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Dear Friends and Colleagues

CollowingǘƘŜ ǎǳŎŎŜǎǎ ƻŦ ƻǳǊ {ǇƻǊǘhƴ{ƻŎƛŀƭ Dƭƻōŀƭ wǳƴƴƛƴƎ /ǳƭǘǳǊŜ ǊŜǇƻǊǘ ǇǳōƭƛǎƘŜŘ ƛƴ WǳƴŜΣ ǿŜΩǊŜ ŜȄŎƛǘŜŘ ǘƻ ǘǳǊƴ 

our attention to the uniquely vibrant UK market ςonce again in partnership with Running Industry Alliance.

This UK-focused report applies the same robust methodology as the global study, leveraging share-of-search data 

to uncover both functional consumer behaviours and cultural signals expressed through language around 

ƳƻǘƛǾŀǘƛƻƴΣ ƛŘŜƴǘƛǘȅ ŀƴŘ ŎƻƳƳǳƴƛǘȅΦ ¢ƻ ŜƴǊƛŎƘ ǘƘŜ ǊŜǇƻǊǘΣ ǿŜΩǾŜ ƛƴŎƻǊǇƻǊŀǘŜŘ ǎƻŎƛŀƭ ƭƛǎǘŜƴƛƴƎ Řŀǘŀ ǘƻ ǇǊƻǾƛŘŜ ŀ 

broader perspective by capturing conversation themes and community dynamics beyond intent alone.

Our findings reveal a UK running scene that is not only thriving but maturing at pace. Runners are shifting from 

starting out to pursuing personal improvement, efficiency and self-defined goals with increasing intensity.

This evolution is powered by a rich ecosystem where influential creators play a role as critical as traditional 

community clubs. 

As an independent Research & Creative Agency committed to making sport more relevant, we hope this latest 

SportOnSocial report equips brands in the running industry with actionable insights to unlock sustainable growth 

and forge deeper connections with this dynamic audience.

If you have thoughts, questions or feedback I'd love to hear from you. Feel free to reach out at 

jonny.murch@redtorch.sport

Wƻƴƴȅ aǳǊŎƘ
CEO, Co-CƻǳƴŘŜǊ
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Search trends & cultural signals

Google holds over 82% of the global search engine market 

share and serves nearly 172 million users in the UKςoffering a 

strong view of how people explore running online. Using 

Google Trends and YouTube data, this analysis tracks search 

behaviour across the full spectrum of running interest.

Search terms were grouped into themes ςfrom training and 

performance to lifestyle, wellness, events and gear ςto reflect 

the full spectrum of running interest. These clusters reveal 

how people talk about motivation, identity and community in 

the context of running.

Brand presence within running searches was measured, along 

with social conversations around UK influencers and running 

culture. Global running interest over the past twelve months 

was also compared with longer term patterns.

The result is a cultural perspective on search behaviour that 

highlights the conversations and dynamics shaping the sport.

How does it work? Measuring brand visibility in search
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Indexing interest over time

The most relevant queries around runningwere identified from the past 

twelve months and compared with five-year trends to show how interest is 

changing across platforms and markets.

Audience & market lens

The analysis covers the full range of people who search, from committed 

runners to the simply curious, across England, Scotland, Wales and 

Northern Ireland.

Cultural lens

Running behaviour is influenced by context as much as performance. 

Cultural signals highlight motivations, barriers and patterns of 

participation, making it possible to distinguish between passive viewers 

and active participants.

The study calculates the proportion of running searches that mention 

specific brands or products to reveal which names appear most often in 

running conversations.

Brand referenced searches for products like shoes are examined to 

ǳƴŘŜǊǎǘŀƴŘ ŜŀŎƘ ōǊŀƴŘΩǎ ǎƘŀǊŜ ƻŦ Ǿƛǎƛōƛƭƛǘȅ ǿƛǘƘƛƴ ŜŀŎƘ ƳŀǊƪŜǘΦ

Brand led queries are also separated from product led ones to show 

whether audiences are searching because of overall brand affinity or a 

specific product.

