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

Venturer

and Lacrosse. The product sections show detailed
photography of each product’s technical features. A
unique aftercare section has also been included which
provides advice on how to wash and care for new
garments in order to get the best from them.
Football Jerseys PROSTAR has updated two classic
football jersey designs, Inter and Celtic, to create the
Avellino and Messina jerseys. Both feature mesh panels
providing added ventilation and improving comfort. A
single coloured back panel has also been integrated into
both designs to improve visibility of shirt numbers. A
brand new jersey has been created in the Modena. With
a pinstripe design, bound cuffs and a mesh drop tail at
the back this new style brings both style and comfort to
the pitch. Goalkeeper jerseys, Napoli and Siena, have
also been added to the teamwear range. Both styles
feature padding in the elbows for added protection,

while the Siena also features silicon pads on the
forearms to increase grip.
Tracksuits Two brand new tracksuits have been
developed with the introduction of the Luna and
Dynamics jackets. Both tops, made from a high quality
soft touch outer shell, feature a chin guard for added
comfort. The Luna, which replaces the extremely popular
Pacific tracksuit, has a full length zip while the Dynamics
features a quarter zip. Both have been designed to coordinate with the new Luna and Dynamics trousers.

Simply
by
registering
at
www.prostartrainingwear.co.uk
or www.prostar.co.uk/football
teams will be entered into a prize
draw to win a variety of kit of their

Luna

Competition closing date is 31ST
OCTOBER 2008
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Weatherproof To enable sports people to continue
training throughout the year, whatever the weather,
PROSTAR has expanded on its’ weatherproof range. The
Blizzard jacket, which is fleece lined and weather
resistant, also features an ergonomically designed hood

COMPETITION
To celebrate the launch of their new
2008 trainingwear and teamwear
catalogues, PROSTAR is offering a
unique opportunity for a UK team
or club to win £1000 of sports kit.

choice from the brand new range,
which is available in a wide variety
of colours and sizes.
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Cronus

Echo

for added protection. The fully
waterproof Tornado bench jacket has a quilted lining
and is available in an extra long length for added
warmth.
Leisure wear A completely new range for 2008, the
leisure wear garments are available in an extensive
range of colours and styles which means there is
something to suit everyone. The Atlas polo shirt, made
from high density soft touch fabric, is available in 20
colour combinations, while the Zeus t-shirt, Titan
Sweatshirt and Cronus hooded top are all comfortable,
high quality garments designed to aid and enhance
performance.
Trousers/ shorts The
moisture management
system in the Azores
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has developed the
Synergy skort – a cross between a
skirt and short – suitable for a wide variety of sports
and available in a number of colourways. The Corona
vest, designed to coordinate with all shorts, skorts and
trousers, contains moisture management properties
designed to wick perspiration away form the skin
ensuring the wearer remains cool and comfortable. In
addition PROSTAR provides women’s sizes in the new
Aurora trouser.
Bags PROSTAR has developed a new range of bags for
2008 to expand on the previous styles. The Challenger
holdall is available in two sizes and features a bottle
holder in the end pocket, a ‘wet’ pocket and a

Modena

developed
suitable for all sports.
The Pegasus and Mercury styles
feature Venta fabric which allows the feet to
breathe and a Toe box made of extra dense fabric
which helps to reduce the risk of wear and tear. In
addition to these features, the Galaxy has also been
designed specifically with footballers in mind. This
ultimate performance
sock includes technical
support and
protection making it

For a copy of the new Trainingwear and Teamwear
catalogues contact the PROSTAR sales team on
0844 902 1801 or visit www.prostar.co.uk
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Corona

running trousers and
Echo running shorts
make the garments ideal for
athletes training at all levels, while the fitted style of
Azores helps to enhance performance. In addition
PROSTAR has created the Aurora trousers to accompany
the already popular Aurora jacket. This breathable
lightweight garment includes full length zips to the pocket
and venting under the waistband to increase airflow. The
stylish new Sparta team shorts have been designed with
comfort in mind, with the mesh panel at the back, under
the waistband providing added ventilation. The shorts
are available in nine different colour combinations and
are designed to compliment new and existing jersey
styles with its exciting sweeping contrast design.

detachable inner wallet for extra security. The new Pace
bootbag features a mesh area for ventilation and will
hold up to a size 14 boot. The Venturer rucksack has
been designed to colour-coordinate with the PROSTAR
trainingwear range, and also features the separate ‘wet’
compartment. While the lightweight durable Contest
sports sack provides a cost-effective alternative for
younger sports people.
Socks PROSTAR has over 100 years experience in
producing a wide and innovative range of socks- which
included providing the socks worn by Sir Edmund Hilary’s
team on the first ascent of Everest. Now, using their wide
ranging experience and great depth of knowledge a
new range of high quality performance
socks has been

suitable for all abilities
- from grassroots to
premiership. ‘Trainer’
socks Dash and Neon
have been designed to provide luxurious quality and
comfort fit. The Dash sock also features Pro Cool moisture
management, which ensures the wearer stays cool and
comfortable, while the Pro Fresh anti-bacterial
properties help neutralise bacteria.

Women’s wear Further progressing on the 2007
women’s range, PROSTAR

Atlas

Blizzard

Dynamics

Zeus
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For more
information call
Ward Robertson on
01793 715 406
or
07881 828 873
www.stagbuyinggroup.com
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“John Bond has blackened my name with his insinuations about the private lives of football managers. Both my wives are upset.”
Malcolm Allison

ALL THE VERY LATEST IN THE SPORTS INDUSTRY

WHAT’S NEWS

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

STAG OUTSTRIPS
UK MARKET
The STAG Buying Group has
continued its upward trend in
the UK market with members’ sales closing in on £200million
at retail. In addition, new supplier signings such as Cat
Footwear, Coleman, Magnum and Gola Sport increased the
group’s march on new business, further cementing its
position in the buying sector.
Commenting on the new signings, Ward Robertson,
managing director of the STAG Buying Group, said: “Despite
the credit squeeze and buffeting from the headwinds of a
weakening economy, the wheels of commerce keep turning.
Whilst we are quite thrilled with the companies that have
just joined us, we are still in the process of building our
community of suppliers and members - an ambitious
community and one built on the cornerstones of fair
competition, brand integrity, sustainable growth and a full
belief in the outstanding benefits to the consumer of
independent retailing.
"It is this self-supporting philosophy that has the strong
sustaining qualities that are so important in the testing
trading conditions we are all facing today.”

CDS
LEISURE

DIARY DATES
OUTDOOR TRADE SHOW 2008
September 30-October 2
Stoneleigh Park
THE STAG SHOW 2008
in association with Sports Insight
November 23-24
Four Pillars Hotel,
Cotswold Water Park
ISPO WINTER 09
February 1-4
New Munich Trade Fair Centre
SLIDE
February 15-17
Manchester Central
ISPO CHINA 09
February 19-21
International Convention Centre
Beijing

CARD FRAUD
HOTSPOTS
REVEALED
London tops the table when it comes to
credit card fraud on the internet, according
to research by fraud prevention specialists
The 3rd Man and 192business.com.

CDS Leisure offers possibly the most comprehensive range of
official Manchester United merchandise, with many items
produced exclusively to their own designs.
The range covers a wide selection of products such as hats,
scarves, caps, badges, t-shirts, mugs, flags, footballs, sports and
school bags, toys, in-car products, babywear, stationery, computer
equipment, pet products, greeting cards, gift wrap, football

accessories and much more, including a range of official
Manchester United UEFA Champions League products.
For details tel/fax 0161 748 8799 or email
cds.leisure@btopenworld.com
CDS also has a selected range of official merchandise for other
top Premier League clubs.
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The report reveals that South East
London and particularly Thamesmead are
gaining notoriety as the place with the
most fraudulent activity in the UK. Outside
of the capital, other hotspots include
Romford (third), Manchester (fifth), Ilford
(eighth) and Dartford (10th). In the
Midlands, Coventry (seventh) is followed by
Nottingham (ninth).
Wales and Northern Ireland are the
least fraudulent places in the UK, with only
Cardiff and Belfast recording notable levels
of card fraud activity. In the South West of
England Exeter has the most fraudulent
activity, while in the North East Newcastle
has the highest score. In Scotland,
Aberdeen and Glasgow have relatively high
incidents of fraud compared to other parts
of the country.
Supporting a BBC investigation, The 3rd
Man believes that fraudulent credit card
activity in the UK is over half a billion
pounds more than official statistics show.
Says Andrew Goodwill, fraud expert and
director for The 3rd Man Group:
“Investigations like these continue to show
that card crime is a major and growing
threat to consumers and retailers.”

REYDON
UNVEILS
BIGGEST-EVER
CATALOGUE
Reydon Sports’ latest catalogue
has broken through the 300-page
barrier for the first time, with no
fewer than eight new brands
included in the company’s autumn
08/winter 09 ‘sports bible’.
New additions to the Reydon
portfolio include Viga, Cotton
Traders, Maximuscle, Gilbert, Gray
Nicolls Hockey, Slazenger socks
and Sof Sole. The catalogue also
includes extended ranges from
Nike, Puma and Hi-Tec.
Says Reydon Sports managing
director, Nigel Carter: “Our
catalogue is always eagerly
awaited and the additions of
several new sports brands make
for an even more comprehensive
offering from us. Our decision to
produce two catalogues a year has
been extremely well received and
the fact that our catalogue now
runs to more than 300 pages
demonstrates the greater depth
and breadth of the range we are
able to offer to the independent
sports trade.”
Coupled with the new brand
additions, Reydon has added 20
new sports brands to its catalogue
in the past 12 months, including an
extensive section on Precision
Training, the company’s highly
successful own brand.
For further information or
catalogue requests call
01159 002340 or visit
www.reydonsports.com
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ONLINE SPENDING BUCKS TREND
UK shoppers spent over £26.5billion online in the first six months of 2008,
up 38 per cent on the £19.2billion recorded for the first half of 2007,
according to new figures from the Interactive Media In Retail Group
Capgemini e-Retail Sales Index. The report reveals that for the first half
of 2008 17p in every pound was spent online - roughly equivalent to
half of all supermarket sales and larger than all retail sales for clothing
and footwear.
The index shows that online sales are proving resilient to tough
trading conditions as frugal shoppers seek to make the most of their
available income away from the high street. Technology consultancy
Capgemini and global e-retail industry body IMRG predicts that online
growth will remain strong for the rest of 2008, driven by rising fuel costs,
falling disposable income and smarter consumer shopping habits.
According to the index, online spending has followed similar seasonal
trends to previous years, with growth in online sales falling sharply in
January (-16.5 per cent), picking up in the spring and declining towards the
summer. This year the dip in growth for June (-5 per cent) is significantly
more pronounced than 2007. This slowdown is reflected in year-on-year
growth, which has declined for June for the first time since 2005.
Says Mike Petevinos, head of consulting for retail for Capgemini UK:
“Whilst online retail is not immune to the credit crunch, it is showing
greater resilience than the high street. The online channel continues to
grow its share of retail spend thanks to the traditional drivers of
convenience and choice, but these drivers appear to be magnified by the
current economic environment. Convenience has a sharper edge in a world
of soaring fuel prices and the ability to research and make more informed
choices in a time of heightened price sensitivity is a key advantage of the
online channel.
"We predict between 30 per cent and 50 per cent of all retail will be
online in the next five years as new drivers, such as sustainability, are added
to the mix. This is because as online reaches 20 per cent of all retail sales,
retailers experience a tipping point which forces them to seriously rethink
the future viability of their business model. We have seen this happen for
books, music/DVDs and electricals and as the industry as a whole reaches
this tipping point in 2008 more categories are sure to follow.”
Over the past six months, IMRG and Capgemini have seen a
pronounced increase in sales at the top end and bottom end of the online
retail market, indicating that consumers are shopping smarter - buying
everyday items at discount retailers, whilst adding a touch of luxury with
select items from high-end retail outlets. This is further backed up by recent
research that found that UK internet visits since June 2007 to mid-market
online retailers have fallen by six per cent, while visits to lower-end
retailers, such as Primark, have increased by 12 per cent and visits to
high-end retailers, including Harrods, increased by 14 per cent.
Says James Roper, chief executive and Founder of IMRG: “Online
shopping growth continues to outperform the high street as tight budgets
and poor weather keep people at home where they can shop online for
bargains. Clothing and footwear sales were the biggest losers in physical
stores in June, with sales either flat or lower than last year despite heavy
and widespread discounting. Online, however, they were big winners internet clothing sales were up 32 per cent, while lingerie sales rose by 37
per cent and footwear 38 per cent.”
Online retail is benefiting from a general desire to shift to more
sustainable shopping patterns. According to research from IMRG, 56 per
cent of people believe shopping online is more environmentally friendly in
comparison to the high street. In turn, Capgemini’s recent ‘Future Supply
Chain’ report reveals that many retailers are examining the possibility of
sharing deliveries and merging supply chains to combat rising fuel costs
and ‘green’ their business models.
Says James Roper: “Smart high street retailers across all categories are
now using the internet to cope with the challenging and changing market
conditions. A growing number of them are using their stores to enhance
their online customers’ experience, for example by enabling in-store pickup
and returns, which often generate supplementary sales, as well as
much-needed footfall.”
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“I think Ally believes tactics are a new kind of peppermint.”
An anonymous defender on former Scotland coach Ally MacLeod

SPORT ENGLAND REVEALS VISION FOR THE FUTURE
Sport England has published a radical new strategy to get more people
playing and enjoying sport and help those with talent get to the very
top. The new approach is designed to capitalise on the once-in-alifetime opportunity presented by the London 2012 Olympic and
Paralympic Games, and to use its power to inspire more people to take
part in and succeed in sport.
THE STRATEGY COMMITS SPORT ENGLAND TO DELIVER ON A SERIES OF
TARGETS BY 2012/13, INCLUDING:
■ One million more people doing more sport
■ A 25 per cent reduction in the number of 16-year-olds who drop out
of five key sports
■ Improved talent development systems in at least 25 sports
■ A measurable increase in people’s satisfaction with their experience
of sport
■ A major contribution to the delivery of the five-hour sports offer for
children and young people

Sport England plans to work closely with the national governing
bodies of sport to deliver the new strategy, and will also create
partnerships with local authorities. It’s pledged to reduce bureaucracy
by combining its multiple funding streams into a single pot of funding
for NGBs, and will be consulting on a new, more streamlined method
of funding wider community projects.
Says Andy Burnham, Secretary of State for Culture, Media and
Sport: “This major reform of Sport England marks a new era for sport
in this country and will put us on the road to having a world-leading
community sport system. We want to encourage people of all levels
and abilities to play sport for life, to reach their full potential and to
remove any barriers in the way of the talented.
“By investing heavily in coaching and the club structure, we can
maximise the chances for English sporting success and improve the
quality of the sport experience for all. National governing bodies will
be key to successful delivery and will play a crucial role in helping us
to get one million more people doing more sport by 2012. It’ll be a
tough challenge, but I am confident that together we can do it.”

