
The sporting goods industry has an 
opportunity to create real shared value 
throughout society.

© lars Wiskum : new entrepreneurial companies present innovative 
products - some based on new techonology, which motivate and 

inspire the exercise routine.

" Today 40 % of the European Union citizens say they are regularly 
active. However, in some countries the level is more than 60%. We 
should have as common goal to close this gap by having 100 mil-
lion more active in 2020. Such target should be a common goal 
and including various sectors such as ; sport, health, education, 
urban and outdoor planning, transportation and not least the 
sporting goods industry, " says ISCA President Mogens Kirkeby.

The SporTinG GoodS induSTry 
and ncdS
Industry has been trying for years to find ways to satisfy society’s needs while boosting profits. 
Although civil society and government sometimes resist private sector involvement in what they 
consider their " turf ", the good news is there seems to be more appreciation now of what the private 
sector can do in global health. The sporting goods industry can play an important role in health 
improvement around the world, especially in the area of non-communicable diseases, or nCDs.  

by dr. téa collins, Executive Director, The NCD Alliance

THe GReaT ouTdooRS iS The 
SporTS arena of The fuTure 
by lars wiskum, CEO of SportVenture and NaturStadion International Senior Adviser 

In September 2011 the United 
Nations held a Summit on the 
prevention and control of NCDs, 
the second time in history that 
governments have discussed a 
global health issue at such a high 
level. It was a sign that NCDs are 
becoming an important topic in 
the world, but the challenge is too 
big to be tackled by governments 

alone. More than 63 percent of the 57 million glo-
bal deaths each year are attributable to the major 
NCDs, such as cancer, cardiovascular diseases, 
chronic respiratory diseases and diabetes. NCD 
deaths are expected to rise in the coming years. 

The good news is that these diseases can be pre-
vented by addressing their common risk factors, 
such as unhealthy diets rich in sugar and trans-
fats, tobacco use, an excessive consumption of 
alcoholic beverages and sedentary lifestyles. 

The sporting goods industry has an especially 
important role to play here. According to the 
World Health Organization, 3.2 million people 
die each year because of conditions caused 
by physical inactivity, and at least 2.8 million 
people die because they are overweight and 
obese. The obesity epidemic is spreading, with 
some countries having more than 50 percent 
of their population obese. At least 60 percent 
of the world’s population fails to complete the 
recommended amount of physical activity of 
30 minutes per day for five days a week. 

This presents sporting goods companies with 
a major opportunity, particularly in the rich 

An increasing number of people want to be outdoors 
for leisure time activities, physical activities and 
sports in Europe. Running, biking, swimming, walking 
and outdoor fitness activities are listed as the most 
popular sports today. The need for more physical acti-
vity as a part of our daily routines is presenting new 
business opportunities and new players are entering 
our industry.

According to statistics, 200 million are doing sports 
and physical activity on a frequent basis in the EU. 70 million from 
this group are engaged in sports activities through clubs and 130 
million prefer to be physically active without a membership. They 
want to get new inspiration while they do sports outdoors, join a 
fitness club with flexible opening hours or be part of self-organi-
zed running, biking or fitness communities for outdoor activities. 
According to Eurobarometer, 48% of EU citizens prefer outdoor 
exercise to using indoor facilities, when they do sports. 

Borders between training routines for sport at all levels and for 
everyday physical activities are blurring. Grassroot sports are 
becoming main stream and frequent physical training for a good 
health and life can combine traditions within sports with new 
trends of cultural and social habits. Trampolines and bouncy 
castles for kids, new GPS and tracking devices, motivation en-
hancing programs for outdoors, inspirational running and biking 
routes, challenges from social media and many other new areas 
open new product and business opportunities. 

The running industry has experienced tremendous growth in the last 
decades. Now, the biking industry is expected to move forward as 
more and more people will be jumping on the bike – whether it may 
be for transportation, environmental or health reasons. The outdoor 
industry has benefited from increasing interest and search for ex-
periences in nature. Youth-related activities such as skateboarding, 

market of children and adolescents. There is no doubt that positive 
lifestyle changes are beneficial at any age, but exposure to exercise 
and healthy ways of living at younger ages offers the greatest pro-
tection from NCDs. Improving physical activity among children, and 
creating healthy environments through early childhood physical 
activity programs, will have a tremendously positive impact.

Apart from the goods and services it provides to consumers, the 
sporting goods industry can contribute major value as an em-
ployer. Creating a healthy working environment through workplace 
wellness initiatives, such as screening for diseases, tobacco ces-
sation programs, flu shots and lifestyle improvement programs for 
employees, not only prevents diseases and improves productivity, 
it also generates a substantial return on investment at US$3.27 per 
US$1 spent.

The sporting goods industry has an opportunity to create real sha-
red value throughout society. As Michael Porter defined it in a recent 
article in the Harvard Business Review, shared value is " policies and 
operating practices that enhance the competitiveness of a company 
while simultaneously advancing the economic and social conditions 
in the communities in which [the company] operates. " Shared value 
is more than corporate social responsibility, where the goal is just 
to do good. Creating shared value is a true win-win for everyone. For 
companies, it is an opportunity to better connect their success with 
society, opening up many ways to improve efficiency, meet needs 
and expand markets.     ■

parkour, BMX and trial action and street soccer 
are becoming more visible in urban spaces in 
cities. Public institutions, research and educa-
tion centers, user organizations and commer-
cial partners are forming new partnerships to 
find inspiration for new ways of promoting and 
supporting innovative and sustainable deve-
lopment through physical activity.

Sports facilities and sports halls have been the 
traditional center for sports clubs and a frame 
around sports activities. Today, physical activi-
ty is no longer limited by the availability of faci-
lities with walls and ceilings. Nature trails and 
theme routes, mixed with virtual gaming and 
technology based products and events offer 
new outdoor opportunities combining exercise 
and experiences. 

We are facing a worldwide epidemic obesity si-
tuation ; due to lack of physical activity all stake-
holders must find new ways and new products 
motivating more citizens to a healthy lifestyle 
and more sports and physical activity. The spor-
ting goods industry can initiate and support ini-
tiatives locally and worldwide to build platforms 
together with sport- and health organizations, 
NGO's, local communities and others.  ■
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