchase
and loyalty. These paths are
influenced by the six social behaviours.
For example, a customer might convert
from merely knowing about a brand to
considering the brand among a set of
alternatives because he or she hears others
advocating for the brand. The six social
behaviours explain how customers convert
from one spoke of the wheel to the next.”

PROPENSITY TO SHARE
The propensity to share is at the heart of
all this activity. Consumers who identity
goods and brands they feel positive

E-TAILING

powerful platform all brands and their
retail partners should be developing, but
care must be taken to understand what
is motivating the positive sentiment
retailers and brands are attracting. 

If your business can understand
these motivations, developing these
relationships over time will reinforce
these sentiments and lead to long-term
commercial gains.

about will communicate these
sentiments to other members of their
networks. It will be of benefit to a retailer
to allow this sharing to take place with
the least amount of friction as possible. 

The brute force accumulation of
Facebook fans or Twitter followers has
evolved as consumers have become
increasingly savvy with the social media
networks they use. Brand advocacy is a
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We had the row of the year in the shop
a couple of weeks ago when a bloke
came in and said his brother-in-law had
suffered a heart attack while using one
of our height adjustable aerobic step
and balance boards, and what were we
going to do about it?

When Norman said we were very
sorry to hear about his brother-in-law, but
he couldn’t quite see how we could help,
the chap said: “Well, we want our money
back for a start. Then there’s the shock
my sister had on finding him stretched
out on the carpet. I was pretty upset
myself and so was his dog.”

DOUBLE TIME
He added: “My brother-in-law had to miss
his shift stacking shelves at Tesco and it’s
double time on a Sunday. He was using
that board thing of yours to lose a bit of
weight before they went on holiday.

“They’ve had to cancel that, of course,
and the kiddies have been crying ever
since. Not to mention losing the deposit
on the chalet in Clacton. You shouldn’t 
sell those things if they’re going to 
nearly kill people.”

He was getting himself in a right state,
so I thought the least I could do was to
give Norman a bit of moral support. But
then Norman said something that made
my blood run cold: “That’s our policy, I’m
afraid. There’s nothing I can do.”

If you want to make a bad situation
worse, that’s the way to do it. It ranks
with: “It’s not my job”, “I’m new at this”,
“There’s no call for it” and “Sorry, we’re
closing” as a sure-fire way
of driving an already
angry customer to the
brink of apoplexy.

By now the bloke had
backed Norman into the
corner where we keep the
hockey sticks and was
threatening to punch his
lights out. A cup of tea
and some chocolate
digestives in the office
calmed things down a bit
and the chap said they’d
been to see one of those
no-win, no-fee solicitors in
an office behind the butchers.

Apparently he told them we 
had almost certainly contravened the
sporting goods indemnity clause of 
the 1954 Revised Recreation Protection
Act and could be taken to the cleaners,
no problem at all.

“Then of course there’s post-
traumatic stress, domestic
disruption and economic
hardship consequences to be
taken into consideration,” the
bloke said. “We’re
reasonable people, but
quite frankly this has
turned our lives upside
down and if my sister
doesn’t deserve a little
holiday out of it, who
does? She’s always
had this dream 
of going to 
Las Vegas.”

I could see
where all this
was leading 
and so I said it
would perhaps
be best if 
he came 
back next
week when
everyone 
had calmed
down. In the
meantime,
Norman rooted
about in the stockroom
looking at the small print on the 
aerobic equipment boxes and spoke 
to a mate who used to be an
occupational health and safety officer
until he did his back in falling off a 
youth club climbing wall in Dewsbury.

So when the chap and his wife came
back yesterday afternoon
Norman had all these
folders laid out on the
desk and was pacing
about like that nasty
barrister in Law & Order.
Apparently the accident
victim was still in no 
state to come to the
meeting and was having a
quiet game of pool in the
British Legion for
therapeutic purposes.

“He’s having to take
things one step at a time,”
the brother-in-law said.

“He still has to sleep with the light on and
can’t watch Match of the Day.”

“Be that as it may,” Norman said
(whatever that was supposed to mean).
“He’s presumably aware that under the
Sports Safety Act 1976 he’s obliged to
complete a medical profile before using
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Under the

TAIL-ENDER

Counter
A sideways look at the world of independent retailing

the equipment, fill out a risk management
checklist and create a maintenance log
signed by a qualified fitness leader.”

“I don’t know about that,” said the
chap. “I think he just put it up in the space
between the telly and the fish tank and
started bouncing about.”

RISK ASSESSMENT
It went without saying, Norman said, that
any court would want to have sight of a
completed physical activity readiness
questionnaire, not to mention the register
of exercise operations, a first aid
certificate and third-party risk assessment.

“Did you see that a bloke got 100
hours community service for not
registering two toning rings, a weight 
disc and a set of solid dumb-bells?”
Norman asked. “I blame Brussels, but
what can you do?”

The couple said they had to go and
pick up the kids from school and we’ve
heard nothing since, but Norman saw the
accident victim this afternoon rearranging
the pressed meat in Tesco.

He has apparently sold his aerobic 
kit on eBay after all that jumping about
apparently brought on a quite nasty 
bout of indigestion.

“YOU
SHOULDN’T
SELL THOSE
THINGS IF
THEY’RE
GOING TO
NEARLY KILL
PEOPLE”
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Jacquie Sandison, Brand Agility
 Ltd

35 West B
owling Green Street, Edinburgh, EH6 5NX 

Ph: 0131 554 5555  Email:  ja
cquie@brandagility

.co.uk

STAG Irish Winter Buying Show  

12th & 13th October

The Schoolwear Show  

13th - 15th October

STAG UK Winter Buying Show  

24th & 25th November
See the 2014 Caribee Range at:
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