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INTRODUCTION

INTRODUCTION

Within the last decade, the competitive pressure and struggle for existence
has continuously increased in the retail market. The sporting goods industry
and the companies operating within this branch of trade have been affected,
too; on the one hand, they have to face the consequences of increasingly sa-
turated markets, on the other hand, they have to confront the aggressive price
war of big national and international corporations.

To succeed in this market as a sports retailer, you need to come up with
creativity and flexibility. With the ISPO Academy Retail Booklet we would like
to encourage you to think outside the box and give you new inspirations for
your business. The booklet addresses both future sports retailers thinking
about opening a shop as well as established entrepreneurs who will find new
thought-provoking impulses and ideas. One of the most important goals of the
ISPO Academy Retail Booklet is to foster the transfer of international know-how
and to support your business in the successful positioning within the highly
competed international sports retail market.

Each chapter contains useful tips and interesting statements of shop owners
who have successfully stood their ground on the global market thanks to inno-
vative ideas.

For this reason, the ISPO Academy Retail Booklet is a helpful and inspirational
tool for your prosperous career in the sports business.

We hope you enjoy reading it.

Oliver Balzer

International Retail Manager ISPO
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Before getting started with your own business, it is essential to give thought to
some basic requirements and standards that are involved in opening a shop. In
many countries, the state financially assists the foundation of an enterprise, while
a bunch of different institutions and management consultants offer training and
coaching for the founders of new businesses. This kind of assistance can also be
accessed by entrepreneurs who have been self-employed for a few years.

In Germany for example, the national Board of Trade and the KFW (the national busi-
ness development bank) have founded a program that supports founders of a new busi-
ness and subsidizes consultancy fees up to 90% from the European Social Fund (ESF).

Starting your business with a professional consultancy helps set the course
for successful self-employment. Catch up on the support programs offered by
your country and use them!

CHOICE OF LEGAL FORM

Determining the legal form of your enterprise will result in personal, financial,
fiscal and legal consequences. There is no such thing as the ideal legal form;
each legal form has advantages and disadvantages.

Before making your choice, you should answer the following questions:

e How many persons will act as the founders of the enterprise?

e Who should operate the enterprise?

e How much equity capital can be raised?

¢ Does the enterprise involve a lot of risks and should the personal liability be restrained?
¢ Do you want to avoid formalities in the process of launching the enterprise?
e Should the enterprise have a high quality credit rating?

Fundamentally, the legal form of a shop can involve either the founding of a sole proprie-
torship or the founding of a corporation. As the name implies, a sole proprietorship is ma-
naged and financed by a single person. The advantage of this structure is definitely the
large freedom in decision-making. However, there is a drawback in that the sole proprietor
is fully and solely responsible for liabilities (also taking into account the private property).
For this reason, it is recommended to choose a legal form with limited liability. As the
different legal forms for enterprises vary from country to country, the selection has to
be in tune with the legal requirements of the country in which the shop will be launched.

The first step should be to meet with your tax advisor to discuss and determine
which legal form is the most practical for your specific situation.

More information and an overview on the different legal forms can be found online:
For the USA:

http://www.sba.gov/

For countries of the European Union:
http://europa.eu/youreurope/business/starting-business/setting-up/germany/
index_en.htm
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In the course of business life it can make sense to change the legal form of your
enterprise. For example, it may be that a general partnership is most advantageous
at the start, but that an LLC is a more beneficial form at a later point in time.

DEFINITION OF BUSINESS OBJECTIVES

The foundation for any strategic planning is the explicit definition of your busi-
ness objectives. As an entrepreneur you need to know where you want to be with
your shop in one, three or ten years from now.

Only enterprises with clearly expressed objectives that result in a unique business
strategy will be successful in the long run. A famous Mark Twain quote says: “If
you don't know where you are going, you'll probably end up somewhere else” and
points out why you should define distinct business objectives for your shop.

As a first step, you should determine the individual objectives of your company
and at best differentiate between three categories: long-term, intermediate-
term and short-term objectives. Start with the long-term objectives (Vision &
Mission) and then go for the intermediate-term and short-term objectives. A vision/
mission is not just a great slogan that popped up in your mind along the way. Itis
the most important guideline for your business that you should never lose track
of. A successful vision combines the long-term objective with the shop’s compe-
titive edge and customer’s value, both of which distinguish your shop from the
competitors.

