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

been providing high-quality fitness and gym equipment 

all over the world for over 80 years. Today, York Fitness 

continues to set the standard within the fitness industry

for product styling, durability, performance and value.

To find out more about becoming a York Fitness stockist, email  
retail@yorkfitness.co.uk or call 01327 701800.



Team colours_Layout 1  30/08/2013  11:11  Page 1





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

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

COVER STORIES
38 School Sector

Have budget cuts affected
demand for sports products?

40Know Your
Customers
Simple steps to secure 
repeat business

60Showrooming
Turn browsers into buyers

REGULARS
10News

Latest headlines, key 
dates and events

14Kit Stop
Essential stock for your shop

21On The Podium
Martin Hudson of PureLime
talks us through the 
company’s offering 

22Front Runners
Rodney Annet, managing
director of Pinpoint 
Consumer Electronics

24The Insider
D+M Sports co-owner 
David Broadhurst

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

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

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

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

TONY JAMES A former Fleet Street journalist, co-founder of the Sports Incorporated
agency and author of over 20 books, he specialises in sport and business.

Contents  9.13
This issue’s contributors

IN THIS ISSUE

Editor: 
Jeff James
Tel: 01273 748675
Email: siedit@partridgeltd.co.uk

Assistant Editors:
Catherine Eade and Louise Ramsay

Advertising Manager: 
 Keith Marshall 
Tel: 01206 505947 
Email: keith@sports-insight.co.uk 
Fax: 01206 500243.

Advertising Sales
21-23 Phoenix Court, Hawkins Rd, 
Colchester, Essex CO2 8JY

Group Advertising Manager:
Sam Reubin

Group Editor: Ted Rowe

Publisher: Matthew Tudor

Creative Director: 
Jim Philp
Tel: 01206 508601 
Email: jim@aceville.co.uk 

Art Director: Chris Ashworth

Designer: James tuthill

Advertisement Art Director:
Clare Brasier

Reproduction:
Ace Pre-Press. Tel: 01206 797541

Photography:
CliQQ Photography
www.cliqq.co.uk 
Twitter: @CliQQphoto

Accounts:
Sue Carr
Tel: 01206 505903

Published by Maze Media (2000) Limited, 
21-23 Phoenix Court, Hawkins Rd, Colchester,
Essex CO2 8JY

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

ABC certified circulation: 5,279 
(audit period July 1, 2012 to June 30, 2013).

UK/ROW subscription:
£25/£42.50 for one year (10 issues).

working with

66Under The Counter
A sideways look at the world 
of independent retailing

IN SEASON
46Extreme sports
48Darts
50Teamwear
55Fitness
56Rugby
58Football

FEATURES
26Sun Shines On STAG

The buying group is
“overwhelmed” by the success
of its new summer shows

30My Sporting Life
Jonny Marray’s life was
transformed after he won the
Wimbledon men’s doubles title 

36The Future Of Fitness
Fiona Bugler checks out some
of the latest trends

44What’s In Store?
Paul Sherratt contemplates 
the future of the sports shop

06 Follow us @SportsInsightUK

Contents_Layout 1  03/09/2013  11:32  Page 2



Email: sales@koolpak.co.uk   Website: www.koolpaktrade.co.uk
Tel: 0800 180 4285   Fax: 0870 622 1133

®

Kool products from the professionals choice
With more and more people participating everyday in some kind of 
sporting activity and no matter how fi t or athletic they are, everyone 

runs the risks of picking up some kind of injury. With immediate 
treatment essential to help speed up recovery times, the Koolpak 

range of sports injury products are perfect to help with the 
treatment of soft tissue injuries, sprains, bumps 
and bruises. Instant Ice Packs, Kool Sprays and 

Cold Bandages are just some of the products 
available which are designed especially 

to put you back on the road 
to recovery.



eople aged 44 and under account
for 57 per cent of the British
population and were responsible for
81 per cent of total sales in the
sports footwear and apparel market

in 2012, according to NPD’s Online Consumer
Panel. Is this a surprise? 

Assuming that sales within the sports market
are driven by the youngest age groups, this
statistic seems to make sense, although some
might question whether brands and
manufacturers successfully connect enough with
older age groups, with whom they believe there is
potential for sales growth.

STAND-OUT
Looking at the GB population by age group, the
teenage segment is the one that stands out
because its market share is twice as great as its
population proportion. In 2012 teenagers aged 13
to 17 made up six per cent of the population,
according to the Office for National Statistics, but
accounted for 13 per cent of total sports footwear
and apparel sales, according to NPD’s Online
Consumer Panel. 

On average, the amount of money spent per
teenager on sports footwear and apparel last year
was significantly higher than the overall
population average - £161 compared to £71. There
are a number of reasons for this:
■ Growing teenagers need to replace their

clothes and footwear regularly - a teenager
bought on average eight sports items in 2012,
while an adult aged 25-34 purchased five. 

■ The average price of sports footwear and
apparel for teenagers is approximately the
same as adult prices, so it won’t cost a mother
less to purchase sports items for her 15-year-old
son instead of her husband.

■ Teenagers attempt to express themselves
through wearing particular sports and fashion

ESTIMATION OF 2012 SPENDING
PER PERSON BY AGE GROUP (£)

Source: The NPD Group - GB Sports Footwear and Apparel Consumer Panel

The NPD Group profiles the 13-17 age group, which accounted for
13 per cent of total GB sports footwear and apparel sales in 2012

P
products. Sports shoe purchases account for
the biggest share of their total sports product
spending - half of total spend is on footwear,
compared to 40 per cent for an adult aged 18-
24, for instance.

■ Teenagers want to be fashionable and purchase
the latest styles available to keep up with their
peer group. In 2012, to the question: “What has
the most influence on your purchase?”,
teenagers aged 16-17 ranked the fact products
look good first and price second, according to
NPD’s Online Consumer Panel. For an adult,
price was the most important factor, followed
by how the product looked.

ONLINE SALES
The 13-17 segment - along with all other age
groups - has showed strong sales growth online
over the past few years. But what makes this
demographic different is that it has grown up
using the internet more than any other age group
and is probably the most familiar with digital
technologies. 

Research has shown that teenagers can start
an internet search on their laptop and finish it via
their mobile phone. They spend a considerable
amount of their daily lives using social media,
chatting, sending text messages to friends and
family, searching for information and purchasing
products. As a result, manufacturers and retailers
have opportunities to interact with this
demographic on the internet and attempt to
influence their purchasing decisions. 

Keeping teenage customers is not an easy
task, however, as they have access to many
different sources of information and people,
which can affect brand loyalty. Nevertheless,
looking at which brands they prefer to purchase,
teenagers’ attraction to Nike and adidas footwear
is higher than for other age groups. Together,
both brands accounted for more than half of
footwear sales in 2012 among teenagers.

08 Follow us @SportsInsightUK
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The NPD Group monitors the sales of sports footwear and apparel
in many countries around the world. For more information call The
NPD Group sports team on 01932 355580.

“THE AMOUNT OF MONEY
SPENT PER TEENAGER ON

SPORTS FOOTWEAR AND
APPAREL LAST YEAR WAS

SIGNIFICANTLY HIGHER
THAN THE OVERALL

POPULATION AVERAGE”

TEENAGE MARKET

09www.sports-insight.co.uk
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THE SUBSIDIARY OF MATALAN RETAIL
PLANS TO HAVE 15 STORES OPEN BY THE
END OF THE YEAR.

The chain will be headed up by former JJB
chief executive Tom Knight, who says:
“More people participate in some form of
sport than ever before - whether it’s to
encourage a healthier lifestyle or playing at
competition level. 

“INTERSPORT Sporting Pro will cater 
for all. All our staff will be fully trained 
and knowledgeable in their field to help 
and advise our customers on their sport
requirements.”

The stores will have a strong focus on
women’s specific product, as well as fitness
and running. They will also offer gait analysis
and a custom fit insoles service, plus access
to nets for cricket, hockey and golf practice.

Brands stocked will include Nike, adidas,
New Balance, ASICS, Reebok,
Under Armour, Canterbury and
Onitsuka Tiger, as well as
INTERSPORT own-label brands
McKinley and Pro Touch.

In addition, equipment suppliers
such as Head, Babolat, Wilson,

Speedo and Raleigh will be showcased in-
store alongside outdoor brands Columbia
and Berghaus. 

“INTERSPORT are delighted to have the
addition of Sporting Pro to our retail
portfolio,” Tom Foley, INTERSPORT general
manager UK, says. “As a global operator with
more than 5,400 retailers in over 42
countries, we are able to support new high
quality specialist ventures with a strong
recognisable brand identity that underlines
their sports expertise to the consumer.”

INTERSPORT Sporting Pro has also
confirmed an exclusive corporate social
responsibility support programme with
sports legacy charity Sporting Promise. 

As part of its commitment, it is introducing 
a reward card scheme and will contribute
one per cent of all reward card transactions
to sports causes in the community.

TWITTERING

10 www.sports-insight.co.uk

“I HAD A BIG
HEADACHE
THAT DAY
AND I WENT
DOWN QUITE
EASILY.”    
BATH’S GAVIN HENSON
ON THE PUNCH BY
TEAM-MATE CARL
FEARNS THAT LEFT 
HIM OUT COLD ON 
THE FLOOR OF A PUB.

WHAT’S NEWS
ALL THE VERY LATEST IN THE SPORTS INDUSTRY...

THE ANNOUNCEMENT
FOLLOWS A PERIOD OF
SUSTAINED GROWTH FOR
THE RUNNING BRANDS.

Jon Wild has been promoted to
sales director for Ronhill and
Hilly and will be supported by
Andrew Norman, northern
territory field sales manager;
Alex Wilson, southern field sales
manager; and Simon Plaskitt,

south west field sales manager. 

In addition to her role as
northern tech rep, Laura
Finucane will now be responsible
for north west field sales. 

Dan Mapleston has joined the
brands from sister company
Burton McCall as southern tech
rep, while Rob Groome and Paul
Rushmere have extended their

INTERSPORT Sporting
Pro to launch this month

areas in the Midlands/East
Anglia as agents for Ronhill and
Hilly respectively.

Dean Loxam has moved to a
new role as brand manager
for Hilly in view of ongoing
plans to develop the
company worldwide. 

Brand director Graham
Richards says: “We have a great
team and I am very happy that
the changes we have made will
give us the structure to further
push forward, both in the UK
and overseas.”

STAFF CHANGES AT
RONHILLAND HILLY

Sports Insight is on Twitter. For the latest industry news, new product information and details of
forward features and special advertising opportunities follow us @sportsinsightuk. 
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STRONG Q2 PERFORMANCE
FROM UNDER ARMOUR

11www.sports-insight.co.uk

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

INTERSPORT Q2 2014
SHOW
September 25-26,
Solihull

DIARY DATES STAG IRISH WINTER
BUYING SHOW
October 12-13,
Tullamore Court Hotel

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

STAG UK WINTER
BUYING SHOW 
November 24-25, 
Four Pillars Hotel

ISPO MUNICH 
January 26-29,
New Munich Trade Fair

ISPO BEIJING 
February 19-22
CNCC, Beijing

TAISPO
March 4-7
Venue: TBC
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SECOND QUARTER NET REVENUE ROSE 23 PER CENT TO $455
MILLION (£295 MILLION). NET INCOME INCREASED 163 PER
CENT TO $18 MILLION (£11.6 MILLION). 

Apparel revenue for the period stood at $310 million (£201 million),
primarily driven by new baselayer product, while footwear increased
21 per cent to $82 million (£53 million). 

“We continued to create great excitement in the marketplace during
the second quarter through innovative design across all platforms -
apparel, footwear and accessories - speaking loudly to the next
generation of Under Armour athletes,” Kevin Plank, chairman and
CEO of Under Armour, says.  

“While we continue to see great momentum in our apparel business,
we are demonstrating share gains in footwear with baseball and
football cleats, as well as building upon our momentum in running
footwear with foundational platforms like UA Spine. 

“This continued execution against our athlete’s demanding
expectations helped drive net revenues growth in excess of 20 per
cent for the 13th consecutive quarter.”

Under Armour expects 2013 net revenues to be in the range of $2.23
billion-$2.25 billion, representing growth of 22-23 per cent
compared to 2012, and 2013 operating income in the range of $258
million-$260 million, an increase of 24-25 per cent on last year. 
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THE 
NEWS

TICKER

1. STEFAN HEINRICH
has been appointed head of
emerging markets at ASICS.
With strong growth in Russia,
Heinrich (pictured) will support
further investment to
accelerate the brand across all
of central Europe. 

2. STREET GLIDERS
Hy-Pro’s ‘wheels on heels’ are
one of the top selling lines in
the UK skates, skateboards
and scooters sector,
according to Q2 NPD data.
Hy-Pro is developing a pro
version that’s launching SS14.

THE BRAND IS TO BE THE FOOTWEAR SPONSOR
FOR THE EVENT, WHICH WILL SEE PARTICIPANTS
RUNNING A 50KM ROUTE THROUGH FIVE OF
LONDON’S ROYAL PARKS ON OCTOBER 6.

As part of the deal, inov-8 will supply footwear
from its off-road range as prizes for race winners. 

Around 700 runners are expected to take part in
the event, now in its second year. 

“inov-8 as a brand is a natural fit for our ultra,
which this year is expected to become the
biggest ultra in Britain, with up to 700 runners,”
Sally Barney, events manager for the Royal Parks
Foundation, says.  

“Our ultra runners need the support of those
people and brands who understand the rigours of
running these kinds of distances, and with their
10-year track record of innovation and product
design inov-8 couldn’t be better qualified to offer
this. It’s great to have them on board.”

KEVIN MARSHALL HAS TAKEN OVER
THE ROLE FROM CHRIS HODGES.

Marshall, who has been on APSA’s
executive board for the last eight
years, has been an agent for over 23
years within the ski, outdoor, sports
and schoolwear markets.

“My immediate focus will be to re-
evaluate the benefits that APSA
brings to its membership,” Marshall
says. “I will ensure we offer value
for money within our various
packages - this is paramount in a

rapidly evolving business world and
our market sector in particular.” 

APSA has been representing the
interests of independent sales agents
for over 20 years. 

Marshall adds: “I will make sure our
membership has easy access to its
elected executive committee and
has the opportunity to influence
and shape its future direction. This
will assist APSA in recruiting
additional members, which will in
turn benefit us all.”   

THE COMPANY OPENED ITS NEW 608SQM LEEDS STORE ON AUGUST 16
AS PART OF A PLAN THAT WILL SEE THE COMPANY FOCUS
INCREASINGLY ON OWN-BRAND RETAIL OUTLETS. 

Currently adidas has six shops in London, Manchester, Birmingham and
Liverpool. The Leeds store is its biggest one outside of the capital.

In a bid to bring a unique retail experience to the outlet, it sells an exclusive
range of adidas originals and ZX footwear.

The store also incorporates a specialist sports performance area that caters
for football, rugby and cycling. In addition, it will be an official stockist of
England cricket kit and an official supplier of Real Madrid football kit.

“Leeds is the first step in an effort to increase our own-store growth and
with its great football and rugby heritage, famous university and reputation
as a UK fashion hub Leeds was the perfect place to start this,” Rupert
Campbell, retail
director for adidas 
UK, says.

“The arrival of our
biggest store outside
of London will provide
new jobs and a unique
adidas experience for
the people of Leeds
and this is something
we hope to replicate
elsewhere in the UK
and are very proud of
as a brand.”

adidas begins own-
brand retail rollout in UK

1

12 www.sports-insight.co.uk

APSA APPOINTS
NEW CHAIRMAN
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3. PEP GUARDIOLA 
has become an adidas
ambassador. As part of his
role, the Bayern Munich
manager will be the face of
the brand’s latest UEFA
Champions League campaign,
Gamedayplus.

