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The business case for physical activity beyond sport.



The scale of the problem

1.8B adults not meeting activity
guidelines (WHO, 2024)

81% of adolescents aged 11–17 physically
inactive

75% of NCD-related deaths linked to
physical inactivity

3B people projected inactive by 2030

$67.5B lost annually in healthcare &
productivity (Lancet)

€80.4B annual economic burden in
Europe alone

10–18% higher cancer mortality risk from
sedentary behaviour

↑45% jump in wellness activity costs in
just one year (SRAM)

  Human Cost    Economic Cost   

This is not a fitness problem. It is a productivity, healthcare and economic crisis.



This is not about sport .
It never was.

Every sector has a relationship with movement.
Most just haven't named it yet.

Food shapes what fuels people to move

Mobility determines how people get there

Tech designs the screens people sit in front of

Fashion decides who feels invited to try

The opportunity is not inside the sporting goods industry. The opportunity is everywhere.

shapes what fuels people to move

determines how people get there

designs the screens people sit in front of

decides who feels invited to try

Movement is not a gym membership or a
marathon.
It is not a jersey, a podium, or a personal
best.

It is 15 minutes away from a screen.
A walk between meetings.
A bike ride at the end of a Tuesday.



A coalition that's already moving

60+
Together with the World Health Organization —
first-ever MoU between WHO and a business
federation
focused on grassroots physical activity.

We are not observers. We are participants.

of the world's most
recognised companies
aligned behind a shared
physical activity agenda.

Tecnica Group is part of this. We sit on
the Physical Activity Committee. We
have been at the WHO World Health
Assembly. We were at the FIFA advocacy
event in New York.



What the research says to employers

+15%
average increase in employee productivity from
exercising before work

University of Bristol / Bicycle Coalition

89%
of employers say cycling employees are more energised
at work

Cyclescheme UK, 100+ employers

15%
reduction in prescriptions for
depression & anxiety — people who
cycle to work

University of Edinburgh / Int'l Journal of
Epidemiology, 2024

84%
lower daily CO₂ emissions from
cyclists vs. non-cyclists across all
travel

Brand et al., Global Environmental Change, 2021

10–18%
higher all-cancer mortality risk from
sedentary behaviour

European Journal of Epidemiology, 2022



Three levers any company can pull .

01

Embed movement into the
workday. Active breaks, walking
meetings, subsidised cycling.

ASICS partnered with King's
College London on an 8-week
programme that increased
physical activity in 70% of
participants and measurably
improved mental wellbeing
scores.

Any company, in any sector, can
build something similar.

02

You don't need to be a sporting
goods brand to invest in sport.

Sponsor a local run. Fund a youth
cycling school. Support a
grassroots programme in your
city.

Movement-based sponsorships
build brand affinity, employee
pride and community belonging —
in any sector.

03

Movement is one of the few topics
that is universally human.

New Balance's 'Run Your Way'
generated 7.1 billion impressions
— not because of specs, but
because it said: if you run, you're a
runner.

Your brand can say something like
that too.

Healthy Workplace Community & Sponsorship Storytelling & Brand



What you put on the shelf determines who feels invited
to move.
And who doesn't.Design is policy.

Fashion &
sportswear
as a catalyst.
Clothing is the first barrier to
movement,
or the first invitation.

net sales after launching modest swimwear collection — making
swimming accessible to women previously excluded by traditional
swimwear.

replaced white rugby shorts to remove period anxiety for women
players. Simple design change. Participation increased.

sports bra redesign — because 90% of women wore the wrong size
and it was stopping them from running.

128%

Navy Shorts

43 styles	/	72	sizes



Movement as the new common ground
Physical activity doesn't belong to any one sector.

It belongs to food companies thinking about nutrition. To
mobility companies thinking about commuting. To tech
companies thinking about screen time. To fashion
companies thinking about who their clothes invite to
move.

The sporting goods industry has built the framework. The
data. The institutional relationships. The campaigns.

And the greatest impact will come when other industries
join the table — not as partners in a joint press release,
but as co-investors in a shared agenda.

There is no proprietary insight here —
the evidence base is open, abundant,
and growing. Any company, in any
sector, can access it, cite it, and
build on it.

The tools to act are already in your
hands.

Movement is the one topic where collaboration is not about sharing market.
It is about sharing responsibility.

The research is public.



Every industry in this room shapes
how people move.

Arianna Colombari  ·  Group Communication & Sustainability Director, Tecnica Group  ·  WFSGI PAC Member

The question is whether that’s intentional.

The coalition exists.
The research exists.
The framework exists.
What's missing is you !
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