Together, these insights reveal top of mind awareness, search relevance 

and the brands shaping running conversations across markets.
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Product/Brand-led Markets

Northern Ireland (64%) and England (62%) are the most brand-led markets, with most 

of their visibility coming from generic brand searches.

Nike contributes 18% of brand-led visibility in both regions. The remainder is shared 

across 7+ other brands, including the product-led brand ASICS.

Brand-led markets

Scotland is the only region in the UK where product-led searches exceed brand-led; 

58% of visibility is driven by flagship products.

Scotland is also the only region where Nike has higher brand visibility than ASICS, and 

where Nike itself is more product-led than brand-led (63% vs an average 36% 

throughout England, Wales and Northern Ireland).

Product-led markets

Brand-led

Product-led

Across the UK, brand visibility is 58% brand-led and 42% product-led. While most 

markets still gain much of their attention through brand names, an increasing share is 

driven by flagship products.

Brand-led = searches for generic brand names, e.g. Nike, Nike Store, etc.

Product-led = searches for specific products, e.g. Nike Pegasus 41



Running visibility in the United Kingdom is 58% brand-led and 42% product-led, meaning almost half of all searches 
now focus on specific models. 

We can think of this as two audiences: 
1. product-led visibility is driven by informed, performance-focused runners who look for specific products built on 

credibility to suit their training or racing needs
2. brand-led searches are driven more by lifestyle-focused or newer runnersǿƘƻ ƎǊŀǾƛǘŀǘŜ ǘƻǿŀǊŘǎ ŀ ōǊŀƴŘΩǎ 

overall reputation or search for a product category they associate with the brand (e.g. Nike running shoes)
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UK Share of Visibility
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The two leading brands in the UK ςASICSand Nike ςeach 
drive visibility in different ways: ASICS is product-led while
Nike is brand-led.

ÅASICS is 68% product-led, driven by the success of its 
flagship Novablastshoes.

ÅNike ƳƛǊǊƻǊǎ ǘƘŜ ¦YΩǎ ƻǾŜǊŀƭƭ ōǊŀƴŘκǇǊƻŘǳŎǘ ǎǇƭƛǘ ςwith 
58% of its visibility coming from generic brand searches 
such as Nike and Nike Store.

For ASICS, product credibility drives their huge success, but 
bƛƪŜΩǎ ŀǇǇŜŀƭ is broaderŀƴŘ Ƙŀǎ ǘƘŜ ΨŎƻƻƭΩ ŦŀŎǘƻǊ ςattracting
lifestyle-oriented searches.

Top performers Overperforming brands

Brooks strikes a strong balance between product-led (52%) 
and brand-led (48%) visibility, driven by searches for their 
Adrenaline and Glycerin ranges alongside a healthy share of 
generic brand searches.

Their visibility is strongest in Scotland where they rank 
third (just behind ASICS) and where product-led visibility 
peaks at 71%,demonstratingthat Scotlandis the¦YΩǎ Ƴƻǎǘ 
product-led market.

Search terms

58% 42%

5

Brand-led Product-led



UK Running Culture 2025 6



7

Google Search
Analysis: 
How People Search 
Running
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Summary 
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Runners now shop like tech 
consumers

Year-tagged searches, e.g. running shoes 2025
and best running shoes 2025, appear 
consistently across all UK regions, accounting 
for 15% of searches. This increase in the last 12 
months points to a shift in how UK runners 
filter by model year instead of browsing broad 
categories and mirrors the way people search 
for the latest tech releases. 

Creator-educators are replacing 
traditional coaches

Creator-led searches on YouTube show a substantial 
collective two-fold increase in the last 12 months for 
searches like Ben Is Running, Ben Parkes, Nick Besterand 
Ashton Hall. Simultaneously, searches for technique 
cues, e.g. proper running formand Kipchoge running 
form, have witnessed an average +1300% increase. The 
parallel growth of technique cues and creatorςeducator 
searches demonstrates to a shift in how running 
knowledge is accessed in the UK by emphasising 
practical, technique-led explanations for everyday 
learning.