4. BILLABONG
reported a net loss of £495.1
million for the year ending
June 30. The Australian
surfwear brand said European
trading conditions remain
weak, but that refinancing was
nearing the final stages.

5. ASICS
will be the technical apparel
partner of the Springboks and
their associated national
rugby union teams from
January 1. The agreement runs
for six years.

A FORMER LONDON MARATHON ASSOCIATE HAS TEAMED 
UP WITH A BRITISH SPORTSWEAR BRAND IN ORDER TO 
SAVE UK CHARITIES AN ESTIMATED £100,000 DURING THE
NEXT 12 MONTHS.

The initiative already involves dozens of charities across the
country forming a ‘buying supergroup’ that enables them to order
high quality race shirts and vests in bulk at low prices.

By slashing the sums that charities spend buying race tops
every year, the scheme also ensures that even more of the funds
raised by runners goes towards supporting their chosen charity.

The man launching the initiative is Mark Ussher, co-founder of Run for Charity, an organisation
dedicated to supporting UK charities and their runners. He’s joined forces with Crewroom, the official
race shirt supplier to races such as the Royal Parks Foundation Half Marathon and Ultra.

Ussher, Run for Charity’s new business and partnerships director, says: “This scheme is just plain
common sense and is based on the ‘strength in numbers’ principle. We’re starting with race shirts, but the
idea in the future will be to reduce costs for charities using a number of new and innovative methods.

“After analysing the struggles charities face in regards to buying quality running vests and T-shirts
for their devoted supporters, we wanted to try and do something to help. We came to the conclusion
that charities need to work together to reduce costs and increase quality. It’s common sense that the
more vests we order, the cheaper they become.”

Over 50 charities have already signed up for the Run for Charity programme, including Great
Ormond Street Hospital, the Alzheimer’s Society and Dreams Come True.

Ussher adds: “Strength in numbers will save over £3,000 per charity on an order of 1,000 vests. We
believe we will help save over £100,000 in the next 12 months through this programme. It will also be
good to think the scheme will ensure every charity runner in one of our vests will know that even
more of their money has gone towards supporting the cause they are so passionate about.”

“IF THAT’S
THE ONLY
MOMENT I
HAVE IN AN
ENGLAND
SHIRT, I
COULD NOT
HAVE ASKED
FOR IT TO
GO ANY
BETTER.”     
RICKIE LAMBERT AFTER
SCORING ENGLAND’S
WINNER DURING HIS

INTERNATIONAL
DEBUT AGAINST

SCOTLAND. 

SCHEME AIMS
TO CUT CHARITY
KIT COSTS  

SALES UP FOR ASICS IN
WOMEN’S RUNNING MARKET
WITH GROWTH OF 23 PER CENT, IT WAS
THE FASTEST GROWING WOMEN’S RUNNING
FOOTWEAR BRAND DURING THE FIRST
QUARTER OF 2013, ACCORDING TO MARKET
RESEARCH SPECIALIST THE NPD GROUP.

Country by country, ASICS Europe posted
impressive sales in France (up 63 per cent) and
Germany (up 13 per cent).

As a whole, the company continued to grow
across the continent, delivering an overall net
sales increase of three per cent between
January and March 2013, with ASICS Austria and
Russia contributing especially strong growth. 

The brand performed well in performance
running, with apparel sales rising by 35 per cent
and footwear by five per cent. In tennis it
recorded double digit growth figures in both

apparel and footwear. Sales in ASICS’ own retail
outlets increased by 60 per cent. 

“Despite trading conditions continuing to be
challenging, ASICS Europe has maintained
growth from 2012 into the first quarter of
2013,” Alistair Cameron, CEO of ASICS
Europe, says.

“Particularly pleasing is ASICS’ position
as the fastest growing brand for women’s
running, an indication of the positive effect
of our female oriented global advertising
campaign. 

“ASICS’ brand monitoring has also shown
the highest ever brand awareness level - another
indication of the positive effect of our media
investment and marketing activities. We expect
the second quarter of 2013 to yield even higher
growth than the first quarter of the year.”

13www.sports-insight.co.uk

MARK USSHER WITH CREWROOM
FOUNDER KATE GILES
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KITSTOP
ESSENTIAL STOCK FOR YOUR SHOP www.sportindustry.biz

Sponsored by

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

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

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

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

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

TWISTED VIZION
IN AN EXTENSION TO THE POPULAR HI-VIZ RUNNING
APPAREL RANGE, VIZION, RONHILL HAS TWISTED THE
COLOURS ON KEY PIECES TO MAKE RUNNERS STAND OUT. 

The Twisted Vizion range features lightweight shower resistant
jackets, long-sleeve tees and tights,

among other styles. 

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

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

For more
information or to
place an order call
your local sales
rep or the Ronhill
sales office on
0161 366 5020.

14 www.sports-insight.co.uk

WEIGHING A MERE 195G,
THE VEST CAN CARRY UP
TO FOUR LITRES OF KIT. IT
BOASTS SEVEN STRETCH
MESH POCKETS AND SIX
ADJUSTMENT STRAPS
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PRODUCT ROUND-UP
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TROLLEY DASH

THE FAMILIAR CRY FROM
PARENTS TAKING THEIR KIDS
ABROAD IN THE WINTER IS
THAT THEY CANNOT BUY SUN
PROTECTION WEAR,
WETSUITS, FLOATSUITS AND
POOL TOYS, AS SHOPS DON’T
STOCK THEM.

Jakabel supplies within two-
three days all year round, so 
it can help to keep your
customers happy and coming
back for more.

With a policy of no minimum
quantities, you can easily show
a good range in a small space
without much investment.

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

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

1.  STRETTON FOX. SALES@STRETTONFOXSPORTS.COM. 07989 909859
2. WINMAU. WWW.WINMAU.COM. 01656 767042
3. BALMORAL KNITWEAR. BESPOKE CRICKET SWEATERS. 01900 829 229

||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
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JAKABEL
PROTECTS KIDS
ALL YEAR ROUND

LIVE 
ACTION

RECORDER WITH
THE FACILITY TO

CAPTURE
FOOTAGE WITH

JUST ONE TOUCH
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ZINC LAUNCHES RED-I
ZINC IS EXPANDING ITS PORTFOLIO OF
SCOOTER AND BIKE ACCESSORIES WITH

THE LAUNCH OF THE MICRO FORMAT
RED-I VIDEO CAMERA.

The innovative mini camera is 
an easy to use pocket-sized 
live action recorder with the

facility to capture footage with
just one touch. Featuring an internal
microphone, the user will be able to produce
enhanced material.

RED-i’s unique design, protected by a
silicone cover and reverse clips, allows the
camera to be attached to anything - helmet,
scooter, bicycle and even clothing. With a
recording time of 120 minutes and fully
rechargeable in only 30 minutes, users can
get maximum filming time.

The camera is Mac and PC compatible and
with superfast download speeds makes
video footage quick and easy to share.
(Video resolution: 720 x 480. Dimensions: 6
x 6 x 3cm. Compatible with micro SD cards.)

For more information about the Zinc range
email ying@hy-pro.co.uk
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NEW SEASON. NEW TEAMWEAR
HELP YOUR CUSTOMERS GET OFF TO A WINNING START THIS
SEASON WITH TEAM KIT FROM SPALDING.

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

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

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

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

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

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

technology of Vibram
soles to create

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

superior feel, as
well as enhancing

your performance.

For more information email
info@primallifestyle.com 
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VIBRAM FIVEFINGERS ALITZA
BUILT FOR TODAY’S ACTIVE LIFESTYLE, THE VIBRAM
FIVEFINGERS ALITZA IS A COOL, CASUAL CROSSOVER
PROVIDING A FASHIONABLE LOOK FOR EVERYDAY URBAN
ACTIVITIES. THE TRANSPARENT MESH UPPER IS SOFT AND
COMFORTABLE AGAINST THE SKIN, AS THE ELASTIC STRAPS
RANGING ACROSS THE INSTEP ENHANCE BOTH STYLE AND
OVERALL COMFORT.
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HILLY HAS A GREAT CHOICE OF SOCKS THAT ARE IDEAL FOR
RUNNING THIS AUTUMN AND WINTER.

The Trail X-Static provides protection and comfort when
tackling uneven terrain. The silver fibres within this sock
feature advanced wicking and anti-microbial properties. 

Additionally, reach for the comfort and luxury feel of Merino
wool in Hilly’s Off-Road anklet, which keeps feet warm in the
wettest of conditions. 

For those who like to be bold and bright on the road, the
Hilly Nite anklet is available for men and women in fluo-
yellow and fluo-pink respectively. 

For more information or to place an order call your local
sales rep or the Hilly sales office on 0161 366 5020.

THE BEST SOCKS FOR
THE WORST CONDITIONS

TROLLEY DASH

1. SUIT-LUUB. IAN@UKSPORTINGPRODUCTS.COM
2. TRESPORT SANDALS. INFO@PRIMALLIFESTYLE.COM
3. GEL-LYTE33. ASICS. WWW.ASICS.CO.UK

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

PRODUCT ROUND-UP
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THE TRAIL X-STATIC
PROVIDES PROTECTION AND
COMFORT WHEN TACKLING
UNEVEN TERRAIN. THE
SILVER FIBRES WITHIN
THIS SOCK FEATURE
ADVANCED WICKING AND 
ANTI-MICROBIAL
PROPERTIES 

TRIGGER POINT
PERFORMANCE THERAPY -
THE TP FACTOR MASSAGE
BALL AND TP FACTOR BALL
THE TP FACTOR MASSAGE BALL IS BIGGER AND
FIRMER THAN TRIGGER POINT PERFORMANCE’S
ORIGINAL MASSAGE BALL. IT MIRRORS THE PRESSURE
OF A FOREARM FOR A FIRMER MASSAGE AND ITS
PRIMARY FOCUS IS TO RELIEVE MUSCLES OF EXISTING
MINOR ACHES AND PAINS BY APPLYING PRESSURE,
FOR FIVE TO SEVEN SECONDS, AT WHICH TIME THE
MATERIAL CHANGES SHAPE. THIS TOOL CAN BE USED
ANYWHERE ON THE BODY, INCLUDING THOSE HARD
TO REACH AREAS.

The TP Factor Ball is great for the neck, shoulders, back,
chest, piriformis, calves or anywhere you have minor aches
and pains. It’s also easy to travel with.

What are the differences between the TP Factor Ball and
the TP Factor Massage Ball? The former is larger and
harder than the latter. 

For more information call Live On The Edge on 0333 400
8181 or email infor@live-on-the-edge.com to arrange for an
agent to come and see you.

THE TP FACTOR BALL IS
GREAT FOR THE NECK,

SHOULDERS, BACK, CHEST,
PIRIFORMIS, CALVES OR

ANYWHERE YOU HAVE
MINOR ACHES AND PAINS

1

3
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CYBERTILL HELPS SPORTS RETAILERS MANAGE THEIR STOCK
IN-STORE AND ON THEIR WEBSITE. IT IS A MULTICHANNEL
EPOS AND ECOMMERCE SYSTEM THAT IS WEB BASED. THIS
MEANS THE SOFTWARE IS HOSTED ON THE INTERNET AND
RETAILERS ACCESS IT VIA THEIR TILL, IPAD OR ANY DEVICE
THAT CAN CONNECT TO THE INTERNET. 

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

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

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

CYBERTILL

18 www.sports-insight.co.uk
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UK SPORTING PRODUCTS
BASED IN THE EAST MIDLANDS, UK SPORTING PRODUCTS IS
ENTERING THE TRIATHLON AND SPORTING MARKET WITH
ITS NEW SPORTS LUBRICATION PRODUCTS. 

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

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

For more information email ian@uksportingproducts.com
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been developed together with female
designers to provide a collection that
gives outstanding support, but which
looks good at the same time. 

Today the PureLime collection starts
with sports bras and then develops the
next layer by using our technical seamless
baselayer garments to keep body
temperature comfortable. After these very
important first layers, PureLime’s Fitness,

Bike, Run, Dance and
Tennis collections
complete the look
and make our
offering complete.

WHY DO YOU
THINK THEY 
SELL SO WELL?
As well as our clean
design, great fit and
practicality, all our
garments are made
from top quality
highly technical
performance fabrics
such as Breathe-Dri,
Supplex, Tactel and
Coolmax. We never
deviate from the

high design and quality standards that
have been fundamental to PureLime
since the company’s formation and
which we believe to be one of the major
reasons for our success. 

WHAT IS THE MOST EFFECTIVE 
WAY A RETAILER CAN MARKET
YOUR RANGE?
PureLime supplies many different types of
retailers in the UK - ranging from specialist
independent sports shops, tennis clubs,
leisure centres and gyms to equestrian
suppliers, running shops, lingerie stores
and department stores. We are now
pleased to supply over 65 STAG members
and were delighted to become a full official
INTERSPORT supplier earlier this year. 

Each of our retail partners is
successful with PureLime because they
choose products from our range that suit
their own market and needs. We are
always there to give advice and help
when required, but trust our customers
to know their own market best.

For more information about the PureLime
range of women’s fitness and tennis wear
call Martin Hudson on 01697 742 711 or
email martinhudson@purelime.com

CAN YOU GIVE US SOME
BACKGROUND ON THE BRAND?
The PureLime brand was created in 1995
with a simple mission - to produce
functional and fashionable fitness wear
for women. From humble beginnings -
the original offices were in a backyard
above a sheet metal workshop in
Østerbro, Copenhagen - the company
has grown rapidly and our garments are
now sold worldwide.

Our mission
statement today is to
be a ‘dedicated
women’s fitness brand’
that always reflects a
woman’s priorities to
look good, but still
perform by using pure,
crisp Scandinavian
design in modern
technical fabrics to
create garments that
are both fashionable
and functional with a
superb fit. As well as
our head office in
Denmark, we now
have offices in the UK,
throughout Europe,
America and Canada, so our mission
statement has clearly caught on.

The collections PureLime produces
have also expanded greatly and now cover
all areas of women’s fitness, from our
internationally acclaimed award winning
sports bras through our unique seamless
baselayer line to tennis, fitness, bike wear,
running, yoga, dance, accessories and
dance shoe ranges. 

WHO ARE YOUR RANGES AIMED AT?
PureLime is for today’s modern woman.
A woman with a dynamic lifestyle who is
cosmopolitan, feminine, confident,
demanding, fashionable, sophisticated, in
touch with her senses and interested in
her own well-being. Above all, for a
woman who is individual and does not
want to be like everyone else by
following the crowd and wearing the big
brands that are seen everywhere. 

KEY FEATURES AND BENEFITS?
With the authentic background we have
in PureLime derived from focussing only
on women’s sports wear, we have used
this platform to develop a test winning
series of sports tops and bras that have

PRODUCT

On the

Martin Hudson, managing director of PureLime in
the UK, talks us through the company’s offering

“WE NEVER
DEVIATE FROM
THE HIGH
DESIGN AND
QUALITY
STANDARDS
THAT HAVE BEEN
FUNDAMENTAL
TO PURELIME
SINCE THE
COMPANY’S
FORMATION”
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CAN YOU TELL US ABOUT 
THE TECHNOLOGY IN 
AFTERSHOKZ HEADPHONES?
AfterShokz utilise patent pending bone
conduction technology to transmit sound
through the listener’s cheekbones to the
inner ears, bypassing the eardrums
completely. It’s the same technology

used in headsets
worn by military
special forces and
SWAT teams.

WHY ARE THEY
SAFER TO 
WEAR THAN
CONVENTIONAL
HEADPHONES?
Scientific studies have
found that extended
use of regular
headphones and
earbuds promote
hearing loss and
damage to the
eardrum. AfterShokz
headphones do not
use the eardrums to

transmit sound and provide consumers
with a quality listening experience
without the risk of eardrum damage.
Traditional headphones and earbuds also
block surrounding noise. 

The AfterShokz unique open ear
headphone design offers more

than just increased comfort
when worn at length - it
permits users to hear ambient
noise, heightening situational
awareness and fostering

safety, which is
particularly critical

during
outdoor
activity.