SPORTS SHORTS
…JJB SPORTS has revealed that group revenue for the 12 weeks to July 20, 2008 was 1.2% lower than the same period last year on a like-forlike basis. This consists of a 2% decrease for retail stores and a 5.9% increase for health clubs…DECATHLON, the French sports retailer, is
planning to expand its UK portfolio of stores by up to 40 outlets in the next five year…LOTTO has signed a 20-year partnership agreement,
effective from September 2008, with the Li Ning Company Ltd for the production and distribution of Lotto products in China…ADIDAS group
revenues for the second quarter of 2008 increased on a currency neutral basis by 14%. Currency neutral sales increased 19% at Adidas, 2% at
Reebok and 6% at TaylorMade-adidas Golf…

GLOBAL SALES
TOP $278BILLION
Worldwide sales of sports
equipment, apparel and footwear
increased a healthy four per cent to
$278.4billion dollars (€185.6billion)
in 2007, according to a new report
from market research company The
NPD Group, Inc.
US market share decreased
from 40 per cent to 36 per cent,
mostly due to the weakness of the dollar. Conversely, Europe increased its
market share based on the strength of the euro and in spite of slow sales
growth (+2 per cent).
The fastest growing markets were South and Central Asia (+13 per
cent), the Middle East (+16 per cent) and Central and Eastern Europe (+20
per cent). “This increase is being driven by wealth,” says NPD’s Renaud
Vaschalde, who wrote the report. “Sales are increasing in those countries
where the level of economic development allows the population to
purchase more discretionary goods and we are seeing that sports brands
have become an important social status symbol. Good examples of this
are Kazakhstan, Israel, Poland or Slovakia.”
Western Europe, Scandinavia, Japan and Canada posted flat growth
rates. Despite its slowing economy, the US posted the highest growth rate
among the top six developed countries, showing a three per cent gain in
the sports market. The growth was evenly distributed between footwear
(+3 per cent), apparel (+4 per cent), equipment (+3 per cent) and bikes
(+3 per cent).
Says Vaschalde: “Our analysis shows that more than a third of the
overall global revenue in the sports market is being generated by
sport-inspired sneakers and garments versus sneakers and garments
actually used for sports. If we take out equipment and bikes, the ratio
goes beyond 50 per cent of the business done on ‘sport-style’ rather
than ‘sport-use’. So it comes as no surprise that manufacturers are
jumping on the lifestyle wave in the hopes that their businesses can ride
it into profits.”
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The Jamie Lawrence Football
Academy is based at Nightingale
School in London’s Tooting

UNDER ARMOUR SUPPORTS
ANTI-VIOLENCE INITIATIVE
The Jamie Lawrence Football Academy is mounting a major campaign to
help kick knives and gang violence into touch - with official support from
Under Armour, Inc.
Lawrence turned his life around after being sent to prison for robbery
as a teenager and went on to become a successful Premier League and
international footballer. Now he’s concentrating all his efforts on helping
teenagers turn around their own lives with the power of football.
“Football helped me change my life around completely and without
the break I had, who knows what might have happened to me,” says
Lawrence. “From my own background I know how difficult it can be for
kids who have fewer life chances than the majority and that is why I am
working so hard to help put something back into the community and help
children who are most at risk. We are putting all our energy into working
with passion, respect, warmth and strength with all our young people in
the belief that positive role models can make a difference.”
Based at Nightingale School in London’s Tooting, Lawrence works with
11-16-year-old boys with behavioural, emotional and social difficulties
who have all been excluded from mainstream schooling. And Lawrence is
appreciative of the support given to him by Under Armour.
He explains: “Under Armour have been fantastic in their support of
the academy. It means a lot to the youngsters that they can wear highquality, professional sports kit when they are training with us. I am
genuinely very grateful that such a major worldwide sports company has
taken the time and the energy to go out of their way to support my
academy.”
The academy’s main objective is to help re-engage students with
mainstream educators, while offering them the life and social skills
required to enable them to overcome some of the difficult challenges that
they face. “In a high percentage of cases, students go back to school with
a positive attitude,” says academy director Carl Samuels. “For those who
arrive at risk of exclusion, the academy boasts a 100 per cent success rate
in assisting them to remain in mainstream education.”
The Jamie Lawrence Academy allows students to engage in a team
activity and benefit from Lawrence’s experience at the highest level. The
academy accepts students from all over the country, offers a bespoke
programme which can be tailored to the specific needs of the students
and also buys in specialist services where required.
The football-based programme is complemented by a range of:
■ Communication workshops
■ Anger management programmes
■ Use of gym, boxing equipment and coach
■ Use of music studio and workshop
■ Personal development programmes
■ Drug and alcohol awareness workshops
■ Mentoring programme
Programmes range from one day a week up to three days a week,
depending on the need of the student, and can last a week or up to a
year. Students are also offered long-term mentoring with support and
advice once their programmes have ended.
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PRODUCT ROUND-UP

SPORT INDUSTRY
GROUP

www.sportindustry.biz

LION SPORT (UK) LTD ENJOYS
NEW SALES RECORDS WITH
STIGA AND LION
Alan Hydes, former four times Commonwealth Gold medalist,
comments that: “Table tennis is looking very healthy at the
moment. There seems to be a growing amount of interest in
clubs and schools. The English Table Tennis Association is working
very hard with its development officers to stimulate interest in
the leisure market, the school market and the club market, which
is of interest to all the competition players.”
STIGA has introduced the new NANO PREMIER bat, which
offers increased spin and speed for the most discerning of players.
A new product from LION is the LION SUPER CARBO bat. This
has been designed by the LION factory in China, a leading
manufacturer of table tennis bats in the world. It offers a larger
sweet spot and dynamic spin and speed. This product will be
available for the new season.
Retailers’ feedback to LION SPORT (UK) LTD on table tennis sales
is that they have been pleasantly surprised at the increased amount
of public interest, which has turned into positive sales for them.
Retailers are working to increase the retail space they devote to
table tennis sales to maximise this business opportunity.
LION SPORT (UK) LTD. Tel: 01903 788268. Email: info@stiga-lion.com

KIT STOP
Essential stock for your shop
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SHOTZ UK
LAUNCH
Shotz, the all-Australian sports
nutrition brand, has launched
through ASSIST
(www.assist.co.uk) Carbo
Shotz and Shotz Electrolyte in
the UK and Europe - great
value, straightforward, nononsense sports nutrition that
puts the user in control.
The marketing campaign
introduces Carl and
Todd, athletes that Shotz
sports nutrition would like
you to beat.
For full details of Shotz
Electrolyte tablets and Shotz
Carbo gels visit
www.assist.co.uk/shotz
and get yourself a free
product sample.
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KIT STOP
Essential stock for your shop

GRAY-NICOLLS
Gray-Nicolls has continually
innovated in both design and
materials, seeking to reduce weight
and increase player comfort. The
ultra light Ti-Tech Pro, Pro
Performance and Predator models
have been ergonomically designed
to reduce pressure on the temples
and allow players to wear helmets
longer without discomfort.
Concerned for player
safety, Gray-Nicolls was the first manufacturer to carry
the endorsement of both the Australian and British
Standards Institutes.
The extremely lightweight Ti-Tech Pro moulded helmet
features a unique airflow ventilation design, which
significantly aids player comfort. The shell is lined with a new
sweat absorption material, making batting or wicket keeping
far more comfortable even on the hottest of days.
The helmet’s all-new ISA (integrated size adjustment)
system makes it easier to find the perfect fit for all sizes. A
rounded peak design enhances the players’ peripheral vision
by an extra 15 per cent. The Ti-Tech Pro helmet is fitted with
the Ti-Tech grille and made purely of Titanium, making it both
featherlight and extremely strong. Endorsed by Andrew
Strauss of England, Mohammad Yousaf of Pakistan and Shiv
Chanderpaul of West Indies,
Gray-Nicolls: 01580 880357. sales@grays-int.co.uk
www.gray-nicolls.co.uk
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SPORT INDUSTRY
GROUP

www.sportindustry.biz

INTRODUCING THE SOLE
PLATINUM FLIP SANDAL
The SOLE PLATINUM FLIP SANDAL is a new sports
sandal combining SOLE’s expertise in custom sports orthotics with cutting-edge design.
SOLE’s unique, patent pending anatomical design supports, cradles and cushions your
feet, providing the most comfortable sandal you have ever worn, guaranteed.
SOLE premium sandals are constructed with a ‘wear mouldable’, orthopaedic top
layer, supported by a high density EVA midsole to ensure that the orthopaedic benefits
are maintained, while the top layer creates a personalised fit for your foot.
See the SOLE Platinum Sandal at OTS, Stoneleigh, September 30-October 2 and
SurfShop Expo, Exeter, September 2-4.
www.yoursole.co.uk. sales@yoursole.co.uk. Tel: 0845 644 3742.
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One Voice
Special report by Lauren Fox
Headlines have certainly been made in
Ireland recently. But while the national
media divided its focus between the
resounding ‘no’ historically returned by
Ireland over EU developments and the Irish
economic downturn, it was a different story
in Athlone.
In this prime central location, overlooking
the River Shannon, ISRA (Independent Sports
Retailers Alliance) held its fourth independent
sports trade buying show - and the reviews from
suppliers and retailers alike were all positive and
a record attendance achieved. Despite a
generally cautious outlook within the industry,
the impetus created by ISRA and its show
maintains an energised business momentum for
Irish retailers.
Dynamic interface
Says Tom Foley, ISRA coordinator and show
organiser: “In just two years the ISRA show has
achieved its initial aim - to provide a resource
that would unite and support independent
retailers operating in isolation and establish a
dynamic interface with suppliers. Brands are also
welcoming the commercial effectiveness of a
simultaneous buying opportunity.”
With around 40 retail outlets represented
through ISRA membership, you could be
forgiven for thinking that there is plenty of
potential for buying groups to target the Irish
market, but the reality is that the entire
population is roughly only equivalent to that of
Manchester. In perspective therefore, ISRA has
the independent sports trade very effectively
covered. But it’s not just in terms of membership
numbers. The suppliers and retailers I talked to
at the buying show all agreed that the service
and ethos behind ISRA is something that the
industry totally supports. Communication was
mentioned over and again as one of the key
functions that ISRA provides, which has breathed
life into Ireland’s beleaguered and fragmented
national sports industry. It can now, through
constant ISRA networking and the dynamic
website forum, act as one strong retail voice.
The positivity extended to the organisation
of this latest two-day show, which was held, as
previously, in a superb venue for creating a
business showcase scenario. A compact and well
structured layout enabled retailers to maximise
buying time and afforded suppliers the chance
to display product effectively, with some key
players taking the opportunity to book private
sales rooms within the exhibition area.
TechniSport used the opportunity of
attending the event to announce its
14 SPORTS INSIGHT

appointment as the new UK distributor for Cross
(expanding the role held in Ireland for the last
two years alongside Babolat and Ellesse
distribution). Like other distribution companies in
Ireland, TechniSport maintains an absolute focus
on customer service due to the broad localisation
of independent outlets. Joe Cripps, managing
director, commended the ISRA show for bringing
the Irish sports trade together and into the
spotlight: “We can talk to all the key people
here and show our full range. Cross is a fantastic
brand and we look forward to developing its
potential fully in the UK through our proven
distribution and customer service capability.”
Community strength
The united retail attendance by ISRA members
and the community strength demonstrated was
something that struck a chord with visiting
members of UK buying group, Alled Partners,
which follows a similar style of ‘retailer driven’
enterprise. Allied Partners’ chairman, Peter
Bateman, gave an inspirational talk to the ISRA
retailers on the strength and opportunity the
buying groups were creating by helping
members to focus positively and evolve with the
market.
ISRA visitors were also able to attend
workshops from eBay Ireland, which presented
some serious statistics for consideration about
the potential of retailing online, where in Ireland
alone an item of apparel is sold every minute,

with over a million users online per second. eBay
already hosts sites for key brands (some under
‘outlet names’) and provides a business package
that helps retailers structure group or individual
pages, with guidance on everything from
counterfeit issues to implementing RRP controls
online.
With over 100 top brands on display, from
New Balance, Nike, Mizuno, Wilson and Umbro
through to Converse, Skins, Harrod and Speedo,
the show’s ‘incubator section’ proved highly
successful as a way of introducing new brands
straight to the market. Products ranged from
GAA flags and fan souvenirs from Allflags.ie
(there to promote new online distribution) to
‘Irish-made’ handballs from Macsports, which
was amongst those opening up new accounts.
Hot tip of the two days had to be FitFlop, which
was still writing business well after the show
closed.
In fact, it must be said that there was
business, not blarney, going on at the end of
both days, but no one seemed to mind working
late - after all, “good things come to those who
wait,” they say. And the perfect end to a superb
ISRA day? It’s got to be a boat
trip down the Shannon,
excellent food and a properly
poured Guinness at the oldest
pub in Ireland.

www.isra.ie
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FSPA MEMBER NEWS

FSPA focus
The Federation of Sports & Play Associations announces a
new initiative to improve the nation’s health

Companies from the sporting goods and
play sectors are to increase their lobbying
efforts to key Government ministers to
ensure they take positive and tangible
action to improve the nation’s health. This
was one of the key outcomes of the
Federation of Sports and Play Associations’
first-ever summit meeting, held in early July
and facilitated by Sport England
ambassador Sir Robin Miller.
The initiative was agreed by the 25
managing directors who had been invited to the
meeting to air their views and share their ideas
on the future direction of the FSPA. The

Government does listen to campaigning bodies,
and we now have members’ backing to become
involved in and contribute to policymaking.
“We are in close contact with Sport
England, Play England, the London Organising
Committee of the Olympic Games and many
other national governing bodies. It’s vital that
we nurture these relationships and show that
we mean business - not to feather our own
nests, but to benefit the community at large.”
Members have insight into what motivates
particular groups of people to participate in
certain sporting activities and overcome
barriers to exercise, and they are keen to

promote the Federation as a one-stop advice
shop for Government.
On the education front, they believe they have
plenty to contribute in creating a more joined-up
approach to the multi-billion pound ‘Building
Schools for the Future’ programme, which aims to
upgrade and rebuild secondary schools nationwide
by 2020. Members say that the programme does
not have a clear, consistent approach to providing
sports facilities - something which is currently left
to the individual developers of each school.
Says Jane: “We can be invaluable to
Government and to the health of the nation.
Now’s the time to prove it.” SI

“We are in close contact with Sport England, Play England, the London Organising
Committee of the Olympic Games and many other national governing bodies. It’s
vital that we nurture these relationships and show that we mean business - not to
feather our own nests, but to benefit the community at large”
Federation was tasked with providing researchbased data and then to target leading ministers,
including Health Secretary Alan Johnson,
Children, Schools and Families secretary Ed Balls
and Sports Minister Gerry Sutcliffe, in a
concerted effort to ensure Government promises
about reducing obesity and encouraging more
young people and adults to exercise regularly
are converted into tangible action.

