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What Insights? 

Similarities & differences between the countries across key segments:

Section 1 - URS 
- Profile of runner & habits
- Type of running & races

Section 2 - GUILLAUME
- Training 
- Technology

Section 3 - MARC
- Buying habits & brands
- Influences 

Section 4 - Key Take Outs
Urs
Guillaume
Marc

France

Germany

UK



Background – Core Runners 

Methodology

FRANCE  5,890 – data by RunMotion annual Running Barometer 5th edition 

GERMANY   9,650 - data by Runner’s World Germany 

UK   2,000 – data by Sporting Insights with Raccoon Events

Total interviews 17,500+ 

France

Germany

UK



SECTION 1 URS  WEBER



Section 1 - Profile, habits & type of running
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GENDER AGE YEARS RUNNING

Combined sample 17,500+

58%

42%
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How often do you run each week

x3.5

x3.6

x3.7

Average distance per run  

8.5km

10.5km

10.8km

UK

GERMANY

FRANCE

Section 1 - Profile, habits & type of running



WHO DO YOU RUN MOST OFTEN WITH?

      ALONE    RUNNING GROUP/CLUB   FRIENDS 

UK      58%     24%      11%

FRANCE    79%     9%       6%

GERMANY    75%     25%        -

Section 1 - Profile, habits & type of running
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HOW MANY RACES  IN 2024

None 1 to 5 races more than 5 races

Section 1 - Profile, habits & type of running
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PLAN TO RACE in 2025

None 1 to 5 races more than 5 races

Was there a race you 
wanted to enter but was 

already full?

Over 60% - Yes!

Section 1 - Profile, habits & type of running
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DISTANCE OF ROAD RACE in 2024
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Section 1 - Profile, habits & type of running



Section 1 - Profile, habits & type of running

TRAIL ENGAGEMENT

70% FRANCE & UK 

33% GERMANY
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DISTANCE OF TRAIL RACE in 2024

FRANCE UK



AVERAGE ANNUAL SPEND ON RACES

€402 - UK    

€459 - FRANCE

€475 - GERMANY

Section 1 - Profile, habits & type of running



SECTION 2 GUILLAUME ADAM



Section  2 - Training & technology

MOTIVATION FOR RUNNING:

1. My physical health 
2. My mental wellbeing
3. To push myself

MAIN REASON TO START RUNNING:

1. I want to be fitter
2. I wanted to take on a personal challenge
3. I wanted to start a sport & running is accessible

MAIN RUNNING GOALS 2025:

1. Enjoy myself
2. Increase distances
3. Beat my personal bests
4. Train more often

Based on FR & UK



DO YOU USE A RUNNING APP?

UK    86%  

GERMANY 91%   

FRANCE  96%    

Section  2 - Training & technology



WHAT TECHNOLOGY?

1. GPS watch
2. Wireless headphones
3. Smart phone

WHY USE MOBILE APP?

1. View my statistics
2. Coaching following a plan
3. GPS tracking / follow my route in real time

Based on FR & UK

Section  2 - Training & technology
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HOW OFTEN STRENGTH  TRAINING

FRANCE UK

TRAINING
92% FRANCE
94% UK 

Section  2 - Training & technology



Length of training 
session UK FRANCE

Less than 30 mins 34% 22%

30-60 mins 57% 67%

60 mins plus 8% 11%

In France runners train for 
longer sessions but less 
frequently than those in 
the UK .

Based on FR & UK

Section  2 - Training & technology



WHAT IMPROVEMENT NOTICED

1. Better endurance
2. No change
3. I run faster

WHY DO STRENGTH TRAINING

1. Injury prevention
2. Improve performance
3. Diversify training

Based on FR & UK

Section  2 - Training & technology



AVERAGE ANNUAL SPEND

€180 - €230 on training

Based on FR & UK

Section  2 - Training & technology



SECTION 3 MARC ANDERMAN



HOW MANY RUNNING SHOES USED IN LAST 12 MONTHS

UK 

FRANCE

GERMANY 

Section 3 - Buying habits, brands & influences



Section 3 - Buying habits, brands & influences

WHICH PLATFORMS DO YOU FOLLOW FOR RUNNING CONTENT?

FRANCE      GERMANY     UK

1. STRAVA (70%)    INSTAGRAM (81%)   YOUTUBE (70%)

2. INSTAGRAM (65%)  YOUTUBE (62%)    STRAVA (59%)

3. FACEBOOK (46%)   PODCASTS (54%)   FACEBOOK (56%)



WHERE DO YOU LOOK FOR RUNNING ADVICE ON GEAR?

1. Professionals (Coaches, Sports Psychologists, Physios)
2. Social (Bloggers, Youtubers, Websites)
3. Friends & family
4. Specialist magazines or books
5. Elite athletes

Section 3 - Buying habits, brands & influences



WHERE DID YOU BUY YOUR CURRENT PAIR OF RUNNING SHOES?

1. Specialist Running Retailers

2. Multi sports retailers 

3. Brand owned online store

Section 3 - Buying habits, brands & influences



PREFERRED RUNNING SHOE BRAND

FRANCE GERMANY UK

1st
ASICS 19% ASICS 24% ASICS / BROOKS 20%

2nd
HOKA 18% BROOKS 19% HOKA / SAUCONY 11%

3rd
BROOKS 13% ADIDAS 10% NIKE 10%

4th SAUCONY 11% HOKA 9% NEW BALANCE / 
ADIDAS

5%

Section 3 - Buying habits, brands & influences



SPEND ON LAST PAIR OF RUNNING SHOES

€146 - FRANCE    

€147 - GERMANY

€157 - UK

Section 3 - Buying habits, brands & influences



Key Take Outs
URS

GUILLAUME

MARC



Key Take Outs

1. Running is social & running is individual (Running is a 
sport for individualists looking for a social platform)

2. Running costs you 1 euro per hour (if you want). But 
many – if not most – love to spend much more. 

3. Running has reached half of its potential. Running is at 
the start of the next “Boom”.

Urs



Key Take Outs

1. Running is booming worldwide — but every European country 
has its own racing culture, training habits, and local influences.

2. The more runners prepare for a long-distance race, the more 
they train — and the more they invest in their passion.

3. Trail running is already massive in France and the UK — with 
strong potential to grow in Germany and other European 
countries.

Guillaume



Key Take Outs

1. Subscribe & engage with RunMotion if you want to improve.

2. Subscribe & enjoy the content produced by Runner’s World 
Germany.

3. Data/Insights - what are they? They can validate & help to 
organise/make sense of what we are feeling. Being more 
informed, having more reference points. It can also lead to 
further questions being asked.  It’s part of a decision-making 
process.

Marc



Q&A
URS

GUILLAUME

MARC



THANK YOU

Guillaume Adam  
guillaume@run-motion.com

Urs Weber
uweber@runnersworld.de

Marc Anderman
marc.anderman@sportinginsights.com

Tuesday 4th November 2025
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