HOW LONG HAVE YOU BEEN 
IN THE SPORTS TRADE?
We launched AfterShokz in 2012.
AfterShokz Sport headphones enable
runners, cyclists, skiers, skateboarders,
hikers and other athletes to safely use
their portable music players while staying
connected to their surroundings. People
engaged in sporting
activity want to stay
connected, but are
exposing
themselves to
danger wearing
traditional
headphones 
or earbuds 
when outside. 

WHAT OTHER
BRANDS DO 
YOU ADMIRE
AND WHY?
I really like 110% Play
Harder compression
wear. Like
AfterShokz, they
too have a unique
proposition with benefits for the wearer.
A system of combining high quality
sports compression apparel with the
therapeutic properties of ice is a
remarkable achievement and one that all
athletes will find incredibly beneficial.

The sounds from oncoming traffic, car
horns, ambulances or other warnings may
be critical to the prevention of accidents
caused by inattentional blindness -
distraction - and environmental isolation -
sensory deprivation.

YOU ATTENDED YOUR FIRST STAG
SHOW IN THE SUMMER. WHAT
REACTION DID AFTERSHOKZ GET?
We were delighted at the take-up
throughout the whole show, which has
continued since. Retailers understand
immediately the unique AfterShokz
benefits and appreciate that their
customers will too. The number of
AfterShokz stockists is increasing daily.

WHAT PLANS HAVE YOU 
GOT FOR THE BRAND DURING 
THE NEXT 12 MONTHS?
The development process is continual. We
listen to our customers and react
proactively. New designs and
enhancements are on the horizon. We
continue to build brand awareness and
drive business to our stockists through
sponsorship of national and local sporting
events, social media campaigns and PR
promotions promoting safety in sport. To
help with sell-through at store level, we
have a new interactive PoS display
currently in production.

For more information call 01606 558428,
email rod@pinpointce.co.uk or visit
www.pinpointce.co.uk

Rodney Annet, managing
director of Pinpoint Consumer
Electronics, the exclusive
distributor of AfterShokz Sport
headphones in the UK and Eire

Runners

“AFTERSHOKZ
HEADPHONES
PROVIDE
CONSUMERS
WITH A QUALITY
LISTENING
EXPERIENCE
WITHOUT THE
RISK OF
EARDRUM
DAMAGE”

22 Follow us @SportsInsightUK
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HOW DID YOU GET STARTED 
IN SPORTS RETAILING?
As a family, we’d always played bowls at
a county and national level, so in 1999 I
decided to follow my passion and open
up a small retail bowls shop in my local
market town of Spalding in Lincolnshire. 

With no retail experience, it was a
steep learning curve. I worked part-time at
first alongside a full-time shop manager,
while holding down a senior purchasing
role with a major UK food company. But
the retail bug caught hold and I wanted
more. Four years later the chance of a
larger site came up and together with a
work colleague, Margaret Howes, we
decided to open up a large multi-sports
equipment shop, D+M Sports.

We still have a bowls focus and the
family tradition has continued, with my
daughter becoming
English, British Isles,
and World junior
indoor bowls
champion a few
years back.

WHAT DO 
YOU STOCK?
Space dictates that
we cannot be all
things to all people,
but we try to cover
most mainstream
sports such as
hockey and rugby,
with dedicated
areas throughout
the shop. According
to seasonality, we
have a separate
area of the shop dedicated to lawn bowls,
and we are also strong in ‘all year’ sports
such as darts. We offer all the leading
brands linked to the sports equipment we
stock, but have avoided moving into
fashion. There’s not a branded hoodie, T-
shirt or trainer in sight.

DO YOU HAVE AN 
ONLINE BUSINESS?
Online trading has been key to our
overall business performance - without it
we would have struggled. While we
stock a range of sporting goods online,
we focus on bowls, which has been

hugely successful. Online bowls sales
now represent over 65 per cent of our
total bowls sales. We introduced an
eBay shop two years ago and, again, this
has been a massive plus for us. We will
always want to retain the face-to-face
contact our physical shop provides, but
we may become an internet company
with a retail arm, rather than a retailer
with an internet arm and are already
looking for premises with lower cost
retail frontage and more storage.

WHAT HAVE BEEN YOUR 
BIGGEST CHALLENGES?
To maintain retail sales amidst falling
footfall and changing consumer spending
levels and habits. The presence of large
sports retailers such as Sports Direct,
which opened here two years ago, has

also had an
impact. We
compete by
focusing on what
we do well -
personalised
service, building
good relationships
with both
individual
customers and
local sports clubs
and listening to
their needs. We
cannot compete
pound for pound
with the big guys,
but this does not
mean we cannot
buy cost
effectively and

offer these benefits to our customers.
Being part of the STAG Buying Group has
certainly helped us do this.

HOW DO YOU FIND NEW PRODUCTS?
We listen to customers about the sports
they play, keep a close eye on the STAG
website and newsletter and read Sports
Insight magazine.

WHAT DO YOU LIKE AND DISLIKE
MOST ABOUT THE BUSINESS?
We have both enjoyed learning so much
about different sports from suppliers,
players and online research and it’s great

to meet so many people from all walks of
life and listen to their stories and
achievements. It’s also immensely
rewarding to see young sportsmen and
women progress in their chosen sport
and know that we’ve had a small hand in
helping them on their way. 

What we dislike most is the time it
takes to maintain and develop internet
and eBay shop sales. It’s so frustrating to
know that there’s so much potential for
growth, but only a limited amount of time
to achieve it. Letting customers down is
another key hate - it doesn’t happen very
often, but we’re passionate about
customer service, so it hits hard when we
get it wrong. 

The
RETAIL 

Insider
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D+M Sports co-owner David Broadhurst
explains how he turned a small bowls shop
into a large multi equipment sports store

“WE COMPETE BY
FOCUSING ON
WHAT WE DO WELL
- PERSONALISED
SERVICE,
BUILDING GOOD
RELATIONSHIPS
WITH CUSTOMERS
AND LISTENING
TO THEIR NEEDS”
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exhibitors and our STAG members,”
says Chandler.  

“With the heatwave continuing,
we welcomed more sunshine along
to our first ever Irish summer buying
show, where again we were
delighted with the support of
exhibitors and retailers. 

“The new format of Saturday
afternoon and Sunday worked well,
as it enabled retailers to get back to
their businesses for the following
Monday. There was a great
atmosphere for everyone to enjoy
networking and a well deserved cold
drink on the Saturday evening.” 

The dates for the 2014 summer
shows have already been confirmed
(UK - June 29-30; Ireland - July 12-13).

These pictures from the UK show
come courtesy of CliQQ Photography.

26 Follow us @SportsInsightUK

That’s how managing director 
Ricky Chandler described the two
additions to the buying group’s 
trade show schedule.

The UK event took place at the
Cotswold Four Pillars Water Park
Hotel on July 7-8 - coinciding with
the Wimbledon men’s final - while
the Tullamore Court Hotel in
Tullamore, Republic of Ireland was
the venue for the Irish Summer
Buying Show a week later.

Both were a result of an
increasing demand from brands,
particularly in the running sector, 
for a STAG summer showcase.

“Through sweltering heat and the
distraction of Andy Murray being the
first male British player since 1936 to
win Wimbledon, the first UK summer
show proved to be a big hit with both

STAG‘‘OVERWHELMED’’
BY THE SUCCESS OF ITS
NEW SUMMERSHOWS

STAG directors
Ricky Chandler,
Ward Robertson
and Sara Chandler
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The Cotswold Four Pillars Water
Park Hotel: the venue for STAG’s
first UK Summer Buying Show
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why sell one when 
you can sell more.

sales-i is the leading sales and business 
intelligence software designed to identify new 
sales opportunities and spot competitor threats, 
so you can call your customers at the right time, 
for the right reasons.

Book a free online demonstration and see how 
your sales team can have the competitive edge.
 

“sales-i is a fantastic tool for 
sales people to professionalise 
their operation and to increase 
their sales, a real must have 
within today’s industry.”

Sara Chandler, 
STAG Buying Group

 

0845 508 7355
www.sales-i.com 



KEY STYLES
A new look for this
season, the Winter
Hybrid Jacket
combines ultra-
lightweight fabrics
with wind and water
resilient properties to
ensure runners are
kept warm and dry,
even in the harshest
weather conditions.
The soft shell material
is made up of
stretched brushed
fabric under the arms
and back which offers

flexibility, warmth and ventilation. With
a reflective Japanese kanji print to aid
visibility and safety, the Winter Hybrid
Jacket also comes in a female design
with added fleecing around the inner
collar, inner pockets and waist for
added warmth and style.

Designed for everyday wear, the
new Motion Protect Winter Jacket is a
staple item for every runner this winter.
Engineered using wind and water
resistant materials, this soft shell jacket
is also fitted with super-soft brushed
linings inside to ensure maximum
warmth and comfort. Created using
highly breathable stretch fabric, this
jacket promotes natural movement and
offers a great solution for trail or town.

ADVERTORIAL
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ASICS has developed a set of new
label cards to ensure consumers
understand the philosophy of this
signature technology. Motion Dry,
Motion Therm and Motion Protect
work together to provide the optimal
combination of insulation and
ventilation to ensure runners can train
on the roads and trails all year round.
The versatile layering system can be
combined during extreme weather for
maximum protection, or worn as
stand-alone garments all year round.

MOTION DRY
The Motion Dry technology helps
eliminate moisture from the skin
caused by perspiration, leaving the
body dry and warm. As a primary
layer, Motion Dry garments can be
worn alone during warm conditions as
the technology encourages moisture
to evaporate away from the skin,
providing a cooling effect on the body.

MOTION THERM
As a mid-layer, Motion Therm is
designed to maintain and insulate the
body’s core temperature, using
breathable materials to wick away
sweat and trap heat.]

MOTION PROTECT
This outer shell and insulating layer
protects against the wind and rain.
Using breathable fabrics on key hot
spots of the body, the Motion Protect
layer is designed to keep the body dry
while offering ventilation to enhance
the efficiency of the Motion Series
layering system.

STAY WARM AND DRY THIS
WINTER WITH THE LATEST
MOTION SERIES TECHNOLOGY

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

The ASICS 2013 Autumn/ Winter apparel running collection is designed to keep
you warm, dry and protected using the Motion Series layering technology.

Designed in a range of colours for both
men and women, the Winter Jacket is
ideal for running in low light conditions
as it features reflective stitching down
the arms and an oriental Hashiru kanji
print on the shoulder for added style.

MARKETING
As well as producing new swing tickets
for all Motion Series apparel to explain
each technology within the garment,
ASICS are also supporting the launch of
Motion Series with a full print, instore
and online marketing campaign. The
instore campaign includes a full window
display, as well as floor stickers and
hanger tags to help call out the range.

Nick Lewis, Key Account Apparel
Manager at ASICS said, “Apparel is
becoming a more important part of
our business and the launch of the
Motion Series technologies highlights
this importance. The clear names and
labelling of the technologies in the
garments, such as Motion Therm or
Motion Protect, make it much easier
for consumers to pick out the items
most suitable for their sport. As SS14
season approaches, we will be
launching more technologies to suit
the needs of a summer apparel range.
The ASICS apparel range has changed
immensely over the last few years and
the launch of Motion Series will no
doubt help its growth for the future.”
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hat a difference a 
match makes - particularly
when it was the final 
of last year’s Wimbledon
men’s doubles and it 

gave the UK its first men’s champion
for 76 years.

No one expected Jonny Marray to
make history on that warm July
afternoon and that made it all the better.
Britain loves unlikely heroes and they
didn’t come much more unlikely than
Marray, a 31-year-old tennis professional
who had spent 13 years largely out of
the limelight in tennis’ second division.

SMILING
Suddenly all that changed. With his
partner Freddie Nielsen, the modest
smiling Yorkshireman beat fifth seeds
Robert Lindstedt and Horia Tecau in 
one of the most gruelling and thrilling
doubles finals centre court had seen 
for years. It had all the ingredients of 
a Boy’s Own book story, but this time 
it was true.

Marray and Nielsen had previously
only played a handful of tournaments
together and not only were they
unseeded, they were wild cards too. No
one had given them a hope in hell to get
to the final. After all, no wild cards had
ever won the Wimbledon men’s doubles.

Widely expected to be thrashed by the
almost unbeatable Bryan brothers in the
semi-final, they instead pulled off a famous
giant killing. After that, reasoned Marray,
anything might be possible. And it was.

Today, despite ending his
Wimbledon reign in the third round of
this year’s championships, losing with his

target is not all that has changed for
Marray since his historic doubles win. His
average yearly earnings have soared to 10
times the pre-Wimbledon figure, while
new found fame brought invitations from
Sports Personality of the Year, A Question
of Sport and a chat with Roger Federer.

The dramatic lifestyle change began
only hours after the epic victory - at the
Wimbledon champions’ ball, when
Marray found himself chatting to legends
he had previously hardly met: “Roger
Federer gave us his congratulations and
said: ‘It looks like I’ll be seeing a lot more
of you this next year.’ That was a nice
touch. It made us feel pretty good.”

Although not interested in a
champagne lifestyle,
Marray’s thinking
about changing his
11-year-old Ford
Fiesta for a new
Audi, but what
concerned him more
was that the ranking
points picked up as a
Wimbledon winner
would allow him to
play in Grand Slam
and Masters series
tournaments.

“I always wanted
to play the big
events and having a

great couple of weeks at Wimbledon last
year enabled me to do that,” Marray says.
“I don’t think the level of tennis is that
much higher than the Challenger matches
I’ve been playing for years. It’s just that
your opponents don’t give you anything
week in, week out.”

FAMILY
Brought up in Sheffield - his father is a
retired banking IT systems manager and
his mother a retired nurse - tennis is in the
family. His brother David, a professional
tennis coach, is Marray’s physical trainer.

new partner Colin Fleming to Robert
Lindstedt and Daniel Nestor, Marray’s
life has changed dramatically. The UK’s
number two men’s doubles seed and
now a regular on the top international
tennis circuits, he has had to get used to
being recognised in the street and
signing autographs. Did that happen
before? “Of course not. Never,” he says.

Sponsorship deals
have arrived too -
ASICS has made him
a UK tennis
ambassador. “We are
delighted that Jonny
has joined our team,”
Barry Mellis, ASICS
UK and Ireland
managing director,
says. “He fits
perfectly with our
company values as a
true sports
performance brand.
The exceptional
levels of
determination he has shown throughout
his career perfectly complements the
commitment ASICS has made to drive
the growth of our brand in tennis.”

Marray adds: “I’m thrilled to have
joined such a world class sports brand with
a credible heritage in tennis. I’m looking
forward to contesting the rest of the
season in ASICS footwear and apparel.”

Marray joins other ASICS tennis
ambassadors, including Grand Slam
winner Samantha Stosur and four-time
ATP tournament winner Gael Monfils.

Becoming a valuable sponsorship

W

“ALTHOUGH NOT
INTERESTED IN 
A CHAMPAGNE
LIFESTYLE,
MARRAY’S
THINKING ABOUT
CHANGING HIS
11-YEAR-OLD
FORD FIESTA
FOR A NEW AUDI”

TURNING POINT
Jonny Marray thinks the turning point in his career
probably came when, shortly before his momentous 2012
Wimbledon win, he took a course of mental skills training.
“I was just thinking about everything too much,” is how he
puts it. “It made me enjoy the game again. I think it was
the first time I’d gone to Wimbledon feeling that good.

“Then my partner Freddie Nielsen and I gelled really
well a couple of weeks beforehand. Obviously I never
thought we would go and win Wimbledon, but I felt like

we could do well there.”
They did it the hard way. Four of their six matches

went to five sets and they beat four of the world’s best
doubles pairs to make their first ever appearance on
centre court. The rest is tennis history.