Simple message
Says Jane Montgomery, managing director of
the Federation: “Members realised we had to
change our approach when dealing with the
Government. We will now be approaching
Ministers and departments with a very simple
message: you have policies on reducing obesity
and encouraging more young people and adults
to take part in sport, and if you want to achieve
these goals we can help you deliver.
“We can make a huge difference because of
the wide range of abilities and strengths within
our membership. The Federation’s support can
encompass several Government departments health, education, sport. What we say, what we
can offer and what we can help achieve can have
a positive impact in delivering Government’s
promises and turning them into reality.”
Jane continued: “Our members are all
passionate about sport and play. Worthy
statements about reducing obesity levels by
2020 are all very well, but without solid action and fast - they are just empty words. The
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UNIVERSAL SUCCESS AT PLAYFAIR
show in 2009 and other associations under
the FSPA’s umbrella are keen to be involved.

Universal Services is one of the UK’s biggest
suppliers of sports products, specialising in the
supply, manufacture and installation of fixed
and portable sports equipment, including
cricket netting, basketball goals, games’ posts,
trampolines and fitness equipment.
This July 15-16 at Stoneleigh Park,
Warwickshire the company supported a brand
new show called Playfair, targeted at buyers
from local authorities and schools. Playfair was
put together on behalf of members of the
associations under the Federation of Sports
and Play Associations’ umbrella, including the
Sports and Fitness Equipment Association
(SAFEA). With nearly 40 exhibitors and well
over 500 visitors attending the event from
local authorities and schools, the show was a
big success.
As a spectacle, Playfair is unique. A fully
installed 1,700sq ft adventure playground and a
sports demonstration area was built on site,
which local schoolchildren enjoyed throughout
the event. Event organiser Brintex is confident
that the event will develop into a much bigger

Says show organiser Ray Baxter: “We’re
delighted with the inaugural Playfair. The
quality of visitors through the door, especially
from the public
sector, was first
class and
exhibitors have
been quick to
signal their
interest in
supporting
Playfair 2009.”
Speaking
about its time
at Playfair,
Universal
Services’ sales
manager, Kate
Denney, concluded that it was a great
first year for the show: “We met with lots of
key decision makers from a wide variety of
local authorities who we will hopefully be
dealing with in the future. We’ll certainly be
back at Playfair in 2009.”
As a long-standing member of SAFEA, all
Universal Services products comply with the
relevant safety standards, as well as SAFEA’s
own code of conduct.
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JUST ADD
BLOOD,SWEAT
AND TEARS

a collection of training aids,
clothing and equipment for
the serious athlete

For more information about the UK’s number one supplier
of specialist training aids and sports apparel visit:

www.precisiontraining.uk. com
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PEOPLE

MOVERS
& SHAKERS
Chris Kearney, general manager at Target Sport Ltd, talks to us
about the company's new Target Play range
Can you tell us about your plans to
launch a Target range direct to retail?
Although Target Sports’ darts products have been
in use all over the world since the mid-70s, it is
only in the past couple of years that the UK’s
leading darts manufacturer has been selling its
own darts brands - the Target Precision, Target
Stone, Target Distinction, Target Sport and Target
T0.1 ranges.
Priced to reflect the excellence of their design
and the innovative manufacturing techniques
involved, Target’s high-end darts have never been
widely available on UK high streets until now. The
company is introducing the new Target Play range
of darts for sale direct to UK retailers.
Target Play is a competitively priced range,
designed for the high street, but with Target
values at the heart of their design. They are
stunning looking, beautifully presented and there
is something in the range to appeal to everyone from the serious club player to the curious novice.

And about the new range?
Target Play is a range that will have broad
consumer appeal with its focus on superb design
and excellent materials. For retailers, therefore,
we can provide a comprehensive stock selection
addressing most customer needs without the
need for extensive stock.

18 SPORTS INSIGHT

ProPlay Stone is a range of 90 per cent
tungsten darts endorsed by the Team Target
players Colin Lloyd, Keith Deller, Adrian Gray
and Kevin McDine that feature the unique
STONE™ grip familiar to users of Target Darts
the world over.
ProPlay are also 90 per cent tungsten playersupported darts, offering a more traditional grip,
but retaining the look and feel of the player’s
unique styles. MatchPlay 80 per cent tungsten
darts are characterised by a mix of painted
highlights and knurled grips that give a sporty
look and feel to the barrel.
TruePlay is a range of classically designed,
80 per cent tungsten darts in a range of weights
from 18g up to 31g. They are profiled and cut
in ways that make them instantly recognisable
as Target designs and allow them to
accommodate all the popular holding
techniques. The GamePlay chrome and brass
darts are designed to appeal to players
preferring a more full-bodied dart at a price
which appeals to everyone, while First Play, a
range of beginners’ darts in 70 per cent
tungsten and brass, are priced to encourage
those who have not thought of buying their
own darts before to take the plunge.
The Target Play range carries a unique
lifetime barrel guarantee and is supported by a

complete set of Play merchandised accessories dartboards, mats, flights, wallets and more.

How confident are you about the
success of the new range?
Very. Target has 35 years’ experience designing
and manufacturing darts, and in that time has
accumulated unrivalled technical and marketbased knowledge. Alongside product-led appeal,
Target prides itself on customer service, attractive
terms and discounts to retailers and its ability to
react quickly to changes in the market. All in all,
Target can offer new, innovative products at an
attractive price, backed by a strong culture of
customer service.

The range seems to have a
potentially broad appeal?
From those who enjoy a casual game with
friends, to competitors in a serious tournament,
there is something for everyone in the Target
Play range. Target has consciously tried to limit
the number of barrels in the range, while at the
same time offering real choice - a difficult
balance, but one the company believes it has
succeeded in doing.

What can retailers expect in terms
of marketing support?
Target is supporting the range with a
comprehensive supply of point-of-sale items,
including merchandisers, to attract the attention
of shoppers. The packaging has a new, fresh look
that suggests that Play is about having fun with
serious tools. In addition, the professionals
playing under the Team Target brand - Colin
Lloyd [World Matchplay Winner 2005, World
Grand Prix Winner 2004], Keith Deller [World
Champion 1983], Adrian Gray and Kevin McDine
- will be promoting the Play range throughout
the year at various events.
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CARLING CUP
BALLS FOR RETAIL

LIMITED EDITION MATCH AND REPLICA CARLING CUP BALLS ORDER NOW TO AVOID DISAPPOINTMENT. WILL BE IN STORE BY DECEMBER.

T 0208 346 2600
F 0208 970 2887
enquiries@mitre.com
www.mitre.com

WHATS HOT

11/8/08

12:02 pm

Page 3

PRODUCT FOCUS
together of fingers, to the graphic design
work on the logo and packaging cards. The
long and laborious hours were finally made
worthwhile when the gloves made their first
appearance in a crucial IPL title decider
between Linfield and Glentoran at the backend of the last football season. Elliott Morris,
an endorsee of the brand, gave the gloves
their bow and, needless to say, he left the
pitch at the end of the 90 minutes with a
clean sheet bonus in his wage packet.

MDG Sport’s Ultra Wrap Key features and
benefits
08 goalkeeper’s glove
The Ultra Wrap is unique because it combines
Background on the brand
MDG Sport is a completely new brand in the
goalkeeping market - the company was only
formed in February of this year. The formation
of the company was the culmination of years
of searching for the perfect glove by MDG
Sport sales director, Michael Dougherty. A
semi-professional goalkeeper himself in the
Carnegie Irish Premier League and
goalkeeping glove enthusiast, Dougherty
initially became involved in the manufacturing
side while working for Diadora as sales

manager for Northern Ireland. Having worked
on the production of Diadora’s first
professional glove, the wheels were in motion
for a much bigger and more personal project.
“I had the idea just over a year ago,” says
Dougherty. “We asked keepers from all over
the UK, Ireland, Europe and as far as America
about glove features and performances. The
results were impressive. We learned that injury
prevention was the most important factor for
keepers, with the most common injuries being
to fingers and thumbs. But we were also
being told that gloves were too baggy,
keepers were getting sweaty palms and the
gloves were just the wrong shape.”
His final observation was that goalkeepers
wanted a glove they could rely on in all
conditions - one that would give them security
when handling the ball and accuracy and
distance when choosing to punch or parry.
With the ambition, passion and product
knowledge boxes all ticked, Dougherty has
been involved at every level along the way,
from the cutting up of latex and sticking

five key elements in one glove - maximum grip
in all conditions, enhanced punching distance,
a larger palm area, added protection against
finger injuries and breathable panels to ensure
moisture-free hands. These were the features
that goalkeepers were asking for, and MDG
Sport has simply incorporated all of them into
one glove. From the initial prototypes to the
finished product, the feedback by those who
have worn them has continually been of the
highest quality. A
review of the glove
appeared on
www.theglovebag.com
and scored 5 out of 5
as an overall rating.
The key to the
success of the glove will
be getting suitable
endorsees to allow the
brand to grow. The
company policy is to
seek out emerging
talent, which fits with
the glove’s current
position in the market.
Within the past week
Trevor Carson of
Sunderland FC has
agreed to endorse the
glove and negotiations
are ongoing with Asmir
Begovic from Portsmouth
FC. The signing of Begovic
will see the introduction of
a flat palm glove to the
range.

goalkeepers making it the
most exciting
development in
football
equipment
since the
launch of the
Predator boot.
The people
behind it have actually gone out into the
marketplace and asked goalkeepers want
they want. Predator tapped into Craig
Johnston’s expertise and is now a global
brand through using a professional’s
opinions when creating the so-called perfect
boot. MDG Sport views the Ultra Wrap in
the same light.

Target customer
According to MDG Sport, the professional
and semi-professional market, but basically all
goalkeepers who wish to put the best gloves
available on their hands. It’s bad news for
strikers all over the world… SI

Marketing
the range
Who says goalkeepers are
mad? Not the people at
MDG Sport. Having
researched the opinions of
goalkeepers from all over
the world, the company is
confident it has the perfect
glove. The result is the Ultra
Wrap 08, a glove designed
by goalkeepers for
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THE FT SPORT INDUSTRY SUMMIT
WHERE SPORT MEETS BUSINESS
4TH NOVEMBER 2008, THE CUMBERLAND HOTEL, LONDON

IN ASSOCIATION WITH

Sport, like all sectors, is having to contend with a business world that is rapidly changing
beyond recognition. This November the third FT Sport Industry Summit in association with
the Honda Racing F1 Team’s earthdreams programme will provide your business with the
answers. For sponsorship enquires, please contact Tom Caplan on 020 7240 7702. To book
delegate places, contact James Elderton on 020 7240 7702 or ftsummit@sportindustry.biz

www.ftsportsummit.com
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RETAIL INTERVIEW

Talking Shop
John O’Leary runs two sports shops in Enniscorthy, near Wexford in the Republic
of Ireland, and is currently looking at opening a third
Why and how did you decide to
get into sports retailing?
After working for 15 years in food retail
management, I left it to fulfil my career goal - to
found my own successful company. After
researching various ideas, the best opportunity
presented itself in the sports retail business. My
experience in retail management and business
planning was fundamental to the establishment
of the company in 2002, when we opened our
first shop in Enniscorthy. Over the past six years
we have grown the business successfully and
earlier this year opened our second store. We
currently employ about 10 people.

Describe your outlets.
Both stores are around 1,000 sq ft and serve
different markets. My Sport is our specialist store
and supplies technical sports goods for running,
soccer, rugby and Gaelic games. Sport&Style is
our sports fashion store, catering for the fashion
conscious sports consumer.

behind last year’s sales. We are fortunate to be
reporting above-average growth figures.

Adidas see it as a progressive move for the
independent sports trade.

Current best-sellers?

What do you believe is the biggest
barrier to doing business?

This summer we largely depended on GAA and
Premiership replica product to drive sales. Also,
Euro 2008 drove sales in the soccer sector.

What’s your area like for sports
retail and how do you compete?
Enniscorthy is a satellite town of Wexford. In our
area we compete with other independent sports
retailers, multiples and discounters. We value
our customers and always strive to deliver
excellent customer service. Being a small local
company, we are able to react quickly to
customers’ needs. We regularly update our skills
through focused customer care courses.

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

What is the strongest sector of the
market for you at the moment and
over the previous year?

We intend to build on our success, and although
we are still at the preliminary stages, we have
begun shortlisting sites for a third store, which
will be another sports specialist store.

The past year has been very exciting for us and we
have seen growth across all sectors. We have seen
steady growth in the specialist side of things and
with the new shop we have been able to expand
our sales in the fashion side of the business.

How do you find out about new
products? Are you a member of
any buying groups?

How has trade been in the past
12 months?
This has seen a slowdown in the Irish economy,
but most noticeably in the past six months. In
general, the sports retail sector has felt the
effects of this and many retailers are trading

We are members of the ISRA buying group. Our
trade shows and group meetings give us fantastic
opportunities to see new products and share our
experiences regarding what products are working
or not. Recently we began collaborating with the
Allied group in the UK and both groups are
learning a lot from each other. The relationship is
working well and major brands such as Nike and

Negative people. I can’t stand people who waste
time telling me all the reasons why something
can’t happen. I say, use that energy to figure out
how it can.

Do you have an internet arm? What
percentage of sales is internet based?
www.mysport.ie is our online store. We are still
developing the site, but it has been well received.
Sales are sluggish, but the site is paying for
itself. Keeping on top of it can be very timeconsuming though.

What do you like most and least
about the business?
What I like most about the business are the
people. I work with a fantastic team of people
who share my commitment to the business. There
is a great atmosphere in our shops and this is
shared with our customers. What I like least is
that sometimes it is hard to switch off. It’s not
healthy to obsess about the business, so it’s really
important to get away and chill out.