YouTube is now the go-to-platform for 
product research & purchase decisions

Over 80% of rising product and creator searches are 
ŎƻƴŘǳŎǘŜŘ ƻƴ ¸ƻǳ¢ǳōŜΣ ǎƻ ƛǘ Ƙŀǎ ōŜŎƻƳŜ ǘƘŜ ¦YΩǎ Ǝƻ-to 
decision-making platform. Runners rely on creator tests, 
ǊŜǾƛŜǿǎ ŀƴŘ ŎƻƳǇŀǊƛǎƻƴǎ ǘƻ ƧǳŘƎŜ ǿƘŀǘΩǎ ǿƻǊǘƘ ōǳȅƛƴƎΦ 
This signals a cultural preference for authentic user 
experiences and trusted voices rather than brand-led 
marketing.

wǳƴƴƛƴƎ ƛǎ ōŜŎƻƳƛƴƎ ǘƘŜ ¦YΩǎ 
simplest entry point to fitness

Growth in searches for running for beginners
and 5k runs near meacross all regions points to 
strong, ongoing entry-level participation. 
Running is being embraced as an accessible, 
local and low-pressure, reflecting a cultural 
move towards fitness that priorities personal 
wellbeing over competition.



Local Race Pride

Search behaviourin the UK displays a significant riseof interest in specific regional events, with several 
races recording some of the largest increases in visibility in the past 12 months. The Great Scottish Run
and Auchterarder running festivalappear among the most rapidly rising searches in Scotland; Northern 
Ireland shows similar patterns with web breakout searches, e.g. Belfast half marathon 2025, Lisburn fun 
run; in England, Bedford running festival searches are up +110%. All these are examples of event-led 
intent, not casual browsing. 

This pattern aligns with the growing popularity of searches for running for beginnersand 5k runs near 
me in every region. Such trends indicate that runners are opting for easily attainable milestones (e.g. 
local races), using named events as manageable goals rather than chasing high-pressure, prestige races.

In addition to web searches, local races are being actively consumed on YouTube through course 
previews, training diaries and race-day vlogs, illustrating how regional events exist as ongoing content as 
well as one-day experiences.

²Ƙŀǘ ǿŜΩǊŜ ǎŜŜƛƴƎ

Regional events are becoming practical entry points for participation, especially for runners seeking 
accessible, close-to-home milestones. Brands can enhance their value by supporting race preparation; 
they can provide straightforward city-specific training guides, activate community runs and create race-
weekend touchpoints that help runners feel equipped for their chosen event. By aligning with these 
everyday, achievable goals, brands can position themselves closer to the runners and how they plan and 
participate in races.

Why it matters
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²Ƙŀǘ ǿŜΩǊŜ ǎŜŜƛƴƎ

Search behaviourin all UK regions suggests a clear lift 

in year-tagged terms, e.g. running shoes 2025, best 

running shoes 2025. These searches have grown faster 

than generic queries, signallingthat many runners are 

beginning their product research by looking for the 

newest version rather than browsing broader 

categories, e.g.running shoes. This shift towards 

model-year filtering mirrors how people track and 

compare tech releases.

Runners use model-year tags as their initial filter, 

looking for the latest editions of popular shoes instead 

of scanning the entire category. This behaviouris 

evident across regions and platforms (web, YouTube), 

suggesting that model cycles are becoming an 

organisingprinciple for how runners perceive the 

footwear landscape. The same version-first mindset is 

apparent in how runners compare shoes in creator 

reviews and comment discussions, further reinforcing 

that annual updates influences the way choices are 

taken.