“Just having the chance to play there was a massive
thing,” Marray says. “It’s the home of tennis and the most
famous court in the world. To get that opportunity,
especially in a final, was amazing.”
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MY SPORTING LIFE

Jonny
Marray

Tony James meets the modest
Yorkshireman whose life was transformed
after he won the Wimbledon men’s
doubles title with Freddie Nielsen in 2012
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INTERVIEW

He first started playing tennis at
10 after watching Wimbledon on
TV and boyhood idols were Boris
Becker and Andre Agassi.
Eventually he persuaded his mum
to take the family to a local club
and from then on tennis was his
life.

After A levels, Marray
decided against university and
became a tennis professional. “I
just wanted to compete at a
respectable level playing the
game I love, but I suppose my
dream was to play at
Wimbledon,” he says.

After seven years on the
professional circuit, he suffered a
serious shoulder injury and when
he returned to the sport decided
to give up singles and
concentrate on doubles. There
were dark days. “I remember in
2009 I was 29 years old and
asked myself what I was doing
playing tennis,” Marray says. “I
had dedicated 10 years of my life
to it - and for what?”

But he went on. “I knew I
hadn’t yet done myself justice,”
Marray says. “I’d had so many
decent starts at Wimbledon and
never made the most of them. I’d
got to the third round twice and
then always managed to sabotage
myself in some way.

“When you’re not earning
much money you get down and
you question whether it’s for you,
especially when you’re making
sacrifices. You know it’s not a
normal life when you’re not
going out with your mates.
They’re back at home and you’re
always on the road.”

BELIEF
Now 32, Marray wants to carry
on playing for as long as
possible: “Winning Wimbledon
gave me massive belief in myself
and a financial cushion I never
had before. Having the
knowledge that I’ve won
Wimbledon and achieved
something special in my career, I
can relax and enjoy my tennis a
bit more. But I haven’t lost my
motivation. If anything, it’s
spurred me on.

“I love playing tennis and
everyone I speak to says you
should play for as long as you can
because once you stop that’s it
for the rest of your life. Regardless
of what happens from now on,
I’ve won Wimbledon and knowing
it will always be there.

“I’ve got great memories and
enjoyed being a Wimbledon
champion. There are not many
negatives to that.”
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Jonny Marray is
an ambassador

for sports
performance
brand ASICS
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requirements for athletic footwear
differ to those of the military or
industrial markets and in turn have
tuned our technology to offer
solutions across the spectrum.”

D3O’s heel to toe shock absorption
range is a result of 18 months of
research, experimentation, advanced
chemistry and development, which the
company claims brings rate sensitivity
and superior cushioning performance
to the footwear market. 

Decell, which has been developed
specifically for the athletic footwear
market, is a polyurethane that delivers
considerable cushioning properties
across the whole spectrum of impacts
- from walking to sprinting.

D3O, meanwhile, has engineered
Pulse to provide significant ‘spring’
without compromising on cushioning
or comfort and envisages the material
being used in insoles and midsoles.

Two other polyurethane grades for
trail running and racquet sports are
also planned.

Feedback from wearer trials has
been “extremely positive”, according to
D3O material development manager
Phil Sherriff, but how does the material
stack up against already established
alternatives? Very well, according to
SATRA. The independent authority on
testing found that D3O Decell only lost
four per cent of its performance after
1,000km (500,000 hits) compared to
27 per cent for high grade EVAs.

EXCITING TIME
D3O’s chief product officer Tim Brown
says: “It’s an exciting time as we
extend further into the footwear

sector. We now
have a whole
suite of new
footwear

specific
materials hitting

the market that will
allow footwear

developers and brand
managers to choose the

right material for their shoes

FOOTWEAR

While Andy Murray savoured his
Wimbledon win, a British-based
company whose technology was
buried in the Scot’s racquet could also
reflect on a job well done.

D3O’s patented smart material was
incorporated in the lay up and shaft of
the Scot’s HEAD racquet. This meant
the frame immediately stiffened when
he played an aggressive passing
stroke, while the material’s high shock
absorbing properties gave the world
number two exceptional feel when
attempting a slice or drop shot.

FAST GROWING
Similar to Gore, D3O licenses its
technology to hundreds of brands in
the electronics, motorcycle and snow
sports markets - as well as the
military. This fast growing company
now has its sights set on the sports
footwear sector. 

Ex-adidas, Toby Glyn joined D3O
as footwear business development
manager in September 2012. “As the
market leaders in lightweight
protection, we have responded to

increased
customer demand
for a low density,
durable, shock
absorbing
material suitable
for footwear,” 
he says.

“We
recognise

that the

Looking tomakean

D3O has tuned its smart technology in order for the
company to expand its presence in the footwear market

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

HOW IT WORKS
D3O is a composite material made up
of polymers and dilatant fluid.

In standard conditions the
material’s molecules flow freely,
allowing it to remain soft and flexible,
but on impact they lock together to
absorb impact energy and reduce
transmitted force. The molecules then
instantly return to their flexible state.

The material is also strain rate
sensitive, which means the harder the
impact, the more the molecules react
and the better the protection.

and boots, whether that is in midsoles,
insoles, inserts or strobel boards.

“We are also using different base
polymers with our technology, which
means we have extended the
properties, performance and design
options we can achieve. In simple
terms, our customers have more
design options that will enhance
comfort and cushioning in footwear.”

You may already be aware of D3O,
as it’s licensed its technology to
Karrimor, Rival Boxing, HEAD, KooGa
and Gunn & Moore. It may become
more widely recognised in the sports
trade as this ‘secret ingredient’ aims to
make an impact in the footwear market.
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D3O has
licensed its

technology to
Karrimor

D3O Decell
only lost
four per
cent of its
performance
after
1,000km
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compression? This is the main
unique selling point for
Orthosleeve® patent pending
Compression Zone technology™.  

In fact, Barry was advised to
avoid introducing a medical product
into sports retail “like the plague”. But
balanced against this was a proven
track record for FS6® with runners and
athletes in other parts of the world. In
fact, FS6® won USA National
Exhibition The Running Event’s
‘Product of the Year’ in 2012 and the
testimonials of satisfied users
continued to grow apace.

Also, the products themselves had
come from a company forged out of
expert knowledge of the orthopedic,
foot care and sports hosiery business,
with over 35 years’ experience in the
development, manufacture and
marketing of socks for all uses,
including workwear, leisure and sport.

So what does ING Source Ltd have
to offer the UK sports market?  

We have a combination of a
manufacturer with impeccable
pedigree and experience and a family
of products combining this experience
with innovation and proven efficacy
delivering those benefits to all wearers
of the products.

Base layer technology resonates
with most, if not all, sports retail
professionals in the UK. Everyone
understands and appreciates the
benefits of gradient compression in
sports these days. 

Compression:
■ Helps stabilise and reduce muscle

stiffness and soreness.
■ Reduces the time taken for muscles

to repair themselves.
■ When the right amount of

compression is used (20mmHg or
more), it enhances blood circulation
and therefore delivers more fresh
oxygen to working muscles.

So in reality, setting aside the clear
medical benefits it has, particularly in
heel pain treatment, we have a product
that is the first and only base layer
product for sportsmen and women
especially designed for the foot.

We call this OS1st™, which delivers
all the known benefits of
compression listed above with the
additional design innovation of

ADVERTORIAL
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In 2012 a new concept was born and
has been taking the sports and healthy
lifestyle market by storm. This concept
is thin, comfortable, lightweight
supports that offer therapy and
prevention to many of the typical
conditions of the extremities. These
conditions come both from sports
activities and ageing. 

ING Source Ltd was recently
formed to market and distribute this
innovative and successful line. ING
Source Ltd will handle all distribution
across Europe, including the UK
market, following on from the
considerable success of its sister and
founding company, ING Source Inc, in
the USA and Australia.

It was relatively straightforward to
appoint a distributor into the medical
market in the UK for the flagship
product FS6®, as this is specifically
designed to address the prevention
and treatment of the number one foot
problem in the world: heel pain. You
may have heard it described by its
medical term, Plantar Fasciitis. 

The appointment of a medical
partner was done very quickly.
However, because of the roaring
success in the USA sports retail sector,
particularly in specialist running shops,
ING Source Ltd was faced with an
immediate challenge.

Essentially the problem was how to
interest and engage the competitive
and diverse UK sports retail market in
the UK with these products. This gave
Barry Wright, the Sales and Marketing
Director of ING Source Ltd, the
aforementioned challenge. 

Just because FS6® was successful in
the USA did not necessarily mean he
could replicate this story in the UK and
then sit back and watch the sales
numbers climb. In addition, as a former
podiatrist Barry knew that common
foot care issues (such as heel pain) are
seen and discussed with customers and
staff in sports shops every day, but that
in general staff and management do
not have access to sufficient skills to
deal with the subject in the same
manner as a trained podiatrist would. 

There are many shops that have
excellently trained staff fitting running
shoes and orthotics, but do they
understand that heel pain in particular
is treated with a combination of
modalities, now including gradient

FOOTTO 
THEFLOOR...
Breakthrough products to help
keep your customers on the move. 

Compression Zone Technology™, ie 6
different levels of compression in a
foot sleeve thin enough to be used
underneath any sock and in any type
of sports footwear.

If this short article interests you
sufficiently to find out more, call Barry
on 07753 814425 or email
bwright@ingsource.com to further
explore distribution opportunities. 

© ING Source Ltd September 2013
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ABOUT EXTREMITIES 
With over 25 years experience of
product development within clothing
accessories, extremities has built an
enviable reputation for developing
state of the art head, hand, and foot
protection: products which offer the
best defence against the worst
conditions. No wonder when you
realise that extremities is a brand
owned by Terra Nova Equipment,
makers of the lightest tent in the world
and equipment which is regularly seen
on Everest and at the Poles.  This is a
company that knows a thing or two
about designing high performance kit
and developing technical materials to
make sure the products you buy are
more than going to do the job. Based
in Derbyshire, the company supplies
retailers and distributors worldwide
with its performance brands.

WHAT EXTREMITIES OFFERS
extremities is something of an authority
on gloves and has one of the widest
ranges of gloves, hats, socks and gaiters
available, with options for a whole host
of outdoor sports. As a specialist
focusing solely on clothing accessories,
hats, gloves, socks and gaiters receive
the full attention needed for their design
and development. This is reflected in
the attention to detail on individual
styles and the breadth and depth of the
overall offering. 

extremities includes head, hand and
foot protection for runners, cyclists,

occasional walkers right through to
experienced mountaineers, (and they
are also perfectly suited for parents
standing on the edge of freezing
pitches watching games in the winter).
The women’s and junior ranges, styled
and sized specifically for their wearers,
mean extremities caters for all members
of the family too.  extremities has
looked carefully at its range and by
offering ‘good, better, best’ options
within its product line it allows retailers
the opportunity to up sell in store and
makes sure the brand is accessible to
everyone. extremities also offers great
margins to stockists and maintains
good back up stock levels during the
selling season

COMMITMENT TO QUALITY
AND PERFORMANCE  
extremities uses the latest performance
fabrics. It is a WL Gore licensed brand
using GORETEX waterproof technology
and WINDSTOPPER fabrics. This winter
extremities will be one of the first to
market with WL Gore’s new
WINDSTOPPER technology. extremities
also works with other major technical
fabrics such as Primaloft, the world’s
best synthetic insulation – wet or dry
and Polartec fabrics including Polartec
Power Stretch.

Natural fibres for use in base layers
have been making a comeback in recent
years and extremities has embraced this
trend and now includes merino wool
and silk in its thermal ranges.

Where fabrics don’t exist off the
shelf, the extremities product
development team also works with
suppliers to develop materials, so as not
to compromise the end product.   The
company is so committed to the
performance and technical
development of the products it designs
that it has invested in its own
laboratory, enabling it to carry out
materials testing on site.  

extremities commitment to quality
isn’t just about the product range
either, it extends through the whole of
the operation and the company is
ISO9001 certified.

COMMITMENT TO STOCKISTS
As well as great product there is a
commitment to retailers and overseas
partners, demonstrated by a warehouse
that holds back up stock, enabling
retailers to restock within season if they

EXTREMITIES MOVES
LEAPS AND BOUNDS
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find particular styles sell better than
they anticipated. 

Eye catching livery that matches the
high quality product is always at the
forefront of extremities thinking and to
help increase sell through the range has
had a packaging revamp for Autumn /
Winter 2013.  The striking new design
includes comprehensive product
information, QR codes to help

Extremities® is a long established brand of superior outdoor
products for head, hand and foot protection.
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customers understand more about individual
products plus the signature mini carabiner
included with every item.

For in store support extremities can
provide a range of POS including product
stands, slat wall branding and video screens
to help educate customers about the
product range.  For retailers wanting to sell
product on their own website extremities has
high resolution images and product
descriptions available to download as well as
a selection of lifestyle shots.

extremities invests in product and
packaging that look good, feel great and
offer the very best in protection which
ultimately stimulates the consumer into
purchasing. But the good news doesn’t
stop there, extremities also offers excellent
margins so why not invest in extremities -
a product that will protect your profit and
your consumers.

CONTACT To discuss how you can stock extremities and the
range that may be ideal for your business please
call 01773 837373 or trade@terra-nova.co.uk
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itness, health, sport and
nutrition are all big
business, and in a world
populated by active and
energetic people it’s not

surprising there are always new ideas
and ways to get fit and be healthy.

Basics remain the same. To get fit you
need cardiovascular endurance and
muscular strength and endurance, agility
and flexibility. And it’s good to have a
‘clubhouse’ - other people to train with, be
trained by and have some fun with. 

MECCA
Emma Gibbins is head of aerobics at
Lanzarote-based Club La Santa, a sports
and fitness holiday venue and mecca for
professional and recreational athletes
alike. She’s been in the fitness business
for over 12 years, with two stints at Club
La Santa spanning a total of seven years,
and has witnessed fitness trends and
clients come and go.

“This year, the most popular classes at
CLS are HITT, TRX and CrossFit,” she says.

In the world of nutrition, the trend
reversal from the 1980s to now was from an
obsession with a low fat and high carb diet
to low carb and a welcoming back of fat. In
the world of fitness, there’s been a parallel
turnaround. The aerobics and ‘training in the
fat burning zone’ obsession has been
countered with a focus on high intensity
cardio/circuit training and strength training.

The American College of Sports
Medicine annually surveys fitness
professionals to identify a top 10 ‘what’s
hot and what’s not’ list. And in its latest
results strength training is up there at
number two. At number three ACSM has
body weight training “using minimal
equipment, making it more affordable”,
and it adds, “it’s not just limited to push-
ups and pull-ups, this trend allows people
to get back to the basics with fitness.” 

It’s this back to basics fitness that
forms the cornerstone of the military boot
camp circuit training classes, like those
presented by British Military Fitness and its
many copycat classes run by personal
trainers and held in parks and outdoor
spaces across the country. 

Another trend picked up on by ACSM is

F
functional fitness, which “uses strength
training to improve balance, coordination
and endurance in order to participate in
daily activities without any stress”. 

CrossFit is popular worldwide, with
over 6,100 affiliated gyms in America,
plus developing online and coaching
programmes. As well as a good business
model, part of its success is that it has
tapped into the zeitgeist - functional
movements performed at high intensity
as the best way to achieve overall
physical fitness. 

New, clever, versatile equipment has
always been a good
way to get customers
interested. TRX
suspension training
uses straps attached
to handles that you
can attach to door
frames/trees/bars for
a do-anywhere
workout that’s popular
with individuals,
personal trainers and
the US military. It’s
also used in class
settings and is liked by
gym owners because of the simplicity of
the equipment required. 

Emma Gibbins says a lot of
decisions about what classes to include
in the CLS timetable are selected based
on storage and ease of assembly of the
necessary equipment.

DYNAMIC
Equipment is also the focus for one of the
latest training systems to watch. GUN-eX
is a dynamic resistance system used to
develop strength, endurance, speed,
agility, power, coordination and stability. 