What has been your biggest
challenge within the business?
Buying is one of the most important elements of
the business and one of the most challenging. Get
it right and you’re laughing, get it wrong and - oh
dear! That’s where being a member of ISRA has
been hugely beneficial for us. Suppliers want to sell
us the best products and fellow retailers are only
too willing to share their bad purchase experiences. SI
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LEAN RETAILING

LEANTIMES
Lean retailing can offer small retailers an advantage in the
current economic climate. Tony James reports
What can small retailers do to combat the
difficult times that are already arriving with
the current economic downturn - and the
even harder times that could be just around
the corner? Of course there’s no magic
solution, but an increasing number of
independent stores are turning to a business
strategy claimed to improve efficiency and
competitiveness by cutting costs, avoiding
waste and increasing turnover - and profit with minimum manpower.
The new buzzwords are lean retailing - a modern
reinvention of a traditional business practice using
the latest information technologies to make
operations more profitable. Pioneered by WalMart and other powerful retail chains, but now
being adopted with great effect by the smallest
independents, lean retailing relies on the use of
barcodes and other
techniques to manage
every step of the product
value chain, from raw
material sourcing to final
delivery to your shop door.
Lean retailing strategy
is deceptively simple:
stock that arrives at your store at the moment
you need it - not before or afterwards - reduces
waste and overstocking and focuses on cashing
in on sales opportunities as they arise.

warehouse don’t make a profit for anyone and
as economies contract so manufacturers are
under pressure to tailor their output to
immediate orders - something many of them
have never had to do before. Lean retailers are
getting into a position to be able to insist on
rock-bottom prices and refuse to carry
unnecessary stock, expecting manufacturers to
deliver new supplies of retail products based on
real-time sales.”
You can even get a degree in lean business.
Cardiff University now offers a two-year MSc in
lean operations, which already has a three-year
waiting list. It’s true that lean retailing can involve
some pretty drastic innovations, and Dr Anderson
quotes the case of a family-run sports and leisure
store whose workforce was convinced the
planned changes would be a recipe for disaster.

head,” Dr Anderson explains. “For instance, a
lean retailer won’t supply all customers from
stock but will focus on having goods and
materials delivered only when he actually needs
them. That means no warehouses of goods
stored so that a surprise order won’t catch you
out, no extra staff brought in for when things get
busy, but who are likely to be filing their nails,
texting their friends or sending private emails
when business is quiet.”
The latest IT developments have also boosted
the popularity of lean retailing over the past year
by allowing stores to share data in real time with
suppliers. For instance, many software systems
now allow you to automatically place an order for
merchandise with a manufacturer as soon as an
item is scanned at the checkout counter. In some
cases, even the invoicing for the automatic order
is automatic, too.
“Lean retailing is
all about cutting the
fat from the retailing
sourcing process to
maximise profits for
the store owner,” says
James Womack, who
actually coined the phrase ‘lean retailing’ in 1990.
So could lean retailing be for you? Consultants
claim it can help bring these advantages:
■ Increased efficiency
■ Cuts down on wasted time
■ Prevents overbuying
■ Minimises waiting times and transport costs
■ Saves resources by streamlining
retailing systems
■ Reduces the working capital that is tied up
in stock

“With lean retailing you buy in the quantity of
stock the customer requires and no more, which
turns traditional business thinking on its head”

Hot seat
“All the studies show that power is gradually
shifting from manufacturers to lean retailers,”
says marketing consultant Dr David Anderson.
“Manufacturers of consumer goods are in the
hot seat these days. Products stacked in a
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Stock inventories were slashed, store room and
buying staff cut by a third, reordering was left to
the last minute and maintenance schedules were
dramatically tightened. All this happened two
years ago. Now instead of calling in the receivers,
as many had predicted, the store is enjoying a 20
per cent increase in turnover and a 10 per cent
boost in profit.
“With lean retailing you buy in the quantity
of stock the customer requires and no more,
which turns traditional business thinking on its

Lean retailing reduces
the working capital
that is tied up in stock
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■ Shortens the manufacturing cycle
■ Wins new business with the novel approach
■ Saves wages by cutting staff

Pioneer
In fact, although it’s the trendy term of the
moment, there’s actually nothing particularly
new about lean retailing. Henry Ford pioneered
the idea as long ago as 1922 when he
instructed his dealers to hold only enough stock
for their immediate needs. Fifty years later,
Japanese car giant Toyota refined the system to
allow retailers to cut warehouse space, reduce
production costs and trim the workforce.
Vehicles were only built to order, eliminating the
risk that they wouldn’t be sold and dramatically
improving production quality.
A key ingredient in lean retailing strategy is
what’s called the kanban, a Japanese term
meaning ‘signboard’ and first developed by
Toyota. It involves a system of colour-coded
cards that are attached to products to regulate
delivery flow. Studies have shown that as a
result of using kanban systems you become far
more responsive to your customers while at the
same time cutting costs. “You’ll find that
customers don’t hassle you over delivery
dates once they realise that your system is
ultra-responsive to their needs,” says
James Womack.
So does it work? Here are some instances
where ‘lean and mean’ is said to have
transformed business efficiency:
■ West Country catering equipment supplier
Hobart Manufacturing organised 11 lean
manufacturing projects aimed at cutting down
costs, lead time, work in progress and raw
materials. As a result, workforce communication
has improved, absenteeism has dropped,
productivity has increased by 10 per cent and 20
per cent more available space has allowed the

installation of new production lines yielding
£750,000 more turnover.
■ A leading camping equipment manufacturer
that adopted the kanban card method two
years ago to keep track of all the components
used in its products found that for years it had
been overproducing by up to 20 per cent.
Before kanban, an order might take several
weeks to complete. Now most orders can be
completed within 48 hours.
■ London retail consultant Claudius Cole
converted a chain store’s retailing system, which
resulted in the firm holding nearly 40 per cent
less stock and cutting costs by over £300,000.
“The strategy can also be highly successful in
the service industries,” Cole says. “In fact, I have
yet to come across any business that couldn’t
benefit from lean reorganisation.” Indeed,
recent successes include improved billing and
invoicing in sports goods stores, local
government staff reorganisation and streamlined
hospital procedures that allow doctors and
nurses to spend more time with patients.
■ A wholesale clothing distribution centre using
a flexible staff system to keep fixed costs at a
minimum also suffered a high turnover and
frequent lateness and absenteeism. Lean
business consultants set up training supervision
and counselling programmes for staff, gave them
more responsibility and more financial incentives
as part of a lean production strategy. Once again
production rose, enabling staff to be cut.
After a year, staff turnover was reduced
from 60 to five per cent, cost per unit dropped
by 25 per cent and operations managers had
more time to focus on future planning and
strategic issues.

Caution
But not everyone is convinced that lean retailing
is the complete solution to all business

problems. A recent study by Cambridge
University Institute of Manufacturing counselled
caution and said that although the strategy can
achieve high levels of productivity and quality, it
can also subject both workers and management
to added stress. The Cambridge experts warned:
“Properly handled, lean business systems can
greatly benefit both workforce and
management, but there have been cases
where the system has been used to excess and
both company and workforce are living on a
knife-edge.”
Another problem, according to consultants, is
that there are often no benefits for your
suppliers. Indeed, lean systems could be a
problem for them because they may have to
invest in new systems, hold stocks themselves
and make frequent small deliveries. For this
reason, lean strategies often work best when you
are able to work as a team with your suppliers.
To achieve this you may have to give them
something in return - like guaranteed regular
orders. It’s also worth remembering that lean
operations can open up a business to a number
of risks. For instance, with no stock to fall back
on, a minor disruption to supplies to your
business from just one supplier could cause
serious - or even fatal - problems.
This is the reason why Toyota - which
pioneered the modern lean strategy - has always
been careful to use at least two suppliers with
which it has established a strong long-term
relationship. It’s found that this is far preferable
to a short-term priced-based relationship with
competing suppliers.
“Of course no business system is perfect,”
says James Womack. “But in today’s uncertain
financial climate, lean retailing with its emphasis
on efficiency and competitive edge, could well
be the logical way for a small or medium-sized
outfit to go. SI

Japanese car giant
Toyota refined the lean
retailing system
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A cut above

Gray-Nicolls continue to move the boundaries in the art of bat making. New for
2009, the Xiphos, with it’s distinctive chrome effect branding and unique grooving,
is an imposing addition to the Gray-Nicolls range.

Station Road, Robertsbridge, East Sussex, TN32 5DH. England. Tel: +44 (0) 1580 880357 Fax: +44 (0) 1580 881156 e-mail: sales@grays-int.co.uk ww
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e the rest ...

New for 2009, the Ignite boasts a huge profile that will give any player confidence
at the crease. A huge sweet spot, combined with a beautifully balanced pick up,
make the Ignite another impressive introduction into the Gray-Nicolls range.

o.uk www.gray-nicolls.co.uk
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TROPHY BUSINESS

Rewarding

success
The trophy business has always been a part of sports
retailing, but can your store use this complementary
line to enhance sales? Dave Howell investigates

Everyone likes to receive awards, but have
you considered stepping into the trophy
business and offering this service to your
customers? There are no published figures
for the size of this market, but anecdotal
evidence would suggest that it has remained
buoyant over the
past decade.
Kevin Ross, director
of Solo, a supplier of
high-quality silver
plated, sterling silver,
leather gifts and
accessories, says: “The
market is big and saturated at the off-the-shelf end
with literally hundreds and hundreds of different
designs available from a plastic gold figure of a
darts player to sterling silver cups and salvers - all
very Blackpool. At the top end, there’s not a huge
amount of scope as the interesting briefs and
budgets are from the corporate sector. Tastes tend
to be more traditional and conservative also in the
sports sector. Just look at the dull silver salver
Federer got at Wimbledon - £80 off the shelf from
any number of trade suppliers.”

lines have suffered over the past few years from
a lack of exposure in the high street. Where
once specialist stores existed, trophies have now
become a product line for some gift shops and
can also be found in some chains of shoe
repairers. The vast majority of the business today

has easily overtaken and probably has double the
amount of people playing. This increase is largely
due to boys’ football, and now in the past three
to five years girls’ football has exploded.”
The mechanics of the trophy industry are
not dissimilar to the supply chains that you
already manage as
part of the day-today operation of your
store. The deals you
set up with wholesale
trophy and award
suppliers will have an
impact on the
margins you can generate per sale. Suppliers
including Silvertrophy (www.silvertrophy.com),
Trophy Express (www.trophyexpress.co.uk),
Online Trophies (www.onlinetrophies.co.uk) and
Swatkins (www.swatkins.co.uk) offer a wide
range of trophies and awards.
Solo’s Kevin Ross advises: “Stay safe and go
for obvious low-cost options of popular sports.
This is always last minute and customers want
the thing to look exactly like the sport they’re
buying it for, but most of all know where they
can get it engraved, how quick and how much.
This will be the clincher for any sale.”
Clearly the logistics of the trophy business
will determine how comprehensive your range

“Buying a trophy is very different from buying a book.
Buyers want to see what kind of acrylic or crystal
will be used, what the text will look like when it has
been engraved or blasted”

Lack of exposure
At first glance the market for trophies and
awards may seem small. However, these product
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takes place online as consumers have embraced
the internet. But this doesn’t mean that the high
street is now a trophy desert.
How far your store becomes involved in the
trophy business will largely depend on your local
market. As Chris Ledger of Allsports Trophies
points out, sports can come in and go out of
fashion over a time period. For the smaller
retailer, looking at how sport has developed in
their local area and on a national level will give
you guidance to the kind of trophies you can
market to your store’s customers. “One stunning
example is from 20 years ago,” says Ledger.
“Fishing was by far the largest participation sport
in the UK, but in the past 5 to 10 years football
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can be. As with many aspects of your business,
your knowledge of the local market and the
profile of your customers will give you the inside
knowledge you need to develop this new
component. The trophy business covers a
massive range of options. From the high-end
corporate awards sector to the grass-roots
sports clubs, where you pitch your new line is an
important factor to get right. With many clubs
suffering from a chronic shortage of funds, it’s
important to look at the potential return you
can expect before investing in this new line of
products and the services that support them.
Peter Callagan, owner of PC Engravers,
warns: “For the smaller retailer looking to put a
trophy service into their store, they would have
to look very carefully at the demand in their area
for the service. They may find that they simply
don’t sell the volume to cover overheads; it will
be difficult to make any reasonable margin.”

Impact of the internet
The internet has had a clear and profound
impact on the trophy market over the past
decade. Many customers now buy their trophies
exclusively online, using the high street to
source engraving services. Colin Gallimore,
publisher of ‘Trophy and Engraving News’, says:
“I would agree that the internet certainly has
had an impact on how trophies are sold these
days, but the high street store still has
something to offer. It isn’t very easy to buy a
trophy by just seeing it online. The product you
buy can often look and feel very different to
what you were expecting.”
The tactile nature of the trophy business can
be a major component of any service that you
offer in your store. Colin Gallimore continues:
“Buying a trophy is very different from buying a
book. Buyers want to see what kind of acrylic or
crystal will be used, what the text will look like
when it has been engraved or blasted. Clearly
cost is an issue, but if you are buying a very
expensive trophy, you will usually want to see the
actual trophy before you part with your money.”
Peter Callagan adds: “The market has
changed as customers have become armchair
shoppers, which has put a great deal of pressure
on store owners as they see their market move
away from the high street. It is often the case
that someone who is thinking of buying a trophy
will source this online after visiting a store to see
the trophy before they decide to buy, but they
buy online rather than from the high-street store.
There is still a market for people that want to see
and handle a trophy before they buy, but this is
rapidly reducing as customers now want a onestop shop for their trophy buying.”
With such a massive market of wholesale
trophies and awards to choose from it can be
bewildering deciding which lines to stock and
what services to offer. Says Allsports Trophies’
Chris Ledger: “First of all, get an engraving
machine and learn how to use it. This machine
will be your best friend! Then cherry-pick all the
best items from seven of the largest suppliers.”

Many of the traditional trophy shops offered
multiple services, with the line of trophies being
just one product on sale. Peter Callagan says:
“We opened our gift shop in 1977. The trophy
and engraving business was a good fit for the
other goods and services we were offering.
Since then the market has radically changed.
Several years ago many jewellers moved into
specialising in the trophy business, but after the
arrival of the internet the market changed as
customers’ buying habits also changed.”