The model-year mindset is reinforced in the creator 

review comment section, under The Top Shoes I'm 

Running In So Far in 2025. Here, discussion fluctuates 

between general opinions and comparisons between 

editions and includes topics such as:

Å durability (top topic, when bounce fades, mileage 

ranges)

Å fit guidance by profile (wide feet, heavy runners, 

forefoot strikers, stability needs)

Å categoryclarity (daily vs long run vs recovery vs 

speed vs race)

Å price tiers & value picks (best under £100, best 

outlet buys, best value for performance)

Å problemchecklists (known issues per model so 

buyers understand any risks before they buy)
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Why it matters

Year-tagged Trends

UK Running Culture 2025

As runners filter footwear through yearly editions, brands need to adjust how they present product updates and guide 

choices. This can be done in various ways.

1. Year-tagged searches position the newest edition as the main entry point for discovery. When runners search for 

terms like running shoes 2025, the model year becomes their frame of reference, so brands must make version updates 

easily understandable.

1. Comparison is the primary filter for decision-making.In review spaces, runners concentrate on edition-to-edition 

differences, e.g. durability over mileage, changes in fit, updated foams, and whether an upgrade is warranted. Brands 

that articulate these distinctions minimiseconfusion and help runners make a quick choice.

2. Many decisions are made before someone reaches a website or store.Runners evaluate footwear the way people 

ŀǎǎŜǎǎ ƴŜǿ ǘŜŎƘΥ ǘƘŜȅ ǎŜŜƪ ǘƘŜ ƭŀǘŜǎǘ ƳƻŘŜƭΣ ǿŀƴǘ ǘƻ ƪƴƻǿ ǿƘŀǘΩǎ ŘƛŦŦŜǊŜƴǘ ŀōƻǳǘ ǘƘŜƳΣ  ŀƴŘ ƴŜŜŘ ŎƻƴŦƛǊƳŀǘƛƻƴ ǘƘŜȅ 

match their pace and distance requirements. Clear guidance at the point of search determines whether they progress to 

purchase.

3. Physical stores are necessary for addressing those questions that runners cannot find the answers to online.The focus 

has moved from simply colourchoice to whether a shoe is suitable for gait, pace or weekly mileage. Stores that 

prioritisetry-ons, simple movement checks and informed advice are where runners can confirm and personalisetheir 

decisions, rather than where discovery begins.

https://www.youtube.com/watch?v=zB3dHqp3NX8
https://www.youtube.com/watch?v=zB3dHqp3NX8


Technique Takes Over

Technique-focused searches have accelerated sharply across the UK, signalling a shift from learning how to 

start running towards learning how to run better. Among the fastest-growing technique terms of the year are 

breakout YouTube searches for proper running formand running (up overtwenty-fold in England and with 

similar growth across the UK).

Warm-up and recovery searches show the same pattern of rapid expansion. Warm-up before runninghas 

climbed significantly across all nations, while stretching queries, e.g. stretching after runningand post-run 

stretch, have sustained breakout growth over a five-year period. Cadence is similarly moving into mainstream 

behaviour, with terms like what is cadence in running? and cadence meaning in runningrising strongly in 

Scotland and Wales.

Taken together, these patterns indicate how technique is becoming a full routine that spans pre-run 

preparation, mid-run cues and post-run resets. Technique is no longer a niche interest but a growing part of 

the way runners structure their everyday practise.

²Ƙŀǘ ǿŜΩǊŜ ǎŜŜƛƴƎ

Technique is being learned through short, creator-led walkthroughs on YouTube as runners search for 

copyable cues on form, cadence and warm-ups rather than dense explanations. Brands can add real 

value by offering simple, actionable technique guidance that creators can interpret and runners can 

apply immediately ςmaking products like shoes, insoles and wearables feel intrinsically connected to 

movement improvement rather than being seen as a mere pitch.

Why it matters
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²Ƙŀǘ ǿŜΩǊŜ seeing

UK running culture has seen a noticeable rise in the 
influence of creator-educators. Figures such as Ben Is 
Running, Ben Parkes, Nick Bester and Ashton Hall have 
become central voices in how runners encounter 
training ideas, form cues and day-to-day running advice 
ςdoubling over the past year. Their presence is driven 
largely by YouTube, where their instructional videos 
have become increasingly visible across UK viewing and 
search behaviour.