HIIT workouts follow a two or three to
one ratio of easy to hard work - for
example, 30 seconds easy to 15 seconds
hard - repeated six or more times. Its
origins are in sports science studies and
stem mainly from Japanese researcher Dr
Izumi Tabata, whose findings helped spawn
books, websites and now studio classes,
including the branded class named after
the scientist himself. 

CrossFit, TRX and Tabata share a

FITNESS
The future of

Fiona Bugler checks out some of the latest trends

common theme - they don’t just offer a
workout, they are sold to health clubs as
pre-packaged time savers that include
planned exercises and a training
programme for instructors. 

The pioneer for this type of package is
market leader Les Mils, the umbrella
company for Body Pump and its family of
studio-based workouts. Yet another
success story from this camp and also
popular on the CLS timetable is Zumba, a
Columbian exercise to music class offering
a pre-packaged workout accessible to all.

Emma Gibbins has mixed feelings
about the trend for pre-
packaged classes. “Being
accessible for all is
important,” she says, “but
taking away the
instructor’s responsibility
to be creative and
focusing on marketing
can result in less
expertise from the
instructor. There’s still a
place for freestyle
aerobics and we have
managed to retain these
classes on the CLS

timetable, with classes like step, almost
extinct in the UK, still popular here.” 

Another trend that Gibbins has seen
at CLS is the increase in the number of
recreational athletes participating in
triathlon and the associated sports of
running, swimming and cycling. 

MEASURE
What goes hand in hand with
participation in endurance events is a
seemingly insatiable appetite to self
monitor and measure. GPS systems, heart
rate monitors and the appliance of the
science that used to be reserved for elite
athletes are now widely used. 

There are clever fitness apps and
systems (Nike FuelBand and Swimtag, for
example) and high tech bikes that cost
more than cars. And in running innovative
packages such as Run 3D, a system that
analyses every aspect of your running gait
using high tech cameras, while specialist
software helps to prevent and identify the
route cause of injury.

“CROSSFIT
IS POPULAR
WORLDWIDE,
WITH OVER
6,100
AFFILIATED
GYMS IN
AMERICA”
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WHAT’S HOT
IN THE
HEALTH AND
FITNESS
INDUSTRY
1. Educated, certified 

and experienced 
fitness professionals.

2. Strength training.
3. Body weight training.
4. Children and obesity.
5. Exercise and weight loss.
6. Fitness programmes 

for older adults.
7. Personal training.
8. Functional fitness.
9. Core training.
10. Group personal training.

Source: annual American College 
of Sports Medicine fitness survey
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ARESCHOOLSSTILL
COOL
FOR
Have government cuts affected demand or

has that been balanced by the need to
fight the scourge of obesity in young

people? Adrian Hill investigates

ive years into the economic
downturn and budgets
across the public sector are
creaking. For sports retailers,
the concern is that supplying

the vast state school sector, a solid
foundation for numerous companies over
many years, could diminish, thanks to cuts

in central funding. 
Shortly after coming to

power, the coalition
government abolished

the £162 million
devoted

annually to
the

national School Sport Partnerships and
ended a recommendation for two hours of
physical education in schools each week. It
agreed to reinstate £65 million for SSPs,
which allowed the release of PE specialists
into primary schools, but this respite ran
out at the end of the last academic year.

UNCLEAR
Despite protestations to the contrary, it is,
of course, unclear whether a government
of a different hue would have continued to
support SSPs under the pressure exerted
by the lack of cash, but on such decisions
business plans can be badly affected.

But it’s not all bad news. The
government is providing additional
funding of £150 million per annum for
academic years 2013 to 2014 and 2014 to
2015 to improve provision of PE and
sport in the 25,000 primary schools in
the UK. This funding - provided jointly by
the Departments for Education, Health
and Culture, Media and Sport - will be
allocated to primary school head
teachers and equates to an average of
£6,000 per school.

Plus there is the School Games
initiative, launched in February 2011,

which is described as an Olympic-style
competition between schools and
regions involving 450 ‘Organiser’
roles. This was followed in January
2012 by the announcement of the
Youth Sport Strategy, said to seek
to encourage people to play
sport for life.

However, the overall shape of
policy indicates a weakening of
sport provision in schools and,
with the outlook uncertain, it is
making many schools
reconsider their sports
provision, with the danger that
the frontline in the fight against
obesity in the young could be
failing to provide the equipment
required to get those at greatest
risk active. The government’s
own statistics stated in March this
year that 30 per cent of children

in England aged between two and
15 were overweight or obese.

On the ground, schools are
considering how to spend limited

Follow us @SportsInsightUK38

F

School_SI Template  03/09/2013  15:15  Page 1



resources. A major player in the 
market says that there is a trend 
towards maintaining only the base 
level of equipment.

STRUGGLE
“We continue to see basic equipment
purchases,” Audrey McNaught, sales and
marketing Manager at Maudesport, says,
“but I suspect this is merely replenishment.
Budget cuts mean that schools struggle to
enhance what they already offer. Primary
schools, in particular, currently have very
limited budgets and are rarely as fully
equipped as they would like to be. 

“The School Sport Partnerships were
the force behind physical activity for the
many. The new focus on competition
simply won’t reach children who need to
be targeted and encouraged in the fight
against childhood obesity.”

A representative from another leading
retailer in the sector, who wished to remain
anonymous, told me that school budgets
have been cut in all
departments because:
“The government thinks
funding initiatives from
sporting bodies that
specialise, it seems, in
initial introduction to
their given sport or elite
athletes are readily
available to prop up a
lack of committed
direction from
whichever government
is in place at the time. 

“You also need to
know or have the time
to jump through the
hoops they put in place
to get the funding. The money is out there,
finding it though is a full-time position in
itself and must be done in conjunction with
a school. The biggest obstacle for any
retailer is price matching those advertised

on the internet, which is no secret and has
been a problem to the independent
retailer for years.”

Finite budgets make efficiency savings
vital to release more funds for items such as
sports goods, which appear to be viewed in
the eyes of some with their hands on the
purse strings as discretionary products.
Bureaucracy, a bugbear for both buyer and
seller, still weighs heavily across the
education system. In McNaught’s view, it is
important for retailers to help schools move
away from paperwork to ecommerce. 

COST
“The cost of producing the traditional
paper order is prohibitive,” she says. “The
number of emailed orders is increasing, as
schools strive to make savings in their

procurement costs.
As a company we
are also keen to
ensure our website
can accommodate
the needs of
education-based
purchasing.”

The old way of
doing business, on a
face-to-face level, is
being diminished by
the increased
demands on the
time of teachers
and the child
protection security
steps at schools in

relation to visitors, making it harder for
outside providers to arrange meetings with
their customers.

Even so, the pressure on retailers to
maintain relationships with schools they

may have supplied for decades is crucial. 
There are certainly many issues swirling

around the sector, so how does McNaught
see the future? “It certainly won’t change
overnight and I think schools will struggle
until there is a policy change,” she says.
“Companies like mine will always do our
best to help schools maximise their
resources, but they are at the front line of
the healthy lifestyle fight with, what seems
to be, little support.”

“The sports trade is full of people
who are also personally involved in
sport, so we all share a belief in its
benefit. How sad it would be for all of us
if the legacy of London 2012 ended up
being an obese generation.”
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SCHOOLS MARKET

“A MAJOR PLAYER
IN THE MARKET
SAYS THAT THERE
IS A TREND
TOWARDS
MAINTAINING
ONLY THE BASE
LEVEL OF
EQUIPMENT”
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floundering. Basically, she didn’t know
and she was pretty switched on.

If you do get a firm handle on this
you can potentially specialise in those
areas of the business that satisfy you
best or focus on the type of customer
you work with best. You’ll probably
never turn business away, but if you
achieved a situation where, because of
your specialist skills and range, you
could, how satisfying would that be?

So record what your customers are
like - not just what the individual is like
(although that’s obviously important),
but also aim to find out about their
family’s sports enthusiasms. If you’re
building your database (as you should

be) the tennis playing sister of the
rugby playing brother is important and
could prove the better customer. People
buy from people and the more people
information you have the closer you are
to repeat business. 

When I sat to write this column, I
instantly thought of the Mr Men books
by Roger Hargreaves, which probably
featured in your children’s first reading
or, for younger readers, your own. While
I sincerely hope you don’t have to sell to
Mr Tickle, I bet you know Mr Grumpy, Mr
Greedy and Mr Impossible.

So what are the typical profiles of
customers we bump up against? Let’s
start by looking through the wrong end
of the telescope and addressing the
various types of difficult ones.

MR HAPPY TO TRY YOU
You’re probably not happy to keep
letting this guy trial product in your
store because you never get the sale.
And you know why. He’s going to go
home and buy his choice of product on
the internet, having sweated into your
product. He’s always got an excuse for
‘why not you’. There can be lots of
reasons for this. He may genuinely not
know the benefits of buying retail - your
expertise, experience and contacts. Tell
him - and it almost certainly will be ‘him’. 

PRICE POINT PETE
You only find out that he has a (lower)
target price after you’ve presented him
with the best proposition, despite asking
about price beforehand. This is a paltry

hat are your customers
like? I regularly ask this
question of business
owners, both with my
journalist’s and marketing

man’s hat on. It constantly amazes me
how little people seem to know about
their clients. One by one, they can tell
me and in some detail, but they don’t
seem to have collated that information
into a coherent picture of their
customer base as a whole.

As a simple example, one retailer
told me: “We see everybody from a high
court judge to a street sweeper.” It’s a
nice anecdote, but when I asked who
were her core customers she was clearly

W

Making the

SALE

Follow us @SportsInsightUK40

The more information you have about your
customers, the closer you are to repeat

business, says Paul Clapham
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price negotiation tactic and should
never be allowed to succeed. If he
walks, he walks. In any case, as Lord
Sugar says, doing business without
making a profit is not doing business.

KNOW IT ALL
“I’ve got 10 years’ experience of buying
football/cricket kit, there’s nothing new
you can teach me about it. Just give me
a good price for my son’s total
package.” This bloke - and, again, it
invariably is - represents an opportunity,
albeit a tricky one. 

First, he rarely has 20 years’
experience, more likely one year’s
experience 20 times. Aim to move him
on, slowly and sensitively. To what
extent is he aware of the technological
changes in many sports, which come
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Do you have a profile of your ideal customer? Most businesses don’t and it’s a
mistake. That’s because there are probably quite enough potential clients who
fit into your ideal category to satisfy you. 

What might constitute ideal? In general terms, it could be some or all of the
following: they don’t muck you about; they don’t just buy on price; they’re ready
to listen to new ideas, but without bouncing from one product to another; they
give you enough time to do the best job; they pay cash. Put together, that
doesn’t seem too much like the impossible dream. 

Then there are more specific elements of ‘ideal’ to consider. Which customer
age groups do you succeed with best? What sports are your specialisation?
Which clubs or social groups are you keen to break into? What distance will you
travel to service an ideal corporate or education customer?

Equally - and very importantly - why do those ideal customers buy from you?
You should be asking this, although it feels a bit odd. Again, there is a set of
probable answers - you’re local, you know your stuff, you’re reliable, you
understand his needs, you deliver your promise. Once again, it’s not rocket science.

There’s another less obvious benefit in this to you personally. If all your new
customers ticked a high proportion of the boxes on your ‘ideal’ list, you’d be a
lot happier. You’d enjoy your work more. A former boss of mine used to say:
“You’re successful because you’re happy, not the other way around”. I’m
convinced he was right.

This process is essentially about carefully targeted marketing, including a
carefully targeted message. Targeting the wrong sort of customer group
because you perceive lots of high-end sales could be an error if it takes you out
of your comfort zone. I’ve seen many businesses chasing clients who they could
never service properly.

If you know why those ideal customers buy from you, you know what to put
in your selling messages. It may prove that those messages can be very simple. I
would also make a point of saying clearly that the reason you are focusing on
these benefits is that existing customers have told you that they are what matter
to them. 

This approach has two advantages. First, it tells the prospective customer you
concentrate on real world issues. Second, it tells them you listen to your
customers and act on what you’ve heard, which I would call a strong selling point.

THE IDEAL CUSTOMER

RETAIL

“IF YOU’RE
BUILDING YOUR
DATABASE, THE
TENNIS PLAYING
SISTER OF THE
RUGBY PLAYING
BROTHER
COULD PROVE
THE BETTER
CUSTOMER”

along constantly? Know It All likes
this sort of knowledge - it’s not just
you he’s bragging to. When you
share your expertise with him he
could be turned into a valuable
customer and once he realises the
breadth of your offering you can
look forward to recruiting the whole
family as customers. 

KNOW NOT MUCH
This could be anyone starting on a
sport that’s not mainstream. They
may have done their web searches,
but get them to try product, as sport
is supposed to be fun. Never forget
to stress that message, as they won’t
get it in the multiples.

Some of these people can be
turned into multiple sales with a little
effort: “Your son/grandson is
starting to play football? What about
your daughter/granddaughter?”
Your expertise and enthusiasm 
will convert far more sales than 
price alone. 

As with Know It All, you can
rapidly develop a rapport with such
customers that brings them back
again and again. They’ll definitely tell
their friends about your helpful,
consultative style.
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on top of their game in terms of
their merchandising, layout and
stock levels. Conversion rates can
change enormously, partly due to
stock-outs at peak times prompted
by an event, failure to get hold of
product in time or overlooking a
trend or celebrity endorsement.

With all this in mind, knowing 
how and why customers shop -
understanding their behaviours and
then influencing
them - has become
an even more
important aspect
of a sports
retailer’s strategy.  

Knowledge 
of whether
performance is
being driven by
changes to the
number of
shoppers coming 
to the store or
changes in the
percentage of visitors who make a
purchase has become a fundamental to
successful retail operations in
challenging times. Beyond this, retailers
are using the information in many
different ways, from evaluating the
impact of promotions and campaigns,
to ensuring an appropriate number of
staff is helping customers on the shop
floor at any one time. 

RETAIL
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2012 was unquestionably an
important year for sport in the UK and
statistics suggest it has had at least a
year of lasting and positive impact on
people. In a recent survey, the Office
for National Statistics reported ‘small
improvements’ in people’s happiness
over the year, attributing some of this
to the Olympics, which may have
‘influenced people’s assessment of
their well-being’.

In another survey, commissioned
by the BBC, it was reported that more
than two thirds of the UK public
believe the £8.77 billion cost of London
2012 was worth it. The poll also found
that people are more active since the
Olympics, with 11 per cent exercising
more than a year ago, rising to 24 per
cent for those aged 18-24. If all of these
statistics are to be believed, the sports
industry should expect to see an
increase in sales.

FLUCTUATIONS
Sports stores generally experience
greater seasonal fluctuation in traffic
than many other retail sectors. For
example, the start of the football season
lifts traffic, but so too do specific events
that cause spikes of interest, such as the
Olympic Games. Furthermore, great
sporting successes can also raise
interest and generate more traffic to
stores - in 2013 witness the Tour de
France, the British Lions tour of
Australia, The Ashes and Wimbledon.  

For all these reasons, sports
stores see great fluctuations across
the year and must ensure they are

Buyer behaviour
Knowing how and why customers shop has become an

important aspect of sports retail, says Dr Tim Denison,
head of retail intelligence at Ipsos Retail Performance

Retail footfall counting is only the
starting point and many retailers
progress onto electronic tracking to help
them understand how groups of
customers navigate their stores and
interact with merchandise and staff. By
tracking a customer’s journey, retailers
become armed with valuable insights
about their behaviour. For example,
what areas of a store are the most
popular main destinations, where are the

cold spots and which
are the most frequently
trodden routes? 

Tracking the
movement and
behaviour of shoppers
is possible through a
whole host of systems
- from sensors to
cameras - but the
three important
aspects of any people
counting operation are
its accuracy, validation
and analysis. Accurate

footfall data provides meaningful
insights that enable retailers to make
informed decisions, over the medium
to long term, or sometimes at a
moment’s notice.