Niche market
The trophy market is very different than it was
even a few years ago. It has always been a
product line that a select few retailers have
continued to support, but these retailers have
traditionally operated in niche markets. Chris
Ledger believes that the market is one that
anyone can enter: “I think the market is as big as
it’s going to get, but of course it’s up to dealers
to get more professional and garner a bigger
share due to the quality that they offer. It’s not
that difficult to do a job better and the customer
will really appreciate it. Many dealers make it so
easy for us to look good. We are supplying many
different industries, but tend to specialise in the
football, motorsport and golf sectors.”
Says Colin Gallimore: “The market has
certainly shrunk in certain areas. Look at sports

sponsorship: if you wanted to put a name or
brand on a t-shirt say 15 years ago, that would
have cost a phenomenal amount of money.
These days, with developments in printing
technology, the costs have really come down.”
For any sports retailer that is looking for an
additional revenue stream, trophies and awards
could be a very lucrative line if there is a market
within your locality to support your investment.
Market research will give you an insight into how
the trophy market is supported at the moment.
Also, a visit to the Trophex trade show
(www.trophex.com) will give you an overview of
the market and its major players.
The trophy business is dominated by the
internet as many high-street trophy retailers have
closed their stores and moved entirely online. The
trophy market today is one that can be used as
an additional complementary line in any sports
store, but a carefully researched business plan is
essential. Seasonal fluctuations, the cost of
obtaining stock, plus the equipment you may
have to install in your store for engraving can
mean that the investment will be recouped
over the medium term. The trophy business isn’t
an easy road to increased profits. However,
with a healthy markup and the ability of a
retailer to service their local market, you could
just have found the perfect vehicle to boost your
SI
bottom line.
From the high-end
corporate awards
sector to the grassroots sports clubs,
where you pitch
your new line
is important
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Eye on
the future
Despite no Rugby World Cup until 2011, sales in the
sector remain buoyant. Catherine Eade reports

The rugby world has had its share of
rumours about staffing and changes over
recent months, with the small matter of a
new England manager and coach being
announced in the spring of this year after
months of speculation.
Former England captain Martin Johnson was
appointed England team manager in April, a
position he assumed on July 1 when he named
his first England elite player squad, while former
Ireland international and director of rugby at
London Irish Brian Smith was confirmed as
Johnson’s right hand man last month. Both men
have secured the deal until the end of 2011.

High profile
Richard Gray, sales and marketing director of
Grays International for rugby brand Gilbert, says:
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“England’s performance at the World Cup last
year gave a much-needed boost, and while they
have not gone on as we all hoped we are
confident that Martin Johnson will be able to
get the team back on track. Scotland, Ireland
and Wales have also been inconsistent, although
the Wales Grand Slam was a great achievement
and definitely boosted rugby in Wales.”
Sean Deane, purchasing manager at
Optimum Sports, believes the time is ripe
for change. “Rugby union is in a state of
anticipation with Johnson getting his feet under
the table, but I think we’re all hopeful of a new
era under his management,” he says. “Rugby
league is unsettled with the new league
structure mentioned recently, but with the
inclusion of a Welsh team and the positive
publicity we’re hopeful of increased attendance
and interest in the league code.”
David Ling, general manager of Skins, says:
“Premiership rugby remains particularly buoyant
and this is having a positive influence at all
levels. Despite the mixed fortunes of the various
international teams during recent months, the
profile and interest in the game as a whole
remains high.”
Simon Hodgkinson, sales director, and
Richard Brand, national sales manager of
Samurai, are both bullish about rugby’s current
prospects, saying: “The profile is excellent, the

Premiership is the best league in the world
and it attracts the best players. The European
Cup gets better each year and TV and
newspaper coverage is huge - and with the
Lions touring, very soon that profile will
increase dramatically.”

Talking points
There is certainly no shortage of talking points
within the sport, with new laws sparking
healthy debate amongst rugby aficionados.
“The experimental law variations are causing
considerable debate as to how the game will be
affected in the long term and we watch with
interest as to where this will end up,” says
Richard Gray. “Clearly, they are suiting the
southern hemisphere teams for the time being.”
Says Sean Deane: “In rugby union the
recent New Zealand tests show that players and
referees continually try to redefine the situations
at the breakdowns, with the flow of play almost
reaching stalemate as very carefully practised
playing techniques constantly challenge the
game’s rules. In some phases of a game it ruins
the sport from a spectator’s point of view.”
Samurai’s Brand sums up the situation: “The
most common talking point is the new laws
being introduced for next season, as there are
far more than usual. The first few months of the
season will be very interesting as sides try to
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take advantage of the new opportunities or
threats they create.”
Sports technology has come on in leaps and
bounds over the past decade, and arguably in
no sport is this more obvious than rugby. Players
wear all manner of guards and performance
enhancing apparel these days, from ‘shock
transfer’ clothing and lightweight protective
carbon shoes, right down to gum guards.
Optimum believes that the technology driving
rugby equipment is in base layers and
undergarments, as well as new boot designs.
Richard Gray adds: “New developments in
synthetic fabrics are enabling us to incorporate
new technological features across our range. We
are also experimenting with cross-over features
from other sports to establish which will work in
a rugby environment.”
Samurai’s Brand says: “Developing fabrics to
match the greater demands of our customers
that will ensure optimum performance, increase
durability and make the garment cosmetically
appealing is the changing face of rugby. In
addition, decorative possibilities are now high
on the radar when it comes to finished bespoke
products.” Samurai’s cutting-edge SublimaX
material is one of the products that is being
used in its new range of shirts, for example.

Trade expectations
The rugby brands contacted all agreed on one
thing: trade has been good over the past 12
months, and expectations are high for the
forthcoming season. Says Brand: “Our bespoke
rugby shirts and shorts, as well as stock
products, continue to be the mainstay of our
business. We have also seen good growth from
our ‘off-field’ leisure range, which include polo
shirts and t-shirts. Turnover has been great and
we project an increase in sales by 25 per cent
year on year. We have no doubt that this will
continue in 2009 as both our bespoke and
stocked items are performing well.”
David Ling reports: “Sales for Skins have
doubled during the past year, and with the
introduction of innovative new products we
remain confident that we can achieve similar
growth during the coming 12 months. It’s
estimated that around 60 per cent of players are
now wearing performance apparel. However, it’s
important to make the distinction between
products that offer proven performance
enhancement benefits. The market for
compression garments has grown substantially
during the past four years, and continues to
offer significant potential for further growth.”
Paul Stevens, Mizuno’s UK sales manager,
says: “The rugby market is very competitive and
our sales have grown over the past 12 months.
The introduction of some new styles and
updates on our key models should help us
maintain our growth over the next 12 months.”
Deane of Optimum shares his enthusiasm.
“Sales have been very good, especially in the
new products we’ve launched,” he says. “We’ve
launched ‘Totally Committed’ branding for

08/09, supported by player endorsement, so
we’ve got new products, new promotions and
we’re generally enhancing our image and
position in the marketplace.”
Meanwhile, Richard Gray says Gilbert balls,
boots, clothing and protection are all selling
well, with growing sales of tackle equipment,
bags and accessories. “Rugby league is
developing into new geographies and product
categories which we cater for with our Steeden
brand,” he explains. “The World Cup ensured
excellent sales over the past year and indications
would suggest that, despite the economic
downturn, the sport remains healthy. We expect
that public interest in rugby will be maintained
in 2009, driven by the Rugby Sevens World Cup
in Dubai, followed by the Lions Tour to South
Africa, and we hope that this will be sufficient
to overcome the threat of recession.” SI

HOW CAN SPORTS RETAILERS BOOST SALES
OF RUGBY PRODUCT?
RICHARD GRAY, GILBERT: “Those that develop
a specialist rugby business and focus on how
they can better target and service the rugby
player will do well. Gilbert has found that
teamwear is an important component in
helping to bring local teams to your
shop, who will then buy personal items
such as boots and protection if they find a
good selection.”
PAUL STEVENS, MIZUNO: “By working closely
with their local clubs and selecting good
products that their customers will be happy
with and return to buy again.”
DAVID LING, SKINS: “By participating in the
new ‘Skins Retail Inventory Management’
programme, which is designed to ensure that
Skins stockists are able to maximise sales
potential through maintaining effective stock
cover across all styles and sizes.”
SEAN DEANE, OPTIMUM SPORTS: “Several key
variables are involved and the timing of
marketing is vital. For all retailers good
product range, quality product and excellent
customer service levels will be expected by
the customer, but you cannot just ‘build and
hope they will come’.”
RICHARD BRAND, SAMURAI: “We believe there
are still a lot of opportunities for retailers to go
out into their local communities and promote
Samurai as a teamwear solution. We work
very closely with our business partners in
developing potential and existing accounts
because we know that teamwear can be
challenging, complex and mistakes can
be made.”
WHEN SHOULD RETAILERS START ORDERING
IN RUGBY STOCK?
PAUL STEVENS, MIZUNO: “This varies with
local trends, but ideally around August, ready
for the start of the season. With Mizuno we

support retailers by offering incentives for
early order commitment and we also carry
stocks so that the retailer can replenish
sold sizes.”
DAVID LING, SKINS: “From our experience,
demand for rugby performance products
starts at the beginning of the club season,
unlike replica sales which have a direct
correlation with international games and
competitions. Skins operate an ‘at once’
ordering system - orders can be turned
around within two to three days throughout
the rugby season.”
SEAN DEANE, OPTIMUM SPORTS: “Optimum
retailers have already placed forward orders
in the March to May period, which we like to
agree with them so that fulfilment of orders
is timely and accurate and all parties
know where they stand. Our customers see
us as a safe pair of hands and we are
investing in new technologies to streamline
ordering further.”
RICHARD GRAY, GILBERT: “We have had good
support on forward orders from the retail
trade since last December and whilst we
have ordered in limited additional stock
for repeats, those who place early orders
will benefit.”
RICHARD BRAND, SAMURAI: “The season
starts at the beginning of September, so
most of our customers have already
placed pre-orders earlier in the year for
delivery from August onwards. In terms of
urgent orders, we stock a huge range of our
best-selling lines and would hope to be able
to cater for emergencies and top-ups. As
we own our own factory and lead times
are only six-eight weeks, we can top up
retailers throughout the season and
they only have to order 15 of a
particular product.”
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OPTIMUM
Optimum has never forgotten its rugby league roots - and
with the new League XIII Rugby Pads (as modelled by Sean
Long, St Helens RLFC and Great Britain) the company has
proved it’s still at the forefront of innovation in rugby
league protection. Its 15mm-thick pads on shoulders,
biceps and sternum and unique League XIII
branding makes this the rugby league top
on the market.
Optimum is always looking to
break barriers (as well as defences)
and with the new Pulse Pads (as
worn by Leon Pryce, St Helens
RLFC and Great Britain) the
company has done just that.
Incorporating Opti-Hex padding
on shoulders, biceps and
sternum, along with Thinskin
moisture management fabric, has
created a set of pads unparalleled
on the market today.
For more details contact Optimum
on 01942 497707

RUGBY
NEW SAMURAI
STOCK SHIRTS
The Four shirts (pictured) are a further addition to the
original and already very popular Samurai stock shirt
range. The new shirts are made of contemporary
Ikoma 280gram functional fabric and are available in
sizes LB-3XL. All four shirts are manufactured to
Samurai’s customary high standards in regular fit cut
with grandad collar, are suitable for match use and can
be ordered and delivered in a short space of time.
You can still make your kit unique by branding it
with your club’s crest, sponsor’s logos, numbers and
names. Samurai also holds a massive range of stock
shorts, socks and off-field products for immediate
delivery too. There is no reason not to be prepared for
the new season, even if time is running out.
To find out more visit www.samurai-sports.com or
call 0870 725 5000.
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less pain, more glory
As the intensity of rugby performance
continues to build, so too does the impact
on the rugby player’s body. The stresses
and pressures rugby places on the body
can be alleviated by appropriate footwear,
a maxim ASICS has lived by for more than
50 years. Now the manufacturer is
extolling the benefits of injury
prevention in rugby via correct
footwear through a new marketing
campaign, Less Pain
More Glory.

ASICS’ footwear range extends across a number
of sporting disciplines; each shoe features striking
aesthetics and innovations that enhance the
wearer’s performance, but more importantly, the
shoes are built to deal with specific motions and
stresses unique to each sport. Less Pain More
Glory demonstrates how the manufacturer
perfectly combines these two key elements.

Don’t be sidelined,
take the glory!
ASICS's rugby range, which is highlighted by the
Lethal Tigreor Rugby, includes all the technologies
and features you'd expect from any ASICS flagship
shoe. In addition, the ASICS Lethal boots
incorporate a 10mm heel raise which reduces
stresses on the calves, achilles and hamstrings
and also enables a more biomechanically efficient
running position. This innovative midsole sets
this range apart as the most effective for
both performance and injury prevention
in the market today.

Key Selling
Features
HG10mm Heel Gradient
Technology
Reduces injury to the Hamstring,
Calf and Achilles by alleviating
stress and tension on the lower legs
External Heel Counter
Provides extra protection around
the heel and lower Achilles

Two-density Mid-sole
For the perfect combination of
flexibility and stability
Reconfigured Stud Pattern
Avoids the 1st metatarsal
and enhances biomechanical
sprinting efficiency
England International and
ASICS Ambassador Toby Flood
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GET SET
FOR INCREASED
FOOTFALL IN
YOUR STORE

2EADY FOR
THE SCRUM
7E ARE LAUNCHING OUR AMAZING
COMPETITION IN 3EPTEMBER THAT WILL
DRIVE RUGBY FANS TO YOUR STORE

7HAT YOUR CUSTOMERS
COULD WIN
%XPERIENCE A DAY AS A PROFESSIONAL
RUGBY PLAYER

4HE PRIZES ARE FANTASTIC AND THE ONLY WAY PEOPLE CAN ENTER
IS BY VISITING THEIR NEAREST 3KINS STOCKIST )T COULD BE YOURS 4ICKETS TO ROUND  OF THE (EINEKEN #UP
#OMPETITION ADS ARE RUNNING IN 2UGBY PRESS FROM 3EPTEMBER "ATH VS 4OULOUSE
TO $ECEMBER NOW ALL YOU NEED IS THE COMPETITION 0/3
0ARTICIPATE IN THE MORNINGS
/RDER YOUR 0/3 KIT FROM YOUR 3KINS REP OR BY CALLING
±#APTAIN´S 2UN² WITH THE "ATH 2UGBY TEAM
 
4AKE PART IN A BEHIND THE SCENES
TOUR OF THE 2ECREATION 'ROUND
OFFICIAL SUPPLIER
OF COMPRESSION &
THERAPEUTIC GARMENTS
TO BATH RUGBY

/VERNIGHT ACCOMMODATION AND FIRST
CLASS TRAVEL
www.skins.net
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CARLING CUP
BALLS FOR RETAIL
s the oldest and leading
manufacturer of Footballs, this
year Mitre is offering limited
edition match and replica Carling
Cup rounds balls. With limited
numbers being produced, order now
to avoid disappointment and they will
be in store by December, just in time
for Christmas.
This is the first year Mitre has
made a specific ball for the Carling
Cup available for retail. A move that
follows some huge successes for the
brand last season including the
launch of the brand new ‘Revolve’
match ball with individual designs for
each Championship club, as well as

A

the re-signing of the Welsh Football
Association and the Scottish Premier
League as their official ball supplier.
The Mitre ‘Revolve’ is the result
of many years of extensive research
and development, and is the most
technically advanced football on the
market. The outer layer is made from
microfibre which offers exceptional
player control and feel in all weather
conditions, and the perfectly round
shape is achieved by Mitre’s
patented panel pattern and cincap
lining.
Duncan Anderson, Mitre’s Ball
Development Director says ‘This is
the fastest, most accurate ball we

have ever produced, with recorded
speeds of 114mph, yet still allowing
players to retain full control’’
‘We are aware of the ongoing
debate in the game about footballs
deviating in flight, which leads to
goalkeepers making uncharacteristic
mistakes, however, the Revolve flies
true, and will not move around in the
air like other balls.”
For more details on how to place
your order for this exclusive offer
contact:enquiries@mitre.com
T 0208 346 2600
F 0208 970 2887
www.mitre.com
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Image is

everything
MDG Sport represents
a one-stop shop for all
your teamwear needs

While its Ultra Wrap goalkeeper’s glove
goes from strength to strength, MDG Sport
also has a separate teamwear element to
its business. The complete package of kits,
trainingwear, off-field and associated
replica product is the reason why MDG
Sport has been so successful in this area.
Expert advice and knowledge of the
requirements of both professional and amateur
clubs has given the company an edge against its
competitors in the Irish market.