“Visions that are written on Power Point slides or hidden in computers are of
no use for anyone. They need to become a part of your daily routine. Write the
vision on a small piece of paper, put it in your wallet, take it out and read it each
day. Like this, you can control if you are advancing with your vision step by step.
If you didn’t progress within the last weeks, you need to question if you are still
on the right track.”

Prof. Dr. Christian Zich, ppmt Marketing Consultancy, Weibing (Germany)




Examples:

Vision & Mission:

The vision for an online shop specialized in bike equipment could be defined as
follows: “Our vision is to be the only company with a platform that people really
enjoy, where they can find and buy all their bike products immediately, and to
which they return with great memories.”

Short-term and intermediate-term objectives:

They put the vision into numbers and should be expressed SMART.
SMART stands for:

e Specific

e Measurable

e Achievable

e Realizable

e Terminable

The more clearly you define your objectives, the easier it is to review the
achievement of your objectives. There are quantifiable and qualifiable SMART
objectives.

Examples for quantifiable, market-related and financial business objectives:
e Market position (e.g. under the top 5 suppliers within three years)

e Market share (e.g. 5 % market share after the first year)

e Sales target (e.g. 200.000 € turnover in the second year)

e Break-even (moment when you break even)

e Profit target (e.g. 25.000 € profit after 12 months)

Examples for qualifiable objectives that are either focused on the customer or
on the enterprise:

e Customer satisfaction (e.g. shortest response time for customer requests)

e Improved customer loyalty (e.g. turnover per customer raises to 300 €)

e Image (e.g. best rating in customer surveys)

Staff-related (e.g. highest staff satisfaction)

After defining the long-term, intermediate-term and short-term business objec-
tives, the corporate guidelines can be determined. Shop owners should ask them-
selves the following questions that we have answered with examples for a shop
specialized in climbing equipment:

Who are we?
We are a shop specialized in climbing equipment that offers a premium product
assortment.

What do we stand for?
Thanks to qualified advice and service, we stand for highest customer satisfaction.
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What do we believe in?
Webelievein high-quality premium gear thatgets chosenaccording to therequire-
ments of the customer to guarantee as much fun as possible while climbing.

How do we want to be perceived?
We want to be perceived as the meeting point for all climbers that are passionate
about their sport and would like to be advised by qualified staff.

The answers to these questions will help to define the corporate identity and
determine the basic orientation, thus the strategy of a shop.

Basically every enterprise carries an identity from the very start. Whether or
notitis a small core shop or an online shop, every company needs a unique iden-
tity that represents the shop as a brand and distinguishes it from other parti-
cipants (see also chapter 6 - Marketing 6.1.3).

Corporate Identity (Cl) means that the communication and design of a shop and
the behavior of its staff are well tuned before convincing the public, i.e. the con-
sumer. The idea of Corporate Identity is to create a lasting and homogenous
impression.

Therefore, the Corporate Identity involves:

e Corporate Design -describes the visual identity, in other words the homogenous
face of the business (e.g. shop logo, color range, fonts, website, ...)

e Corporate Communication - defines the communication of the shop, in-house
as well as in public (e.g. advertising, public relations, ...).

e Corporate Behavior - regulates the behavior of all people involved, in relation
to each other as well as in relation to the public (e.g. customer talk, reclama-
tions, services, ...).

“When it comes to corporate design, we try to gradually incorporate the Inter-
sport message while enhancing the clarity of ,Simply Sports’. Like this, the
customer sees that we are an independent shop but at the same time part of
the Intersport network.”

Adrian Pointer, owner “Simply Sports”, Oxted (UK)

The Corporate Identity comprises of far more than just the visual performance. It
is the direction, philosophy, communication and the behavior of the shop and its
staff. All of this should be clearly defined, followed and lived by all people involved!

The clearly defined company objectives and the subsequent derived guidelines
as well as the Corporate Identity will help the entrepreneur to follow a conti-
nuous and explicit path when it comes to all questions concerning everyday
business. They define the expectations of the shop and its employees and how
these can be realized. With this foundation, important issues such as marketing
communication and financial planning can be solved smoothly and become more
object-oriented.