EVOLVE
The sports retail sector continues to
evolve, influenced by the changing
market conditions and needs of its
customers. With the seasonal and
spiky nature of sales, sports stores are
impacted more than some, given the
discretionary nature of the shopping
and spending in them. Key change
factors include the state of the
economy, influence of events, impact
of the internet, mobile devices and
digital media, and new and emerging
patterns of consumer behaviour.

For retailing generally, the traditional
simple ‘VBL’ mentality of shoppers (visit,
buy and leave) is changing. This is why
understanding consumer behaviour has
become even more important.  

Retailers need at their fingertips
reliable data and insights that enable
them to understand their customers
better and so help to optimise their use
of space, utilities and resources. In doing
so, they stand a much better chance of
increasing footfall, generating sales and
improving profitability.

“RETAILERS
NEED
RELIABLE DATA
AND INSIGHTS
THAT ENABLE
THEM TO
UNDERSTAND
THEIR
CUSTOMERS”
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Paul Sherratt of Solutions for Sport contemplates
the future of the sports shop
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those we see today.
According to Ian Geddes, partner, UK

Retail, at Deloitte: “The store becomes a
brand and product showroom - retailers
need to redefine the store proposition
and identify how they can best address
the changing customer needs within the
four walls of the store. Going forward,
the store needs to be an embodiment of
the brand and a destination for
consumers, where they can do much
more than simply browse and transact. 
It will no longer operate as a silo, but 
as an integral part of the multichannel
experience. 

“The increasing costs of operating
stores, changes in consumer behaviour
and the growing online opportunity
suggest that retailers will need fewer
stores in future. Over the medium to
long term we will see significant
downsizing of store portfolios. This will
vary markedly, depending on the
retailer’s category, but reductions by as
much as 30-40 per cent are foreseeable
over the next three-four years. 

“In this new reality, incremental
adjustments to the store format and

portfolio will no longer be sufficient to
survive. A radical rethink of the purpose of
the store in the consumer shopping
journey and the number of stores required
to reach the consumer is necessary.”

What are those changes likely to be
and what will the sports shop look like in
the future? In a multichannel world, the
sports shop will become a complex
relationship between the retailer and
consumer, looking perhaps more like a
brand and product showroom with
revenue being driven across all retail
platforms and channels.

The sports shop will need to redefine
itself as a destination - think Apple store
meets the sports trade. It’s apparent that
retailers embracing this change are seeing
the advantages. Retailers offering a wide
selection of products, excellent service and
the ability to interact through social media
and ecommerce continue to perform on an
otherwise challenging high street.

Staff product knowledge is key.
Deloitte research shows that conversion
rates increased nine per cent when
customers were assisted by employees
who possess a high degree of product
knowledge and have strong
interpersonal skills. 

In-store technology is also vital.
Consumers will demand immediate
access to product information via their
mobile devices to augment product and
brand information.

In addition, with the demands outlined
in the previous point, the sports shop of
the future will need to offer wi-fi as a
matter of course, as retailers follow the
lead taken by coffee shops and hotels.

Independent retailers will face more
competition from the sports brands
themselves.

As the barriers between retailer and
brand become blurred, more standalone
branded retail environments will emerge,
leveraging brand marketing to maximum
effect and allowing the shopper to become
fully emerged in the brand experience.

APPEAL
Against this backdrop, retailers will need
to work hard to drive profitable growth
and think hard about the demands of
their local customer base and how they
can maximise their appeal and improve
their interaction with them.

Without a local social media strategy,
the retailer will begin to lose touch with
their core market.

New technology will emerge to assist
the consumer and the sports shop of the
future must keep up with these changes.
The shop itself is no longer the sole
touchpoint for a consumer and the
importance of multichannel options will
become increasingly vital. 

There are winning propositions out
there, but the sports independent must
address these changes now. The rules of
the game have altered and what worked
in the past will not work in the future.

he sports retail industry is
being confronted with
unprecedented change.
Technological advances,
changing consumer

spending patterns and economic
turmoil means the landscape is
evolving quicker than some retailers -
and brands - are able to react.

Today’s consumer has different 
and more sophisticated expectations 
of product, service, value and
environment than three years ago. 
In the new multichannel reality, the
boundaries between virtual and 
physical space are becoming blurred
and retailers are being forced to
question the role and function of stores
in an environment where their relevance
to the connected consumer is
increasingly subject to challenge. 

DIFFERENT
While the role of the store is changing,
most commentators are not predicting
the demise of the sports shop. However,
it is highly likely that the sports shop of
the future will look rather different than

T

What’s in

RETAIL
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Call our sales team, today on:

01379 646889

Q-Camz offer an exciting range of adventure cameras for activities such as cross country, 
canoeing, walking, windsurfing, track days, mountain biking and much much more. Sports men and 

women will be won over by the specifications that are clearly tailored to their needs. 

Captures every scene in 
Full HD resolution

The Q-FHD includes accessories that allows users 
to attach the camera to any type of helmet such as 
motor and mountain bike, ski, skydive as well as a 
handlebar attachment for mounting the camera onto 
bicycles. Watch the footage to improve performance 
or simply just to relive the thrill of the action.

QCAMZFHD

Only £142.49 trade

A great 
addition
to any sports 
equipment sale

Available from specialist distributor Midwich, offering the latest technology whilst giving you a great margin opportunity.

See for yourself visit www.midwich.com/qcamzsi or scan here

Turn a Smartphone into the 
World’s most versatile camera

Get into the action with a dirt proof, waterproof (3m) 
shockproof smartphone body, that can be attached 
to a helmet or handlebars. Optional 180° fisheye lens 
available for iPhone 4 / 4S kit (included in iPhone 5 / 
Galaxy S3 model)

QMOUNTZIPHONE5, QMOUNTZIPHONE4

QMOUNTZGALAXYS3

Only £47.49 trade

RRP £219

Camera and sunglasses 
all in one

The range also includes Q-Camz sunglasses, 
which offer much more than meet the eye. 
With an inbuilt camera, users record up to 70 
minutes of action in HD video quality.

QCAMZSUNGLASSES

Only £63.33 trade

RRP £129RRP £104
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EXTREME SPORTS

nce upon a time a
slideshow was the only
way to show more than
one person your favourite
photos. Rarely riveting,

however compelling the pictures, the
pressure to ‘enjoy’ the event was
always distinctly off-putting. The
same went for home cinema events
too, where reels of unedited Cine film
projected onto a lounge wall could go
on for hours - with no hope of escape
for the invited guests. 

But the compulsion to share lives
on, and with the likes of Facebook
and YouTube, not only is it a million
times easier to do, but the viewer is in
control. Bored? Just click away. Love
it? There’s always more.

PROLIFIC
Brits particularly enjoy social networking
- in fact, we’re the second most prolific
Facebook users in Europe. While a fifth
of those are aged over 65, the biggest
user group is aged 18-29 and they also
happen to be the majority of the
estimated 30.9 million smartphone
users in the country - all
fiercely uploading
photographs and videos. 

Young folk are also
the most likely group to
take part in extreme
sports. Once the preserve
of a few brave souls, it’s
now a multi-million pound
market and, according to
market research
company Global Industry
Analysts Inc, it’s set to
expand, due in the main
to increased television
screening of events and
the fading impact of the recession.

“The extreme sports market is
exploding,” says Maptaq director
David Cato. “At ISPO there were five
halls full of products. Everyone
wants to be seen in the brands. Fat
Face, O’Neill - it’s so cool, it’s
permeated the fashion market.
Everybody wants to play.”

According to the GIA report, the
five most popular extreme sports are
inline skating, skateboarding, paintball,
snowboarding and mountain biking.
But when it comes to a great photo or
video clip, the actual action rather

O

than the sport is the key - whether it’s
dangling from the side of a cliff,
hurtling on two wheels down a
mountain or plunging deep into the
ocean. Or the moment when a four-
year-old makes it to the top of a
climbing frame. “It isn’t just about
those gnarly dudes,” says Cato. “It’s
about sharing what the kids do, too.”

Which is exactly what inspired
Cato to get in on the act. Already a
leading provider of training
computers and GPS sports watches,
Maptaq has now introduced a second

product range
consisting of action
sports cameras,
marketed by
Maptaq under the
brand name
QCAMZ. 

ADDITIONS
Products start at
under £100 and
are natural
additions to sales
of active sports
products such as
helmets,

surfboards, cycles or goggles,
offering potential new revenue
streams with high profit margins. 

“What’s different about our
products is that they’re all easy to
use,” says Cato. “The mounts don’t
need to be adapted by the user and
don’t need any extra clips. They’re
ready to go.”

Perhaps the most exciting starter
product is the Qmountz, which can
turn a smartphone into an action
camera for under £100. “It’s a
transparent casing for iPhones,
including iPhone 5,” says Cato. “It

46 Follow us @SportsInsightUK

EVERYBODY
negates the need for special apps or
complicated intermediate steps to
transfer images from a camera to
a smartphone and then to the
internet. An extra-sensitive area of
the casing allows access to the icons on
the screen - even for photographers
wearing gloves.” 

Waterproof, shock resistant and
shatterproof, the Qmountz protective
casing is suitable for water and winter
sports, as well as bikers and climbers who
want to use their iPhone as a GPS camera.
It protects the phone from ice, snow, sand,
dust, smoke and mud, damage from falls
of up to one metre and diving down to
three metres.

Qmountz comes with a range of
holders, allowing an iPhone to be
carried close to the body or mounted
on smooth surfaces such as helmets,
windows and surfboards. It also includes
a clamp mount for handlebars and a
screw-on fisheye lens.

VIEW
Offering a step into the future is Q-VJU,
polarised sunglasses with an inbuilt HD
720p camera, which, located between the
eyes, allows for the ultimate in-the-moment
point of view. Cycling, kayaking, fishing or
trekking, the possibilities are endless and the
lenses block out 100 per cent of all UVA,
UVC and harmful blue light up to 400nm
protection. The user-friendly start button is
blended into the decorative icon - simply
press to start video recording or AV out.

Moving things up a notch is the Q-
FHD, a high performance, fisheye camera
that’s waterproof to 10 metres. It records
in full HD (1080p) format, at 60fps in slow
motion, and has an easy one-button
operation. It includes four different
mounts for fixing the camera on helmets,
goggles, vehicles or sports equipment. 

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

WANTS TO PLAY
As the extreme sports market continues to
grow, Louise Ramsay talks to Maptaq
director David Cato about potential new
revenue streams for retailers

“AT ISPO
THERE WERE
FIVE HALLS
FULL OF
PRODUCTS.
EVERYONE
WANTS TO BE
SEEN IN THE
BRANDS”
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From woolly fashion to the ski slopes, the innovative 
C-ZIP gloves from 10 Peaks are designed for those 
who love to get active in the great outdoors -
particularly skiing and snowboarding. 

An innovative zip fastening across the knuckles enables
full finger use for more dexterous activities, negating the risk
of dropping or losing a glove. Featuring a high quality, all
weather zip that easily allows the wearer to swap between
gloved and ungloved modes, there is a fantastic simplicity
behind the easy operation of these innovative products. 

10 Peaks has a huge presence amongst a diverse
range of clients and customers. Dan Harrison, sales and
marketing director at ski accommodation brand
ChaletFinder, says: “The C-ZIP glove is brilliant for when
you’re out on the piste. Constantly having to remove
gloves to either take a few snaps of friends and scenery,
to adjusting straps and buckles on our gear, dropping
them and having to keep your balance while picking
them back up, regular gloves can be a real issue, but not
with the 10 Peaks C-ZIP range.”

HAND IN GLOVE

Anyone can come a cropper wearing a pair of
skates, so there are always opportunities to

get in on the trend without investing in
the skates themselves. Helmets and
pads are suitable for use on
skateboards, scooters, skates and
even bikes for younger children. 

K2 offers a range of products,
including the K2 Alexis wrist
guard, which offers great
protection for women. It features
elastic straps for a great fit and

breathable mesh to keep cool. For
men who are just starting out in inline

skating, the K2 men’s Moto inline skate
protective pad pack includes wrist, elbow

and knee pads. Each pad provides durable
protection and comfort, is made from
breathable mesh fabric and has longer elastic
straps. For children, the K2 JR varsity girl’s
and boy’s skate helmets, designed with
removable pads and adjustable chinstraps,
are bright with cool graphics.

INLINE
SKATING
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WINMAU
SCOTT

WAITES
DARTS 

SCOTTY ‘2 HOTTY’
WAITES IS THE 2013

LAKESIDE WORLD
CHAMPION AND A

BDO WINMAU WORLD
MASTERS AND PDC

GRAND SLAM WINNER.   

These darts will help you
emulate his scorching
performances on the

oche. Manufactured in
Winmau’s class-leading

tungsten facility, they
provide a perfect

combination of grip,
balance and

aerodynamics. In fact,
they’re so hot your game

will be on fire. 

For more information 
call +44 (0) 1656 767042

or email
info@winmau.com  
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MANUFACTURED IN
WINMAU’S CLASS-

LEADING TUNGSTEN
FACILITY, THEY PROVIDE A

PERFECT COMBINATION OF
GRIP, BALANCE AND

AERODYNAMICS

RETRIEVER SPORTS
RETRIEVER SPORTS IS A FAMILY OWNED DARTS
MANUFACTURER THAT’S BEEN IN THE DARTS INDUSTRY
FOR OVER 40 YEARS. IT
HAS A WIDE RANGE OF
QUALITY PRODUCTS,
INCLUDING FLIGHTS,
BARRELS, SHAFTS AND
ACCESSORIES, ALL OF
WHICH ARE PRODUCED
AT THE COMPANY’S
FACTORY IN SLOUGH. 

Retriever Sports helps
wholesalers build their own
brand by customising any
product. It also sells its
own fully packaged brands
Elkadart and Pentathlon,
and has recently become
the UK distributor for the
MasterDarts brand, which is
home to Michael van
Gerwen, currently the best
player in the world.

For more 
information email
sales@retrieversports.com 
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TEAMWEAR

over the last five years, the focus
of the business has been product
supply rather than marketing. 

DECISION
“Back in 2000 the retailers we
approached were not keen to take
in a new brand at the expense of
the traditional cricket brands that
had been around forever,” Newell
says. “So we took the decision to
sponsor the likes of Lancashire,
Yorkshire and Surrey in order to
gain the exposure we needed. 

“Recreational cricket clubs very
quickly decided that if our

clothing was good enough
for professionals, then

perhaps they should give
it a try. At one point we

were official suppliers
to seven of the 18

first class counties
and this led to a

customer base
of hundreds 
of clubs all

over the UK.
Fortunately, most

of them are still our
customers today. The

county deals do not make
much financial sense any
more, so we concentrate
heavily on the amateur
market.”

As the sports trade
became more aware of the
brand in both the
professional and amateur
arenas, an increasing number
of retailers started to
contact Exito. “I think many
retailers, especially the
independent ones, began to

Exito managing director Stephen Newell
talks to Louise Ramsay about why it makes
sense for retailers to buy teamwear from a
smaller, independent supplier

notice that their local cricket clubs
were favouring our kit,” Newell says.
“We were supplying clubs direct,
but we began to get calls from
retailers asking if we would supply
them at trade prices, which we
were obviously happy to do.
Nowadays it is always something of
a compliment when we get a call
from a new retailer who tells us that
one of their customers has asked
for Exito specifically.”

REPUTATION
Newell has been a lifelong cricket
player and supporter, hence the
cricket specialism, but while some
cricket brands also sell equipment,
Exito has only ever supplied
apparel. “We wanted to stick to
what we know,” he explains. “I had
worked for 10 years in sportswear
manufacturing prior to founding
Exito and learnt a great deal about
fabrics and garment structure. I
wanted to produce the best kit
possible and we have worked hard
to build up a reputation for quality. I
wouldn’t want to mess with that
now by diversifying into too many
other areas.