Great strides
MDG Sport, offering brands such as Nike,
Adidas, Lotto, Hummel and Precision Training,
has made great strides in the few months that

the company has been trading - not only on the
semi-professional scene, but also through
supplying amateur clubs of varying structures.
With four JJB Sports Irish Premier League
and two Irish Championship clubs firmly secured
on contracts with Nike and Adidas respectively,
MDG Sport has supplied finished products that
result in professional clubs taking to the field
with pride and confidence.
JJB Irish Premier League side Newry City is
just one of the clubs on board. Says manager
Gerry Flynn: “When running a professional
football club you want the players to have the
very best of everything, so that their minds are
firmly on training sessions and games. With our
new Nike kit deal through MDG Sport we are
delighted; the training kit is top class, mirroring
that worn by Nike’s represented clubs in Euro
2008. Our playing kit is superb, excellent quality

and the finished branding detail has left our
sponsors over the moon with the coverage they
will receive through this partnership.
“Of course, by bringing Nike product on
board it has led to an increase in replica sales of
jerseys and associated product. With help from
MDG’s marketing division, our club shop is now
buzzing, not only on a match day, but throughout
the week. The agreement between Newry City
Football Club and MDG Sport Ltd has been a
huge success and is exactly what we required.”

Full range
With the technical side of the game forever
changing and the requirement for specific
footwear and underwear during training and
games, MDG Sport can also offer a full range of
footwear and base layers.
As a result, MDG Sport can offer the full
portfolio of the desired equipment, giving
football clubs of all levels everything they need to
take the field looking and feeling like stars from
the Premiership.
For more information: www.mdgsport.com
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IN SEASON FOOTBALL

RUCANOR FOOTBALL
Rucanor has had another successful presale of its velcrofastening Macario football boots and is looking forward to
receiving top-up orders over the back-to-school period.
Available in sizes 28-39 with moulded studs, or sizes 30-37
with screw-in studs, and retailing at an SRP of between
£14.99 and £19.99 (giving a minimum double-up on trade
price), these boots offer great margins for retailers while still
keeping mum happy.
Another top-seller at this time of year are the Euro-style
football socks with elasticated ankle and padded footbeds at
an SRP of £4.99. Rucanor will also shortly be adding a more
basic sock to its offering with an SRP of £2.99 - giving retailers
a margin of at least 2.5.
With a comprehensive selection of footballs (including top
quality match and training balls with IMS approval, as well as
specialist balls for astroturf, indoor and ball-skills
development), together with shinguards, goalkeeper gloves,
pumps (10 models to choose from), captain’s armbands,
whistles, linesman’s flags and sticks, coaching boards, plus
cones, bibs, ladders, etc for training - all available from stock Rucanor’s number should be at the top of your list for weekly
top-ups through the new season.
For further information on these or any other products from the
Rucanor range, login to your online account at retail.rucanor.com
or call the Sales Hotline Number: 0845 2300147.

FOOTBALL
ARMADILLO:
A REVOLUTION
IN BODY PROTECTION
Armadillo’s calf and achilles protector is exceptionally
lightweight and delivers scientifically proven protection
levels due to its specifically designed multi-plated
combination of technically advanced materials.
The protector has been extensively tested across a
number of sports, at every level of participation, and has
received universal praise and positive feedback, with
specific testimonials in football, rugby, hockey and
mountain biking, to the extent that the protector is now
officially endorsed by the Professional Footballer’s
Association (PFA).
The protector, which
comprehensively passed all
SATRA testing, is available
at retail and on the
Armadillo website at
www.armadillo-sports.com.
The guard is sized to fit
and priced from £9.99£14.99.
For further information call
0845 561 7148 or visit
www.armadillo-sports.com
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REUSCH
Reusch's new 2008 range has already proved to be popular
since initial deliveries were made in February, but with the
new season already upon us, it is important to ensure key
lines are in stock. With new technology, new fits, new
latexes, new colourways and new styles, sometimes it is
reassuring to know that popularity is not ignored and some
styles continue year after year with just a slight facelift.
The Reusch Serie A III, one of the most popular styles in
the collection for many years, has had a new-improved
latex palm added and an additional colourway included.
SERIE A III FEATURES AND BENEFITS:
■ Palm - X1 Wet ‘n Dry. Reusch’s newest all-weather palm
providing ultimate grip during any weather conditions.
■ Cut - special surround cut (roll finger), guaranteeing 100
per cent latex on the ball.
■ Wrist closure - elasticated wrist bandage with full velcro
wrist strap.
■ Backhand - soft grip latex all over.
■ AirVent system to allow the hand to breath.
■ Colours - white or black/white.
■ SRP - £42.50.
For more information
call 0161 439 4383, email
reuschuk@btinternet.com or
visit www.reusch.com
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30% of Premiership
Goalkeepers wear
*

Need we say any
more?............
* Correct at time of going to press. Uhlsport contracted first team
players in the Barclays Premier League Season 2008/9

To see our full range of gloves, balls, teamwear,
shinguards, boots and accessories visit
www.uhlsport.com or for further information
call 01993 851600
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IN SEASON SPORTS SUPPORTS

RUCANOR SUPPORTS
Rucanor Sports’ ‘Never out of Stock’ Collection 2008/9
catalogue has 10 pages containing a wide range of
elasticated and neoprene supports.
Many participants in sporting activities have become
more aware of the need to use supports, not only to aid
recovery from an injury or guarding against the flare-up of
an old one, but also as a purely preventative measure. This is
particularly relevant to neoprene supports, of which Rucanor
has two ranges in different qualities. Both have a terry towel
lining to absorb moisture, together with a unique sanitised
treatment to give antimicrobial protection against odours
and fungal infections. All ranges of Rucanor supports are
specially constructed to give four-way stretch, ensuring
maximum flexibility and comfort for the wearer.
Packaging of all supports is colour coordinated and
various display options can be provided. This is all backed up
by high stock levels in Rucanor’s international distribution
centre in Holland and excellent margins for retailers.
For further information on these or any other
products from the Rucanor range login to your online
account at retail.rucanor.com or call the Sales Hotline
Number: 0845 2300147.

SPORTS SUPPORTS

MUELLER SPORTS MEDICINE
Whether you’re looking for the simplicity of one-size-fits-all supports, male and female
specific supports or hypoallergenic products, leading sports support brand, Mueller Sports
Medicine, has product to suit all needs and space. The core Mueller range offers joint braces/supports
and taping supplies through to heat therapy treatments and trainer kits. For neoprene-free and
therefore truly hypoallergenic support, look no further than the HG80 collection.
The newly launched Mueller Lifecare™ for Her collection is designed specifically for women and
uses ultra-thin, breathable fabrics and feminine colourways in its knee, wrist, ankle and elbow supports.
The brand is supported by advertising and PR, POS material and compact display stands.
1000 Mile: 01923 232244 or sales@1000mile.co.uk
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MCDAVID
HEXPAD
SHIN/CALF
GUARD
A revolution in shinguard
design, McDavid has
applied its highly successful
HexPad technology to offer
the ultimate in both calf
and shin protection.
A compression fit
moisture management
sleeve incorporates a
removable hard plate to
protect the shin and
HexPad technology to
protect the calf, resulting in
an extremely lightweight
yet protective guard.
The guard will perform
equally well in football,
hockey and rugby and thus
provides three
opportunities to sell the
product through.
RRP: £18.99
For additional information
contact McDavid on
08701 188002 or email
info@mcdaviduk.com
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Max hDc Rugby Shirt
The ultimate in rugby protection
· HexPad protection for the shoulders, clavicle, upper arms,
ribs, spine, sternum.
· hDc Moisture Management fabric technology helps you stay cool and dry
· Antimicrobial to prevent the build up of bacteria
· Machine wash and dry
· IRB Approved

For our full range of hexpad for rugby, football, cricket, hockey, handball,
floorball, basketball, American football, baseball and more visit
www.mcdavid.eu ,email info@mcdaviduk.com or call 08701 188002
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The Original Protein Flapjacks!
Ideal as a snack, a nourishing breakfast on the go or just as a well earned treat, our
traditional oven baked flapjacks with added whey protein are quite simply satisfying and
totally tasty!
Suitable for anyone, so there’s no reason why you shouldn’t indulge in one,
even Paul George, a world champion eats our
flapjacks as a treat so they must be good!
All our flapjacks are:
• Made with the finest quality ingredients
and baked in the traditional way for more
continuity of taste and flavour
• Not mass produced, the ingredients are
spread by hand onto the baking trays
before being put into the oven, making
each flapjack unique
• A great source of fibre
• Made from hearty oats – a complex
carbohydrate which provides a slow
release of energy and helps fill you up for
longer
• No Hydrogenated Fats
• No GMO ingredients
• Available in 4 appetizing flavours, raspberry,
choc chip, lemon burst & cherry almond
• Wheat free
• Suitable for vegetarians

Go on, treat yourself today!

Order Online at www.sksports.co.uk or Telephone us on 0161 865 8555
e-mail info@sksports.co.uk
Available from all good gyms, sports nutrition & health food stores.
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SK SPORT SUPPLIES
SK Sport Supplies is one of the original onestop shops where you can buy directly from
one supplier a wide choice of excellent quality
branded supplements at competitive prices
alongside an extensive range of weight
training, martial arts, cage fighting and boxing
accessories complemented by a variety of
clothing specifically for bodybuilders and
athletes who want loose clothing suitable to
train in.
The company’s own-brand Vyomax
Nutrition is one of its leading sellers. Price
conscious, excellent quality and innovative, SK
Sport Supplies always aims to provide
customers with the best products,
while constantly striving to improve its
existing ones.
SK Sport Supplies offers good discounts to
the trade with a minimum £100 order. The
company’s own vans offer a delivery service in
the North West area and a next-day courier
delivery service wherever possible.
For a free catalogue and price list call
0161 865 8555 or email tracey@sksports.co.uk

FITNESS & HEALTH CLUBS
TOSHIBA TEC ST-A10
The award-winning ST-A10 is the latest stateof-the-art addition to Toshiba’s range of quality,
stylish and innovative POS products for the
most demanding retail and hospitality markets.
The new cool black ST-A10, with its sleek
vertical looks, boasts one of the smallest
footprints of any TouchPOS on the market
today. With ergonomics designed for optimal
client interaction and maximum customer
throughput, the ST-A10 minimises the
occupancy of valuable counter space,
providing a seamless integration into any
store design.
Toshiba’s renowned design features from
its world-class laptop series guarantees the
small footprint has no impact on screen size or
clarity. Ultra-thin screen edges ensure the
highly durable, rugged touchscreen has the
optimal screen size, providing the operator
with a ‘Picture Frame’ view. Sealed
casing protects against dirt and spillages
for extreme reliability in the most
demanding environments.
For easy maintenance, Toshiba has
introduced a unique ‘Click Release’ system.
With a simple ‘Click Release’, key components
such as the hard disk memory and power
supply can be replaced in minutes,
minimising potential downtime and reducing
service visits.
For more information call +32 2 410 2100 or
visit www.toshibatec-eu.com
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RUCANOR FITNESS
& YOGA
Rucanor has been supplying the sports trade with a wide
selection of fantastic value fitness products for a number of
years and has added further products in its recently released
‘Never out of Stock Collection 2008/2009’ catalogue.
Best-selling products include gym balls, exercise gloves, exercise mats,
dumbbell sets (0.5kg-5kg), skip ropes and the great value Step Profi. There is a
range of cast-iron dumbbells, bars and loose weights, plus benches, a sit-up board,
aerobic and exercise bands, hand grips, etc, all of which are presented in colour
coordinated packaging to make an attractive display.
All of the above and more are available to order for immediate delivery from
stock, either from the sales office, your local agent or online at Rucanor’s retaileronly website.
Login to your online account at retail.rucanor.com or call the Sales Hotline Number
(0845 2300147) for further information.
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Coolactive
TM

With no minimum order quantities, next day
delivery, discount on volume orders and large stock
holdings, UKL can deliver premium sportswear
brands, without premium prices.

WOMENS

UKL, has always been active in the sportswear
market, and is always looking to improve its
offering, with exciting new brands as well as
established ones that will be of interest to their
ever growing customer base.
For general sport and leisure clothing, one of the
new brands for 2008 is ALO. ALO Sports is THE
smart new sportswear range from the US. Inspired
by the elements: Air Land and Ocean (ALO) and the
synergy between work, leisure and active
time. ALO has been designed to deliver
retail standard sportswear that is at home
in the gym, at the ofﬁce or at the
poolside.

TEAMWEAR

COOLACTIVE

TRAINING

Encompassing mens and womens
styles ALO makes full use of both
environmental and technical fabrics to
make up a complete men’s and
women’s line of products with
everything from polo shirts to
microﬂeece pullovers. It includes
women’s long and short sleeve tee’s
created from a bamboo and cotton
blend fabric. Other garments in the
range are CoolFit and are
antimicrobial treated for maximum
comfort and freshness. With high
tech fabrics and fashionable styling
ALO is ideal for working out in the
aerobics class or just relaxing
around the home, and is exclusive
to UKL in the UK.
Another great all round sporting garment exclusive
to UKL is the CoolActive™ range. Manufactured
from Coolmax performance fabric, uniquely
engineered to keep users dry and comfortable, it
has a greater surface area than traditional
polyester, with channels that draw moisture away
from the skin to the outer layer of the fabric, where
it dries faster than any other thermoregulating
fabric. Ideal for many sports and leisure situations,
with a range comprising both 100% Coolmax and
Coolmax/Cotton blends, you are sure to ﬁnd a
garment ideally suited for your sporting needs.
The collection features long and short sleeved T
shirts, polo shirts, training tops and running vests,

and comes in core team colours of White, Red,
Black, Royal and Navy Blue.
Golf, is the sport of choice for many, and as every
golfer knows it is important to look good on the
green and in the clubhouse. UKL has another new
brand for 2008 to help you manage just that.
Cutter & Buck, the premium US.Golﬁng/sportswear
brand is the choice of touring professionals and
golﬁng TV personalities alike. Featuring impeccable
craftsmanship with distinctive style and detailing,
performance is key, as is devotion to style, comfort
and ﬁt. The range available from UKL includes polo
shirts in both mens and ladies styles, in 100%
cotton and cotton blends, plus Microﬁbre
windbreakers and jackets.
This year also sees the return of PGA TOUR to UKL
with revamped styling and competitive pricing.
Shirts for men and women come in eight solid
colours, ﬁve contrast colours and seven
tipped colour options. In addition to playing
shirts, there are windbreakers and golf ball
packs.
For something with that little hidden extra,
Ayers Rock polo shirts, exclusively available
through UKL, have a pocket discreetly hidden in
the side seam, perfect for spare tees, markers
and the odd ball. Sweat tops, leisure ﬂeeces
and jackets are also available in the range.
For the football fanatics (players and
supporters), UKL has a wide range of
products that are suitable for the pitch,
touchline, training ground and stands. As
well as the established team-wear brands
of Phase One, Phase One Performance
and Game Gear from Kustom Kit, UKL
has also added the world class teamwear brand Kappa to its catalogue – The Italian
based company produces “Kappa4team” products,
using the same high quality materials and
manufacturing standards that can be found in the
kit of many of the world’s foremost football teams.
Available in Adult and Junior sizes, with team shirts
and goalkeeper tops, all can be matched with
coloured socks and shorts. All garments feature the
famous Kappa brand logo, so your team can now
look like the pros, even if they can’t play like them.
For further information on these products or
any of the ranges held by UKL please visit
the website at www.uklonline.co.uk or give
the team a call on 0800 220 955

CONTACT: UKL Ltd, Westmead Industrial Estate, Westmead Drive,
Swindon, Wiltshire SN5 7YT
SALES: Tel: 0800 220 955 • ROI: 1800 567 023 • Fax: 0800 374 853
Email:orders@uklmail.co.uk
WEBSITE:

www.uklonline.co.uk
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Sports Insight Magazine has expanded its circulation to target
independent ﬁtness and health clubs across the UK and ROI.
With the increasing growth in health
and ﬁtness club membership, many
operators are waking up to the
beneﬁts of offering ﬁtness products
to their members.
You only have to consider the
competition that many modern
chains face to realise how crucially
important it is for the independent
ﬁtness club to stand out from the crowd.
Because of this, Sports Insight Magazine
has created a regular, dedicated feature
designed to promote products to this sector.
Whether it is POS or equipment,
Sports Insight Magazine is the place to
learn, promote and educate.
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Sports
Equipment
Suppliers?
Get your products in front
of 22,000 Primary School
Teachers
Right at the start of the
buying season!
From the publishers of Sports Insight,
Teach Primary is the market leading Key
Stage 1 & 2 magazine.
To increase your sales into Primary Schools
please contact Richard on
01206 505957 or richard@teachprimary.com

www.Teach

primary.com
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HARROWS
DARTS
The new Wayne ‘Hawaii 501’
Mardle range of darts has
been the hit of the season.
Mardle’s extrovert character
and skill on the oche has
seen him rise to the very top
of the pro darts scene.
Superb performances in the
PDC World Championships,
World Matchplay and
Premier League have
stamped his unique image on
the sport - making him truly
the ‘People’s Champion’.
Available in 22gr, 24gr, 26gr (SRP £22.99).
Harrows’ Magnetic Maths Safety Dart Game is a
fun way for all the family to enjoy a game of darts,
whilst learning maths at the same time. Each scoring
section of the solid steel-faced dartboard is
numbered according to the points value - singles,
doubles, trebles, inner bull and outer bull. There are
many ways to enjoy the game - traditional '01
games or a host of other number challenge contests.
Complete with six magnetic safety darts, this is a
product that has instant appeal to players of all ages
and abilities - whether darts or maths. Six pieces per
outer (SRP £14.99).
Harrows Darts: 01992 300300.
Email sales@harrows-darts.com

DARTS

TARGET
SPORTS LTD
Target Sports, a maker of
darts since 1973 and known
for high quality precision
dart barrels, is launching a
new brand called Target
Play, a range of darts and
accessories to suite everyone
- from novice to serious
club player.
The range includes darts
made from five different
metal types, two dartboards,
one dart mat, numerous
flights and designs, shafts
and much more.
The range has been
designed to appeal to
everyone who has an
interest in darts, and to
make things even easier for
the retailer Target has freestanding and wall-mounted
Play merchandisers
available.
For more information on
the Play range of darts
and accessories contact
Target on
+44 (0)1279 410155 or email
info@target-darts.co.uk
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SHEFFIELD
WEDNESDAY FC
Shefﬁeld Wednesday Football Club achieves its
‘retail vision’ with Medoc and Toshiba EPOS
Solution.
The club has realised its strategic expansion plans
with the opening of its new retail ‘Mega Store’,
ﬁtted with the latest ‘state of the art’ EPOS
solution, designed speciﬁcally to maximise
proﬁtability in the Stadia Market.
The opening of the new ‘Owls’ Megastore heralds a
new dimension for Stadium retailing. The 600sq
metre retail experience integrates all retail & ticket
sales for the club into one space and one system,
whilst providing the customer with a vast choice of
merchandise, the space to browse and the option
to purchase tickets, in a very hi-tech and
ergonomically designed environment.
The store boasts a 12 lane EPOS ‘check-out’ area,
with the latest Toshiba ST-A10 TouchPos terminals
and an innovative queuing system designed to
minimise waiting time for the customer.
Karen Brookﬁeld, Head of Retail, Ticketing &
Marketing Operations, commented on the strategy
behind the opening, ’the long-term plan of our CEO
has always been expansion; we are very forward
thinking club and understand the potential for
retail sales. Prior to the opening of the new store
we had a retail shop and separate ticket ofﬁce.
This led to long queues at the ticket ofﬁce and
reduced footfall for the shop, with potential missed
sales for those customers’ just purchasing tickets.’
With on-line and catalogue sales, as well as the
retail store, Shefﬁeld Wednesday knew they needed
to look for a system that was going to provide
them with an integrated approach to cater for all
aspects of the business. A system that was also
future-proofed, to maximise revenue opportunities
in-line with on-going expansion plans.
As an existing customer of Medoc, Shefﬁeld
Wednesday were conﬁdent that a solution could be
tailored to meet their speciﬁc requirements, Karen
commented about the on-going relationship,
‘Medoc had supplied us with EPOS in our original
store. We wanted to take the new store to the
‘next level’, a recommendation from another
football club gave us the conﬁdence in Medoc’s
ability to install an integrated retail solution with
Ticketmaster’s Venumaster2 ticketing, on the single
Toshiba ST-A10 hardware platform. The retail
system includes on-line sales, catalogue sales,
warehousing, shirt printing and, when required,
data collection for CRM. The reliability of the
Toshiba ST-70 tills, that we were already using,
provided us with the added reassurance of a robust
solution that would be able to cope with the high
pressure sales demands in both merchandise and
ticketing on a busy match day.’
With the store now open and the two solutions
fully installed, the beneﬁts to the business are
immense. Integrating the ticketing and store sales
into one location, using the same hardware, has
allowed the club to make staff operations more
efﬁcient, whilst increasing the footfall of customers
through the shop. Customers no longer have to
queue ‘in all weathers’ for tickets and the store

staff have the potential to cross-sell to customers,
who may have only been planning to purchase a
ticket.
The user-friendly retail system reporting allows the
management team access to a wide range of stock
and sales reports, essential information for
planning, ordering and managing staff for peak
sales periods, with sales information available in
‘real-time’.
With 20% of sales from the Internet, the new
system has simpliﬁed dealing with on-line orders,
as staff no longer have to access multiple screens,
reducing processing time. Shirt printing is also now
automated, previously a manual, time-consuming
process. Promotions and offers are simple to set-up
and can be run instantly, as and when required

for future sponsorship and customer retention
programmes.
Karen Brookﬁeld commented on the overall
solution, ’The Medoc/VenueMaster/Toshiba solution
is a perfect ﬁt for the club. We have a fullyintegrated, easy to use system that has drastically
improved our existing operation, with the ﬂexibility
to grow with our future plans. Medoc’s expertise in
the Stadia market means they understand our
requirements exactly and their consultative
approach guarantees a tailored solution speciﬁcally
designed to ﬁt our business model.’ Karen
continued, ‘The aesthetics of the Toshiba ST-A10
tills ﬁt perfectly with our redesigned store and the
easy to use touch-screens ensure staff can serve
customers as quickly as possible. I would not
hesitate to recommend the solution to other clubs.’

20 years of supplying EPOS solutions to Stadia, has
given Medoc a depth of knowledge about what is
important in this marketplace. Clubs need a system
that is ﬂexible, easy to use, with the required
functionality for the day to day running of the
business, but they also need to generate revenue,
often from sponsorship. Medoc’s unique approach
to system design enables customers to utilise their
EPOS system to maximise additional opportunities
for increased revenue, for example logo’s and
adverts on tickets and receipts; web advertising for
on-line sales and CRM data capture for targeted
loyalty programmes.

Future plans for the club include considering
extending the solution to the hospitality areas of
the club; kiosks for on-line ordering; introducing
CRM and loyalty programmes and cash-less
catering. All possible with the Medoc/Toshiba
solution.

Shefﬁeld Wednesday’s future-proofed EPOS will
enable them to commence using the system for a
variety of customer-orientated marketing activities

Medoc
Email: btimson@medoc.co.uk
Tel: 0115 986 8786

TOSHIBA TEC Europe Retail
Information Systems
Email: marketing@toshibateceu.co.uk
Tel: 0870 890 7200
Web: www.toshibatec-eu.com
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Euro style
In Europe the Sports Leisure and Classic category
continues to grow its market share at the expense of performance shoes,
says the NPD Group

58 SPORTS INSIGHT

NPD

11/8/08

11:49 am

Page 3

Over the past three decades the market for athletic
footwear has been very dynamic. Sports shoe
manufacturers have tried to respond to rapidly
changing consumer patterns and gradually the market
has become broader and more diverse.
The number of consumers interested in products for
leisure purposes grew, with athletic footwear becoming a
fashion item during the 1980s when icons from the world of
art, music, sport and fashion began wearing sports fashion
footwear. Since then, a new category in the footwear market
emerged under the ‘Sports Leisure and Classic’ banner, also
referred to as the ‘Sports Inspired’ category.

Fashion focused
How is the category evolving in Europe’s big five countries
(Great Britain, France, Germany, Italy and Spain)? Since
2003 the Sports Leisure and Classic category has enjoyed
10.9 per cent year-on-year growth in Europe’s big five
(see table). The sport footwear market is consequently
becoming more and more fashion focused.
The Sports Leisure and Classic category is the biggest
segment in terms of market share within the sports footwear
market in Europe, exceeding 50 per cent in GB and Italy, 40
per cent in France and 30 per cent in Spain and Germany last
year (source: The NPD Group POS Retail Panel).
This category grew across the big five countries in 2007,
with GB registering the strongest growth - a double-digit
increase compared to 2006. Furthermore, Sports Leisure and
Classic shoes are generally heading the best-seller lists. Last
year saw the Nike Air Max 95, Adidas Racer Low and Asics’
Whizzer Low eclipsing performance shoes by being the bestsellers in Great Britain, Spain and France respectively.
The Sports Leisure and Classic category is probably the
most competitive sector within the sports footwear industry, as
on top of the sports footwear manufacturers large retail chains
such as Decathlon, JJB and JD Sports sell their own labels,
while brown shoe suppliers like Geox, which is considering
opening 400 new stores in Europe in the next three years, have
entered the market by selling sports leisure shoes.
This fierce competition leads to a wide and diverse choice
of Sports Leisure and Classic shoes covering all price points.
Consumers can choose between the Nike Air Max, designed
with some performance features thanks to its air cushioning
unit, the Asics Whizzer, a wrestling-inspired shoe, or shoes
such as the Reebok Classic Leather.

Personalised shoes
Some suppliers of athletic footwear have gone one step
further by transforming customers into designers of their own

shoes, allowing them to select the
style, colours and material of their
footwear. The strategy to offer customers
personalised shoes, like Nike ID, could be very lucrative
as consumers are willing to pay a premium to express their
individuality and the manufacturer can reap the rewards of
also being the retailer. Furthermore, it strengthens brand
loyalty as consumers are more attached
to the brand when they are involved in the conception of
their footwear.
Teenagers and the 18-34-year-old market account for
most of the sales of Sports Leisure and Classic shoes, but they
have also become more popular among the older generation.
The growing success of this category of footwear is the result
of a higher acceptance of Sports Leisure and Classic shoes in
our daily life. It is not rare nowadays to see women rapidly
changing their high heels straight after work for comfortable
athletic footwear. It is also a common sight to see men and
women going to work in their sports-inspired shoes.
Manufacturers have understood the importance of this
continuously evolving market by constantly stimulating the
demand of fashion conscious consumers with new alternatives
of sports leisure footwear, and it is likely that in Europe the
Sports Leisure and Classic category will continue to grow its
market share at the expense of performance shoes. SI
The NPD Group monitors the sales of sports footwear and sports apparel
in many countries around the world. For more information contact The
NPD Group sports team on 01932 355580.