“The products we supply to the
public are the same as those that
we have always supplied to the
county sides. With any new
garment, we would always ask the

“I’M NOT
MOTIVATED
TO PRODUCE
LOWER
QUALITY
PRODUCTS
JUST TO
SELL MORE”

is not always

50 Follow us @SportsInsightUK

hen Stephen Newell set
up his sports clothing
brand 15 years ago, it
took a while to build up
the retail business.

With an aim of supplying quality
apparel to cricket teams, he found
that most retailers weren’t quick to
switch suppliers, but by sponsoring
county cricket clubs he began to
build a strong customer base. Now
he supplies over 50 retailers and,

W

Teamwear Intro_SI Template  03/09/2013  14:39  Page 1



pros to wear test them, provide us
with feedback and help us to
develop our range further. As a
player, I’d never sell anything I
wouldn’t want to wear myself. I do
get told by both our staff and
factories that I can be too fussy,
but I believe that it is worth
paying attention to detail.”

The end result means
things may cost a little bit
more, but this isn’t a
problem for Newell: “We
sometimes get told we’re
expensive, but I don’t make
any excuses. It is down to the
fabric really and the cut of the
garment. We always use the
best fabrics available and take
great care in how something
actually fits. People will always
want high quality. Through the
years some clubs might have
switched to a cheaper option, but
then they’ve come back to us.

“That is hugely rewarding, as it
shows us we must be doing
something right. It is really satisfying
when somebody tells us that it is
the best kit they have ever had. I’m
not motivated to produce lower
quality products just to sell more.”

Apart from the excellent quality,
another benefit of buying from a
smaller teamwear brand, as
opposed to a huge
supplier, is the
personalised service.
“Most retailers will
deal direct with
me,” Newell
says. “I like
to build a
good
relationship
with people
and give them
exactly what they
need and when.
Even if someone wants only 
one shirt, we can do it.”

CHANGE
Indeed, the individual order is
ironically becoming crucial to
teamwear sales. “The
amateur market is now
beginning to change a little,”
Newell says. “Originally we
had one point of contact at
a school, club or university,
who would put together an
order for everybody. Now
more and more clubs are
asking us to provide them
with a page on our website
so that club members can
order and pay individually. 

“I know that
many retailers have provided this
type of service for some years, but I
think it is only going to become
more popular. It is almost obligatory
now to have your club badge on
your shirt at all levels of cricket and

we are looking to work with
more retailers who have

access to personalisation
services, not only to

reach more clubs, but
to provide a quicker

service to the
ones we already

supply.
Hopefully

this will
also give
retailers
the

opportunity
to gain further

sales of footwear
or equipment.”

Certain elements of the
teamwear market may be affected
in this internet age, but Newell
insists some parts of the
purchasing process will always
remain constant: “There is too
much of a desire for everything to
be instant now, but that is not
possible where embroidery or
printing is involved. More
importantly, people will always want
to touch, feel and try on.
Fortunately, this means that quality
of product and great customer
service will never go out of fashion.”   

IN SEASON
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Swim Snorkel

The swim snorkel has been designed to allow the swimmer to focus on their swim technique 
rather than their breathing action.

Air is drawn in from the back of the head, while expelled through a valve in the mouthpiece. 

Securely wrapping around the head, the swim snorkel allows the swimmer to keep their head 
below the surface and to concentrate purely on correct body rotation, balance and alignment.

The snorkel is able to ‘swivel’, which means that it is both easy to pack away and to speak 
with the coach in between laps.

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

»
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For more information call 020 8886 2715
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THE PERFECT
ADDITION TO

ANY HOME GYM 
THE HUMBLE HAND

WEIGHT HAS LONG BEEN A
STAPLE FOR ANYONE WHO

WORKS OUT AT HOME.
VERSATILE AND EASY TO

USE, THEY’RE PERFECT FOR
TONING EVERY PART OF
THE BODY, WHILE BEING

SMALL ENOUGH TO BE
EASILY STORED.  

Inexpensive and durable, the
York range of dumbbells caters

for all abilities and come in a
variety of different weights.

Easily stackable, they can be
sold with a storage rack in a set

or individually, depending on
the customer’s needs. The

racks are also a great way to
display the dumbbells within a

retail environment. 

For more information about
York’s range of hand weights
email retail@yorkfitness.co.uk

or call 01327 701800.

|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||
IRON GYM
IRON GYM PRODUCTS ARE MULTIFUNCTIONAL,
EASY TO USE AND AFFORDABLE IMPULSE
PURCHASES, WITH AN AVERAGE CONSUMER
PRICE OF £29.90. 

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

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

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

INEXPENSIVE AND
DURABLE, THE
YORK RANGE OF
DUMBBELLS
CATERS FOR ALL
ABILITIES AND
COME IN A
VARIETY OF
DIFFERENT
WEIGHTS
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THE
LEGENDARY

OPTIMUM
TRIBAL

RUGBY BALL

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

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

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

For more information 
on the Tribal rugby ball
or any of the Optimum
range call 01942
497707 or visit
www.optimumsport.com 

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

SHOCK DOCTOR GEL
MAX MOUTHGUARD

SINCE BEING AWARDED ITS FIRST
MOUTHGUARD PATENT IN 1992, SHOCK

DOCTOR HAS NEVER STOPPED INNOVATING.

The always reliable, never fail Gel Max
mouthguard strives to deliver all the essentials

- from protection to comfort. This multi-
material mouthguard is easy to use and a

universal fit for all ages.

It features a Gel-Fit liner for a tight,
comfortable fit; an integrated lip guard that

protects both the upper and lower lips; an
exoskeletal shock frame that provides impact
protection for the teeth, jaw and brain; and a

triple layer design for maximum protection, fit
and comfort. 

The Gel Max is also convertible for use with or
without a strap. You can even personalise the

mouthguard by choosing from one of the
various colours available.

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

HAS NEVER
STOPPED

INNOVATING
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IN SEASON RUGBY

TROLLEY DASH
|||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||lll
1.  KETTLEBELLS. RETAIL@YORKFITNESS.CO.UK
2. KNEE SUPPORT. SHOCK DOCTOR. INFO@HY-PRO.CO.UK
3. TOTAL BODY PACKAGE. INFO@LIVE-ON-THE-EGDE. COM1

2

USN PROTEIN
FLAPJACK
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COMPRISING 22 GRAMS
OF QUALITY PROTEIN

PER BAR, USN’S NEWEST
PRODUCT WITHIN ITS

BAR AND BEVERAGES
RANGE IS IDEAL FOR

ANYONE WANTING AN
INDULGENT AND

CONVENIENT SNACK ON
THE GO.

With the hectic lifestyle
many people have today,

along with the increase
in convenience foods,

USN’s Protein Flapjack is
the perfect solution to

these problems.
Containing over 30 per
cent healthy oat flakes,

it’s available in raspberry
flavour in boxes of 12

bars.

For more information visit
www.usn.co.uk or call

0845 1800556.

TEAM COLOURS
TEAM COLOURS KNOWS THAT
GETTING EXACTLY WHAT YOUR
CUSTOMER WANTS CAN BE DIFFICULT,
WHICH IS WHY THE COMPANY
CUSTOM MAKES RUGBY KITS TO YOUR
EXACT SPECIFICATION. 

Using its designer tools, you can 
pick from a range of colours, styles 
and fabrics to match exactly what 
they are looking for. Team Colours 
also offers a sublimation service,
meaning that when it comes to
designing the perfect rugby strip 
the only limit is your imagination.

Why not take a look at the custom
hoodies and onesies as an excellent
addition to a team order? With all the
custom options available, making your
customer’s team stand out both off
and on the pitch is easy.

For more information call +44 (0) 1920
876 240, email trade@team-colours.co.uk
or visit www.team-colour.co.uk

3
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If you wish to speak with a local sales rep, see details below:
London and South East: Bob Ludlam. 07973 394004.

Midlands and North: Daniel Hume. 07960 013475.
South West and Wales: Michael Morgan. 07973 802986.

Scotland: Eric Muir. 07940 598779.
All Ireland: Brain Hutchinson. 07595 543835.

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

UHLSPORT TC PRO 
THE TC PRO IS A TOP MATCH BALL THAT IS FIFA
APPROVED. IT HAS A TRICOCEPT DESIGN WITH A
PATENTED TC PANEL CONSTRUCTION. 

The ball has a new high air retention bladder, which
allows for the best playing characteristics. The four
layers of PES lamination create a soft and durable ball.
This ball is visually pleasing - from the design to the
playing characteristics.

FANGMASCHINE AQUASOFT HN ION-MASK
This unique Fangmaschine design with classic Aquasoft
colour combination was released in May 2013. 

The inner seams and flexible thumb structure provide
excellent grip, but it is the special ion-mask finish, which
reduces water absorption, that makes this glove
comparatively light in wet conditions. The special 3D
embossed latex and impact absorbent shock zone
creates excellent punching properties.

To explore the entire Uhlsport range call 08448
849861 or email sales@uhlsportuk.com. You can also
contact your local sale representatives:
London and South East: Bob Ludlam. 07973 394004.
Midlands and North: Daniel Hume. 07960 013475.
South West and Wales: Michael Morgan. 07973 802986.
Scotland: Eric Muir. 07940 598779.
All Ireland: Brian Hutchinson. 07595 543835.
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UHLSPORT
THIS YEAR UHLSPORT HAS INTRODUCED 

THE UNIQUE FANGMASCHINE DESIGNS
FEATURING BRIGHT, EYE CATCHING 

COLOUR COMBINATIONS. THE RELEASE 
OF THE FANGMASCHINE ABSOLUGRIP

SURROUND, FANGMASCHINE SUPERSOFT 
AND FANGMASCHINE STARTER SOFT IN 

RED, WHITE AND SILVER COVERS THE 
KEY PRICE POINTS.

The Fangmaschine Absolugrip Surround is a
top-end glove with special features such as a

surround cut for perfect all-round grip.
The 3D embossed and impact absorbent

SCHOCK ZONE on the back hand
provides excellent punching properties.
Available in sizes 8-11. Retailing at £89.99.

The Fangmaschine Supersoft is a mid-range
glove with a Supersoft red palm. This glove also

contains 3D embossed latex. Available in
sizes 6-11. Retailing at £44.99.

The Fangmaschine Starter Soft is an
introduction glove with a Starter Soft latex

palm. Available on sizes 3-11. Retailing at £12.99.

For more information call 08448 849861 
or email sales@uhlsportuk.com
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HERITAGE | PERFORMANCE | RESPECT | AUTHENTIC | CONTEMPORARY

Scotland - Eric Muir - 07940 598779 | All Ireland - Brian Hutchinson - 07595 543835
London and South East - Bob Ludlam - 07973 394004 | Midlands and North - Dan Hume - 07960 013475
South West and Wales - Michael Morgan - 07973 802986 | You can also contact us on 08448 849861 or sales@uhlsportuk.com
www.spalding-basketball.com

facebook.com/Spalding.UK @SpaldingUK

– Spalding carries the whole range of authentic basketball equipment. 
From top performance basketballs, portable basketball systems to the perfect teams sport equipment. –
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he ability with which
consumers can obtain
information about a product
is now fast and convenient.
The use of smartphones and

tablet PCs in a retail environment has
meant radical changes have taken place
on the high street. The act of checking
features and prices in a physical store,
but making the purchase online and
often from a different retailer, has been
dubbed ‘showrooming’ and is one of the
major challenges facing retailers.

Competing on price alone has never
been a key driver in the independent
sports retail sector, as many consumers
are looking for a different experience than
that offered by the major chains. This
provides an opportunity for smaller stores
to effectively combat showrooming using
a number of techniques.

NEEDS
Understanding a customer’s needs is the
key to making showrooming work for a
retailer. Ask yourself why customers are
showrooming. Does your website have
enough information to entice a
customer into the buying phase while
they are in-store? Perhaps you could
introduce a loyalty cards scheme or
increase the number of staff able to
assist customers during peak periods.
The ‘click and collect’ services that most
large chain stores offer is another highly
effective way to reduce showrooming.

According to a 2012 study by
consumer ratings firm Nielsen, shoppers
rank traditional retailers much higher
than online ones when making
purchases. 69 per cent believe bricks
and mortar stores are the most reliable,
while 77 per cent rank them as the
safest way to make a purchase.

Mark Lewis, online director at John
Lewis, told Advertising Age magazine:
“Although we can’t predict the future of
the high street, we see showrooming as
an opportunity. We encourage
customers to test us on our ‘Never
knowingly undersold’ price commitment
and adding wi-fi to our shops makes it
even easier for them to do so.”

Chris Copeland, CEO of media
company GroupM Next, adds: “Consumers
have shifted their path to purchase to
include the store as a step, but not
necessarily the final step, and this will likely
continue to increase over time. Brands

T
need to think about how showrooming
can be used to their advantage to
navigate would-be buyers to a checkout
location, be it in-store or online.
Showrooming is a label for a massive
consumer behaviour shift brought about
by the ease of access to information on a
mobile device. Brands that sit on either
side, be it as the physical store or the
online merchant, have multiple
opportunities with this consumer change.”

Retailers have realised that once a
potential customer enters their store, they
must do all they can to keep their attention.
Offering free wi-fi is a popular option,
as this creates a connection with
these consumers. Using this
channel to direct real-time
coupons to their mobile
devices is being
successfully tested by
a number of retailers.
The use of apps and
the ability to perform
in-app purchases is
also effectively
combating
showrooming. 

COMPETING
For smaller sports
retailers,
competing with
their larger
neighbours, as well
as the many online
stores, can seem
like an almost
unwinnable task.
Matthew Froggatt,
chief development
officer at research
firm TNS, explains:
“Mobile might seem
like the enemy -
opening up the retail
environment to a
potentially limitless
range of competitors.
However, the key for
brands and retailers is to find ways
to make buying in-store the
convenient option. 

“Anything that saves the
consumer time, money or angst
will help reduce the flow of
people out of the shop to
purchase elsewhere. In
understanding exactly how

How to combat
SHOWROOMING
The phenomenon may have become the scourge of the high
street, but retailers aren’t powerless to act, says Dave Howell
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consumers are using their mobile in-store,
brands and retailers can improve their own
offering - whether through apps, mobile
coupons or simply greater provision of
information - and begin to nudge shoppers
back towards the tills.”

Peter Luff, president at Ipsos Retail
Performance, a specialist in retail footfall
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counting and customer insights, adds: “The
most important thing of all is to test the
shopping experience so that tweaks and
changes can be made to ensure the best
possible experience is being provided.
Also, think about keeping the experience
fresh. Staff with excellent people skills can
be the greatest asset in this area. This is
still an attribute that online cannot yet
repeat with much empathy.”

What is clear is that showrooming
activity will increase as, according to the
Office for National Statistics, less than half of
smartphone users have accessed the
internet on their devices. As the rest
discover their favourite retailers online via
these devices, only retailers that are ready
and waiting to offer the best deals - not
necessarily at the cheapest prices - a
seamless customer experience and an
understanding of their motivations to buy
will not only successfully combat
showrooming, but turn it to their advantage.

SUFFERING FROM ‘SEE AND TOUCH’
AND THEN ‘BUY ONLINE’
“The classic example is a golf shop attached to a driving range that opened a
new superstore a few miles away from a big American Golf store,” Alex Johns,
co-founder of retail specialist Worth, says. “The new store suffered from ‘see
and touch’ and then ‘buy online’ and was losing punters to American Golf. 

“By changing the in-store experience dramatically to ‘try the clubs before
you buy’ marketing offers, providing trained PGA golf staff to custom fit clubs,
offering a loyalty card giving bespoke offers based on the clubs and balls used
and implementing a focused sales effort they managed to increase conversion,
reduce showrooming and, in some cases, charge more than American Golf.”