SPORT LEISURE AND CLASSIC MARKET SIZE (€ million) IN EUROPE (BIG 5)
Source: NPD European Sports Footwear Consumer Panel)
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2008 has been an exciting
year for UK Table Tennis,
the sole authorised importer
of Cornilleau table tennis
equipment.
The last 12 months have been
phenomenal with a growth in the
UK of 33% in sales of Cornilleau
table tennis tables and accessories –
an amazing achievement.
The 2008-09 season is just beginning
and Cornilleau have once again
positioned themselves at the cutting
edge by introducing a 10 year
guarantee on the playing surface of all
outdoor table tennis tables.
Considering their previous 5 year
guarantee was already better than
most other brands, this is a very
comprehensive guarantee which
inspires real customer confidence in
the products.
Cornilleau have also redesigned their
most popular table for the schools and
institutions market – the 540
Competition. This was already a firm
favourite with schools due to its
excellent playing performance and
sturdy construction but Cornilleau are
always looking for ways to improve their
products still further. In the case of the
540 Competition table, the wheels have
been changed to a heavier duty version,
the leg assembly (which is made from
lacquered steel) now includes a
crossbar for additional stability and the
adjustment pads on the feet not only
achieve perfect flatness but make the
table even sturdier.

Another new product just launched by
Cornilleau is the Tacteo Duo Set which
is designed for leisure use. This is a
new addition to the very popular Tacteo
series of durable and waterproof bats.
The Tacteo series was designed in
conjunction with Michelin and the bats
are made from a one piece bi-injection
moulded composite material which is
far more durable than traditional
wooden bats. They have a comfortable
soft touch grip, are virtually unbreakable
and water resistant too. The pack
comprises 2 bats and 3 balls.
Perhaps the biggest
development for UK Table
Tennis this year has been the
partnership with Garlando,
the Italian manufacturer of
football tables.
On the 1st July this year, UK Table
Tennis (trading as UK Table Sports)
became Garlando’s UK wholesaler and
importer for their Freeplay range of
football tables. This is a very exciting
new opportunity for the company and
compliments the Cornilleau range of
table tennis equipment perfectly.
Garlando have over 50 years of
experience in manufacturing
football tables and this brand is
quite rightly associated with
quality and reliability. The range is
very comprehensive with both
indoor and outdoor models of
various styles suiting all budgets.
Finally, we have launched a new
website for the Garlando range
www.uktablesports.co.uk as well
as completely redesigning the UK
Table Tennis website
www.uktabletennis.co.uk. The aim

of these websites is to provide
comprehensive product information
with extra features such as an insight
into the technology used by Cornilleau in
developing their products. We will also
be adding video clips and provide links
to many of our distributors’ websites.
Should you be interested in
finding out more about either
the Cornilleau or Garlando
product ranges, or if you would
like to become a distributor,
please contact us on
0845 2600 780 or e-mail
sales@uktabletennis.co.uk.
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E-TAILING

MANAGING

CONTENT
Updating your website can seem all too time-consuming. This is where
content management systems can be an asset. Dave Howell reports
Think about how you update your store’s website. They
say that content is king on the web, so regular updates
are a commercial necessity to keep your customers
coming back. Websites today can begin with only a few
pages that are easily updated manually, but soon become
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massive behemoths that are unwieldy and impossible to
manage without some form of automation. This is where
content management systems (CMS) come into their own.
At its heart a CMS platform is simply an automated
package that enables you to edit and quickly upload text,
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graphics, images and full-motion video to one or more
pages. CMS are not replacements for your web design
software. In most cases you can’t change
the site map of your website or
significantly alter its navigation with a
CMS package. These platforms are
simply a tool that enables you to
manage the masses of new content
you want to put onto your website.
Often, the website your store is running
will have been built by a third-party web design
agency. In this instance you will be handed the
finished website, which you then need to keep bang up
to date. Paying your website’s original designers to make
small changes to your site each time you want it updated is
simply not economical. Running a CMS package may sound
daunting, but the market for these applications has matured
over the past few years. Today you have a wide choice of
free CMS as well as commercial offerings.

Site organisation
Before you go shopping for a CMS system it’s a good idea
to look closely at how your website is organised. If your site
has evolved over time it may be rather disorganised as
random pages have been added. Doing some
housekeeping on your site will make it much easier to
implement and use a CMS. Don’t forget, a CMS isn’t just
another web design application and it’s certainly not a
replacement for good, well thought out web pages that
convey their content concisely.
Of the commercially available CMS software packages
Adobe’s Contribute (www.adobe.com/products/contribute)
stands supreme. Now part of the Adobe Creative Suite 3
software bundle, Contribute is also available as a standalone package. In essence Adobe’s application creates copies
of every page on your website and presents them wrapped
in an easy-to-use interface that enables even users with no
html knowledge to update web pages with just a few clicks
of their mouse. If you built your website with Adobe’s
Dreamweaver, Contribute is the perfect companion.
The level of sophistication that your current or future
website will contain has a large bearing on the CMS you’ll
need to manage your site’s updates. Enterprise CMS from
companies like Sitekit (www.sitekit.net), Ektron
(www.ektron.com) and RedDot (www.reddot.com) can be
very expensive if you need a bespoke system built.
Outside of commercial CMS systems there is a huge
range of platforms to choose from. Open Source content
management system Typo3 (www.typo3.com) is a good
choice if you’re thinking of building a new website or
updating your existing one. The web design agency Third
Eye Vision (www.3ev.com) could be ideal as it has
experience of using Typo3 and can optimise your website to
use this CMS. Hosted systems are also very popular. Affino
NX Professional (www.emojo.co.uk) is a great example of a
mature CMS that can expand as your website does.

enables you to change content and track its market value.
One of the key characteristics of the sports store website
is the dynamic nature of its content. Every site has a stock
list that changes rarely, but the major site traffic will always
come via new products and special offers that appear on
your site. Using your site as a fast-moving marketing tool
can be commercially advantageous, but you have to design
the infrastructure to update your website regularly. If it takes
you several minutes to simply change a price on a product,
then you are in dire need of a CMS platform.
How your website is constructed will have a major
impact on the CMS you choose. Open Source systems that
are basically free can have hidden costs if you don’t have the
technical knowledge to set these up and maintain them over
time. Commercial systems have the advantage that they are
usually designed to integrate seamlessly with today’s web
design tools. Talk to the designers of your website for their
advice. They may have a preference as websites today have
to consider a number of technical issues, not least of which
is optimisation for the leading search engines.
Ultimately the CMS you choose should enable you to
manage your website’s content easily and efficiently.
Ecommerce is a fast-moving market. Your store will miss
opportunities if it doesn’t have the goods customers are
searching for. Uploading one or a hundred products should
be fast and not become a technical challenge. Many CMS
platforms use a point-and-click interface, where others are
more server based and need detailed technical knowledge.
Chosen carefully a CMS package can be a great boon
for any website. Whether you go down the commercial or
Open Source route, take your time to evaluate the packages
you think could offer the most efficiency gains. Try and test
them first-hand before implementing them across your site.
Once you integrate a CMS into your website’s update
regime, you’ll wonder how you ever survived without one. SI

LEFT: Major site traffic
will always come via
new products and
special offers - if it takes
several minutes to update
prices then you need a
CMS platform

Web 2.0
Using the web as a development platform has also gained
pace over the past few years. The rise of the Web 2.0
paradigm has had an impact on how content is now
managed and created online. If your needs aren’t too
complex, systems like Edit My Site Online
(www.editmysiteonline.com) could be ideal. And if you want
to take control of your site content at product level,
Maxymiser (www.maxymiser.com) could be ideal as it
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Sportswear

Athletic/School Clothing

VIGA

Athletic Clothing Co. Ltd

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

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

www.sports-insight.co.uk

Agents Required

To advertise your
business in

Sports Insight
Contact Keith Marshall

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

www.sportsinsight.co.uk

Table Tennis

Archery
Archery suppliers since 1963

UK Table
Tennis Ltd

Bows, arrows, crossbows,
targets, accessories.

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

Tel:
Email:
Web:

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

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

Goals

Wholesaler

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

www.thewholesaler.co.uk

www.sports-insight.co.uk

Fitness, Yoga & Pilates

Are you missing out on
the latest industry news?
Do you need to be aware of
market trends or just want
to be in the know?

Cricket Sweaters

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

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

Contact: Balmoral Knitwear

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

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

EPOS

NEW

Offering all the news, views, trend reports
and comments directly to your inbox, the
Sports Insight newsletter is a must for anyone
in the industry.
Each week, the newsletter will include:
• The latest News headlines
• New Product launches
• Job Vacancies
• Exclusive Feature articles.
• Free-entry Competitions
Subscribe to our FREE newsletter online at

www.sports-insight.co.uk
To advertise here call 01206 505 947 or Email keith@sports-insight.co.uk
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SPORTS INSIGHT BUYERS' GUIDE 2008/9
Book Online at www.sports-insight.co.uk
Tel 01206 505947 or Email keith@sports-insight.co.uk
Merchandising
OFFICIAL PREMIERSHIP FOOTBALL SOUVENIRS
Global Football Company offers by far the most comprehensive range of licensed football products available,
which this year includes a number of lines that are totally exclusive to us. From branded footballs &
playing accessories such as sweatbands, water bottles and captain’s armbands to fan products like
hats, scarves, flags, gloves, mugs, keyrings, badges, and executive gifts
such as leather wallets, pewter tankards, hip flasks and zippo lighters.
See the web site at www.globalfootballcompany.com
and contact us for full details: T: 0161 282 0770
F: 0161 282 0733 E: info@globalfootballcompany.com

Football Collectables

Teamwear

FOOTBALL SOUVENIRS LIMITED

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

Telephone 05600 767108 Tel/Fax 01748 826024
Wholesaler

• Huge range of Licensed Premiership Football
souvenirs available from stock.
• Best Wholesale Prices – Immediate Delivery
• Latest Products and Designs
To place an order or request a catalogue:
Call 01392 354790 Fax 01392 354793
Email sales@bbsports.co.uk
Warehouse: BB SPORTS DISTRIBUTORS,
29A Apple Lane, Trade City, Exeter, EX2 7HA

Fitness

www.sports-insight.co.uk

SPORTS INSIGHT BUYERS’ GUIDE 2009-10

BOOK NOW!

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

Visit us online at www.sports-insight.co.uk
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TAIL-ENDER

UNDER
THE
COUNTER
A sideways look at the world of
independent retailing
Once upon a time when the world was
young and Stanley Matthews had pie and
chips for lunch before scoring a hat-trick
for Stoke, we seriously believed we could
make a decent living by running a shop
that just sold things to people who wanted
to buy them. Then a shadow fell over
those distant sunlit days and we started
going on courses to learn about retail
support strategies, actualised sales
fulfilment and merchandise management
technology. Suddenly being a shopkeeper
was no longer just a question of standing
behind the counter, smiling and taking
the money.
The theory
seemed to be that
customers would
only come into the
shop if you made it
worth their while.
Otherwise they
would just sit at
home in their dressing gowns in front of their
computers and order what they wanted online
at half the price.

customer goodwill and a
rise in non-budget
merchandise,
chances of its
survival can drop
by at least 30 per cent?
“Your chances of survival will drop by more
than that, my lad, if you don’t put the
cardboard boxes out for recycling in the next 10
minutes,” I replied. “You know how cross they
were last week when you forgot to separate the
waste paper from the cardboard and they
threatened to send someone round and said
you could go to prison.”

Surprise
When I said that Norman might have mentioned all
this to me before it went into the paper, he said he
was keeping it for a surprise. He’d got the idea
from someone he’d met at the conference - a
sandwich and cake shop owner from
Wolverhampton - who sang Gilbert O’Sullivan’s
‘Clair’ to people buying eclairs and improvised lyrics
to ‘Jingle Bells’ when knocking up ham butties.
“The bloke said his
songs were very
popular,” Norman
said. “He was even
asked to sing ‘If I
Knew You Were
Coming, I’d Have
Baked a Cake’ at
someone’s funeral.”
I’ve put up with a lot from Norman over the
years, but the thought of having to hear him sing
all day was just too much. That evening I forged an
impressive-looking Performing Rights Society
letterhead on my computer and sent Norman a
letter warning that he would be breaching
performers’ and publishers’ copyright by singing in
public, and would need a £90 performance licence
if he went ahead with his scheme.
A PRS inspector would be monitoring the
situation and would be in to collect the £90 at
the very first sound of music. It seems to have
worked. Not even a soundless whistle has
escaped Norman’s lips since then and we’ve been
spared any further proposals about retail support
strategies, apart from a timid suggestion that now
the cricket season was in full swing it might be a
good idea to take the football boots out of the
front window.
So, thankfully, the status quo has returned
to the shop. I thought that was at least worth
a sotto voce rendering of ‘Happy Days Are
Here Again’ while Norman was out buying
the doughnuts. SI

“Norman told me some jokes he had heard at the
conference, including one about a man who went into a
pet shop to buy a goldfish. ‘Do you want an aquarium?’
the shopkeeper asked, to which the customer replied:
‘I don’t care what star sign it is.’”

Sales strategy conference
This is not my theory, I hasten to add, but one
brought back by my devoted assistant Norman
from a sales strategy conference that we won a
half-price ticket for in a sports trade benevolent
fund raffle. He came back bursting with
enthusiasm and new ideas and that always gives
me a headache at the best of times - particularly
when I’m trying to complete the ‘Take A Break’
children’s crossword to win the free day out at
Alton Towers.
First, Norman told me some jokes he had
heard at the conference, including one about a
man who went into a pet shop to buy a
goldfish. “Do you want an aquarium?” the
shopkeeper asked, to which the customer
replied: “I don’t care what star sign it is.” Then
he went all serious and asked if I knew that
unless a small retail business is actively promoted
by proactive campaigns leading to positive
66 SPORTS INSIGHT

Later, on reflection, I thought I’d perhaps
been a bit hard on Norman who, after all,
always has the shop’s interests at heart despite
being on suspended threat of dismissal since
1987. So I told him that if he liked to dream up
some scheme to attract more punters that
would be fine by me.
I heard nothing more and presumed
Norman had forgotten all about it - his attention
span makes a mayfly’s look like Albert Einstein’s
- until my wife pointed out an item in the local
paper headed: Singing Shopkeeper Serenades
Customers. It seemed that ‘former professional
football ace’ Norman Fothergill planned to
entertain customers in the sports shop in which
he worked with ‘cheery songs appropriate to
their purchases’.
Thus, buyers of hiking boots would be
treated to a couple of verses of ‘These Boots Are
Made for Walking’. Anyone unfortunate enough
to ask for a Liverpool football strip would get
‘You’ll Never Walk Alone’ and someone buying a
pair of bicycle clips would be serenaded with
‘Keep Right on to the End of the Road’.
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