Another example comes from Richard Cottrell, sales and marketing director at
Vista Retail Support, an IT service and support organisation dedicated to the
retail market: “Take the case of a cycle shop. By proactively inviting customers to
talk to them if they believed they could buy cheaper elsewhere, it initiated a
conversation in which the retailer might well be willing to compromise on the
initial purchase price. 

“More importantly, it created the opportunity to emphasise the range of
value-adds that buying online simply cannot match, from ensuring the right
size and setting up the bike correctly, to innovative support initiatives such as
safety courses for children, special servicing deals and sponsored cycle clubs.
This also required a change of mindset in which the in-store representative
moved from order taker to salesman.”
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Your social media presence isn’t
going to make you rich overnight,
says Ian Tomlinson, CEO of Cybertill
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CRITICAL POINTS
For me, the Custora report contains
two critical points. Firstly, do you
measure your marketing campaigns, so
you know what activities work best for
your business? If you do, you might be
surprised - or you might not be - that
social media isn’t going to make you
rich overnight. 

The second point is if you are on
social media purely to sell things, find
another way because it won’t work for
two main reasons - people don’t go on
Twitter to be sold to and you rely on
people looking at Twitter at the right
time just to see your tweet. It might be
there for a second, but then it is buried
under a tsunami of other tweets.

as your retail business got
a Twitter account or a
Facebook, LinkedIn or
Google Plus page? Most
retailers have nowadays,

but whether they post to them on a
regular basis is a different matter. 

If your business has not got a social
media presence, do you feel left out or
somewhat incomplete? Or, more
importantly, are you made to feel that
way by consultants, other businesses,
customers or staff? 

INCREASING PROFITS
Surely everyone has a social media
presence because it is adding to 
their bottom line and increasing their
profits? Not quite. 

Social media is a great way to
engage with customers, suppliers, 
peers and so on. But does it add
revenue to your bottom line? Not
according to a study carried out by 
a company called Custora. 

The best ways to drive custom to
your shop or website are the ‘old
fashioned’ digital tools such as email,
optimising your website (search engine
optimisation) and Google AdWords. 

The study analysed over 72 million
customers shopping online and
Facebook and Twitter hardly registered
in terms of driving and making sales. But
customers who received an email were
nearly 11 per cent more valuable than
average. Email also generated around
7.5 per cent of new customers (Google
or organic searches was top with 15.8
per cent), whereas social media scraped
in at under 0.25 per cent. 

H
“CUSTOMERS
WHO RECEIVED
AN EMAIL WERE
NEARLY 11 PER
CENT MORE
VALUABLE THAN
AVERAGE”

E-TAILING
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Bottom 
line benefits

MILLION

CUSTOMERS

SHOPPING

ONLINE

EMAIL ALSO

GENERATED AROUND

OF NEW CUSTOMERS.

GOOGLE OR ORGANIC

SEARCHES WAS TOP

WITH 15.8 PER CENT

7.5%
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Discover the full imprintable teamwear range at:

SPALDINGEUROPE.COM

PenCarrie  
T: 0800 252 248

Ralawise
T: 0800 212 180

Ralawise Ireland
T: 1 800 599599

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

®

ADVANCED FABRICS FOR 
UNRIVALLED CONTROL AND 
OUTSTANDING PERFORMANCE.

FULL RANGE OF  
COLOURS & SIZES

DESIGNED TO  
BE DECORATED

ALL COLOURS 
RETAINED FOR 
MINIMUM 3 YEARS

ALL GARMENTS IN 
STOCK & READY 
FOR DISPATCH

ALL GARMENTS 
ARE ETHICALLY 
MANUFACTURED

Prestige Leisure 
T: 0800 652 1234

Distributed in the UK by: 

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



he last few years have seen
the rise of marketplaces on
eBay and Amazon, as well
as others such as Play.com.
There are tremendous

benefits with marketplaces, but there
are some downsides too. However, a
marketplace can be a useful adjunct to
your own web store. 

Forbes magazine states that eBay
has around 100 million current users in
the world. There are around 200 million
products listed at any one time and
over 10 million of these are added or
delisted each day. eBay itself says that
around 100,000 buyers join each day. 

The UK boasts to the order of 16
million eBay visitors per month, so it has
a major share of total sales and some
entrepreneurs have achieved fantastic
results. eBay recently stated that five
businesses had made more than £1 million
sales in their first year and it expects a
tenth of businesses to eventually achieve
sales of over £3 million.

Around 30 per cent of sales on the
Amazon platform are third-party sales
(ie, made by merchants other than
Amazon). The percentage is roughly
static and so third party merchant sales
are growing at the same outstanding
rate - around 40 per cent - as total
Amazon sales. It should, however, be
noted that the number of people selling
on Amazon has also grown substantially,
so the average merchant has not seen
the same growth as the platform. 

When you compare Amazon with
Walmart, the world’s largest retailer,
you see how phenomenal its business
performance is. Amazon has grown
much more rapidly in its first 15 years
than Walmart did in its formative stage,
so there’s an argument to get onside

T
with Amazon while there is still time.

Selling on Amazon or eBay is like
taking on a franchise. They provide a
lot of support, but you have to play by
the rules, with the franchisor taking a
big share of the spoils. These
marketplaces can let you both build
and expand your business, but make
sure you own the long term value. The
tips here try to enable you to take
advantage of the opportunities while
minimising the risks.

PROMOTE YOUR OWN STORE 
It may be a good idea to think of
marketplaces a little like advertising - you
are promoting your products and service
for a price, generally the listing or
commission fee. Maximise the opportunity
by including a flyer or marketing brochure
for your own store, possibly with a
discount for coming direct.

UNDERSTAND THE BENEFITS
OF MARKETPLACES 
Marketplaces enable you to start getting
visitors straightaway and hence to start
selling quickly. This is a huge benefit and
is the reason why large numbers of
merchants have started selling online
through this route. 

Many merchants with their own
websites also sell through Amazon,
eBay and others. Many new start-ups
are initially weak in marketing and that’s
where the marketplaces help. Tens of
millions of buyers search them every
month, so if you have the right products
at the right price with great service, you
will make sales. 

Other reasons for using marketplaces
include the following: 
● Low start-up costs, because no

Considering setting up shop in an online marketplace?
Read Chris Barling’s eight simple steps to success first
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money needs to be spent on
marketing or technology. 

● You are effectively addressing a
captive market of people already
searching on the marketplaces.

● Payment options have already 
been sorted out.

● You can choose between auctioning
products and fixed price sales 
(eBay only).

● Extra services are provided, such as
leaflets that can be dispatched with
orders, emails promoting repeat
business (eBay only) and provision 
of business loans for expansion
(Amazon only).

● Fraud protection.
● A community of other merchants 

who can help.
● Provision of warehousing, 

picking and delivery service 
(Amazon only). 

THERE ARE ISSUES 
WITH MARKETPLACES 
The benefits are straightforward, so it’s
worth outlining the problems. First there
is the cost. The transaction and listing
fees are expensive. The second issue is
control. You must obey the strict rules of
the marketplaces or your business can be
suspended in an instant. This last
disadvantage would be comical if it
wasn’t so real. It’s not hard to find stories
of merchants who have been cut off in
their prime if you search online. That’s
why I strongly advise businesses never to
rely solely on one marketplace.

KEEP THE RISK 
UNDER CONTROL 
It is certainly possible to build a business
just on marketplaces and it can be an
excellent strategy to get started. But the
downside risk is real, so it’s important to
grow into other channels, such as your
own standalone ecommerce store, as you
become successful. 

The reasons to go beyond marketplaces are: 
● To find channels where higher margins

can be sustained by avoiding the fees
and unrelenting pricing pressure. 

● To reduce the risk.
● To expand sales. 

You need to always be looking for
changes to get to a more successful
formula and to minimise risk. Harvard
Business Review studied successful
entrepreneurs a few years ago and
found they weren’t blind risk takers. One
of the common factors among the most
successful was a good ability to assess
risk. The danger with marketplaces is
that you build their business more than
your own.

UNDERSTAND THE 
PRICING DYNAMIC 
Due to the competition, prices on
marketplaces are generally lower than on
alternative channels, although a few

OPEN TO THE
WORLD

Chris Barling is co-founder and chairman of ecommerce software and EPOS
systems supplier SellerDeck and has over 17 years’ experience of helping
small and medium size retailers with advice on trading online.

In his third book he shares the basic steps to setting up shop on the web,
together with the key lessons he has learned that can make the difference
between success and failure. The 440-plus tips are organised into a series of
nine sections, so that it’s easy to dip in and out of.

The paperback edition is £12.99 from www.sellerdeck.co.uk/insider and a
Kindle version is also available on Amazon for £6.49.
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as quickly as you can to incoming
orders and never be found

selling items 
that are out of stock.

Good packing
materials are a must,

as nothing destroys
more value than

the delivery of
damaged

goods. Your
quality of
carrier is
critical for
speed,
certainty
and
quality.
You will
find some
carriers
sometimes
claim to

have left a
card at a

customer’s
premises, but

haven’t even
been there. The

turnout of the
driver and van, the

persistence in trying
to get the door

answered and their
collection of a proof 

of delivery or leaving a
card all make a massive

impression, so watch 
them like a hawk. 

Offering a ‘no questions’
refund for a reasonable time is

well worth the cost, as it
minimises time, morale sapping

disputes and negative feedback.
Good service is impossible to
overemphasise. Unfortunately, it’s
all about huge attention to detail
and hard work. 

CONSIDER EXPORTING 
It’s easier to start selling
overseas on a marketplace than
from your own store, as you
don’t need to market in the
overseas territory. Generally, the
marketplaces will be much more
trusted than a site found
overseas on Google and a lot of
the needed infrastructure is
already in place. 

 Just remember that the cost 
of shipping is usually much greater.

You must allow for some non-payers
and potential fraud risk too. Some of 
the most successful eBay-based
companies have developed exports 
as a very major part of their business.
eBay states that 98 per cent of
businesses turning over more than 
£1 million boosted takings through
overseas sales. The top export 
markets for UK retailers are the 
United States, Ireland, France, Australia
and Germany.

merchants can manage to achieve
higher prices to offset the fees. 

The fact it is so easy to
start up on eBay and
Amazon is a double-
edged sword. eBay
and Amazon help
to level the
playing field
with the big
boys, which 
is good.
Against this
is that they
encourage
swathes of
new, naive
sellers. A
lot of
these are
new to
business
and think
they should
compete by
having low
prices. They
don’t last long,
as they lose
money for a while
and then drop out.
Unfortunately, they
are then replaced by
more of the same. In the
meantime they devastate
everyone’s margins.

GETTING YOUR
PRICING RIGHT 
To get your pricing right you
first need to understand your
own costs, including aspects 
like labour, returns, charge 
backs, breakages, packing
materials, delivery and market
place fees. You cannot scrimp, 
as poor feedback will destroy 
your business. 

Look at the same or similar
products to your own and track
the high and low prices over time.
Keep this in a spreadsheet or
database, so you have a
reference when setting your
prices. Remember that loss
leaders are simply likely to be
loss makers when most people
are looking for only one item. The
only excuse to sell at low prices is
to do so for a limited period in
order to build up substantial
positive feedback prior to moving to
realistic prices. 

PROVIDE GREAT SERVICE
Great service on marketplaces is 
the single most critical factor. It 
means packing items well, dispatching
them promptly and using good couriers
to ensure they arrive on time and in
great condition.

The principle applied by the
marketplaces is that the customer is
always right. Customers rate you and

even when you are almost perfect a few
misguided individuals will still give you
poor ratings. If you get many low
ratings you will get almost no orders
and below a certain threshold you will
be thrown off the platform. So respond
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After my recent health scare (impacted
bunion) and my assistant Norman’s
threatened resignation, I got to thinking
what would happen if we were both
away from the shop at the same time for
a while - like if we were simultaneously
struck by a minor asteroid.

My wife Doreen suggested it might be
a good idea to write a simple guide to
customer behaviour for the benefit of any
newcomer to the shop in the future, plus
some idea of where we hide the petty cash
and how to get out of the lavatory if the
lock jams. So that’s what I’ve been doing
after supper all this week.

VIOLENT
I was surprised to find how neatly most of
our customers fit into various categories,
from tiresome and irritating to downright
bloody-minded and even, on rare
occasions, violent.

A man once kicked Norman quite
hard on the ankle after he pointed out
that the man’s daughter wouldn’t get
into any of our special offer Venus
Williams sweatshirts unless she lost at
least four stones by the time the offer
ended at lunchtime.

I would say that in a case like this
never say: “Calm down”. In the history of
the world, so far as I know, saying calm
down has always made things a darned
sight worse.

Fortunately most of our customers are
non-violent, but still need handling with
care and these are some a newcomer
would need to watch:

Bossy types have only made one
mistake in their
lives - they once
said they were
wrong when they
were right. They
know exactly what
they want. All you
need to do is
confirm they’ve
made the right
decision - usually
it’s the wrong one -
and congratulate
them on their perspicacity. 

Grazers and browsers usually don’t
need or want anything, but just come into
the shop smiling vaguely and have a gentle
swing with a golf club or cricket bat. They
say things like: “I expect the recession must
have affected you by the looks of it” or
“Where is the nearest public toilet?”. Then
the wife says: “I think the rain’s easing a

bit,” and they toddle off.
Bargain hunters appear at

sales and clearance events.
They wear tweed caps and
regard every price as a
challenge to beat you
down even further. “Is that
the best you can do,
squire?” they ask.
Norman gets around
this one by saying
he’s not authorised
to make a decision
since the
administrator has
been in and the
manager’s just
slipped out to
the bank to try
to get a
remortgaged
remortgage.

Sociable
types regard
buying
something as a
wonderful chance
to tell us all the
Tommy Cooper jokes
they can remember. And the
answer?  When it gets to: “And have you
heard the one about the one-legged
ostrich?” Norman slips into the stockroom
and rings me on his mobile.

“Sorry, sir,” I say. “Must go. My dad’s
had a nasty fall. The paramedics are with
him now.”

Never ask customers how they are. Not
only will they tell you, but you’ll also have

to hear about the
woman next door
and the man who
went to casualty for
some eye drops and
had both legs
amputated that
afternoon.

Saying: “It
sounds like
something I’ve got.
I’m waiting for the
test results and

shouldn’t be at work, really,” usually sends
them packing.

Rampaging children can be a problem,
particularly if their parents are about to
buy something expensive and the little
mites are hanging upside down from the
home gym multistation power tower. A
surreptitious swipe round the knees with a
hockey stick is effective, but dodgy.
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Under the

TAIL-ENDER

Counter
A sideways look at the world of independent retailing

Retail know-alls, invariably retired
shopkeepers, come in and pretend to
look at our range of golf socks, but really
can’t wait to bang on about how in their
day cash was king and footballers got
twelve pounds a week. Matt Busby and
Bill Shankly wouldn’t take any nonsense
from anyone and we were all the better
for it. If they had actually bought some of
our socks, I might have admitted they
had a point.

PROBLEMS
Why some people regard shops as
somewhere to offload their emotional
problems remains a mystery. Only the
other day a woman buying a strawberry
flavoured mouthguard for her son burst
into tears and asked Norman whether she
should leave her husband, who spent all his
time building model railway engines and
was seldom seen at home.

Norman, who has been secretly
building a plastic scale model Stanier Black
Five locomotive in his garden shed for the
past nine years, said he would be pleased
to have a word with the absentee husband
if that would help.  

But I happen to know it’s only because
he’s hoping the bloke can tell him whether
the firebox door on a Stanier Black Five
opened to the left or the right.

“A SURREPTITIOUS
SWIPE ROUND 
THE KNEES WITH 
A HOCKEY STICK 
IS EFFECTIVE, 
BUT DODGY”
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    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308030d730ea30d730ec30b9537052377528306e00200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /FRA <>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /ENU <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