Their content focuses on the same themes that have 
gained visibility in search behaviour ςrunning form, 
pacing, cadence and efficient movement ςcreating a 
clear link between rising technique interest and the 
growing influence of creators.

This parallel growth reflects a shift in how running 
knowledge circulates in the UK. Instructional, 
experience-led guidance delivered by identifiable 
creators is becoming a more visible part of the learning 
environment, sitting alongside more formal sources 
and shaping how runners pick up technique and 
training insights.

Global outlook

Creator-educators are influential interpreters of 

running knowledge in several global markets.

In Brazil, creator-led gear reviews are a key 

influence on purchase decisions, with runners 

relying on long-form breakdowns to compare 

super-shoe options and everyday trainers. 

In Germany, relatable mid-pack creators shape 

how runners learn through accessible explainer-

style guidance that covers kit lists, pacing cues and 

foundational technique. 

In France, home-grown YouTube channels act as 

informal coaches by offering drills, kit tests and 

race-day walkthroughs. These sit closer to 

everyday training than traditional brand content.

1

2

Creator Coaches

Why it matters

With creators now driving much of the instruction in running, brands must rethink creator partnerships by moving past 

promos, supplying deeper insights, and collaborating on the content runners learn from, leveraging the following changes.

1. Runners first encounter technique advice through creators. Creators such as Ben Parkes and The Running Channel have 

seen one of the sharpest lifts (risinέ search) in search interest this past year, and their videos now surface first for terms 

like running cadenceand running form, pointing to a strong awareness associated with running technique. Brands that 

engage creators only for reviews or promos miss the opportunity to embed their own training philosophy, innovation 

story or performance frameworks into the place where learning occurs.

2. The creators gaining traction are those who explain running rather than relying on first impressions or haul-style 

content. Brands that supply creators with clearer product science, technique cues or coaching insights give them richer 

educational material to use. That credibility reflects on the brand.

3. Creators fill an instructional gap that brands rarely occupy directly. This is demonstrated through video walk-throughs 

of drills, cadence breakdowns, pace calculators or progression guides. There is also room for brands to co-develop 

explainers, drills, progression guides or efficiency frameworks for creators to interpret in their own style. 

4. Brands anchored solely in aesthetic or lifestyle collaborations risk missing the behaviouralshift. Creators, e.g. Ben Is 

Running, Ben Parkes, Nick Bester and Ashton Hall, are seeing increased search interest because they translate running 

technique into clear, usable guidance. Supporting these voices is now critical for relevance.
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Emerging signal: Entertainment-ƭŜŘ YƛŘǎΩ aŜƳƻǊȅ Building

Search behaviour shows rising demand for family-ŦǊƛŜƴŘƭȅ ƳƻǾŜƳŜƴǘ ŎƻƴǘŜƴǘ ǎƘŀǇŜŘ ōȅ ŎƘƛƭŘǊŜƴΩǎ 

entertainment formats. Breakout searches, e.g. run the red carpet gonoodlein Scotland and encanto 

run across the UK, suggest that songs, characters and simple routines are drawing children into 

movement through play rather than via structured sport. The content is light, musical and 

repeatable, making it an easy entry point for children who might otherwise not engage in running or 

physical activity.

This pattern indicates a broader shift, too. Families are turning to playful, entertainment-based 

movement to get children active in short bursts throughout the day. For many kids, these routines 

are becoming the moments where movement feels fun, familiar and unintimidating.

²Ƙŀǘ ǿŜΩǊŜ seeing

When movement feels like play, children return to it without needing encouragement or structure. 

Familiar songs, characters and repeatable steps help build confidence and turn short bursts of 

activity into something children genuinely enjoy. This creates a foundation for positive associations 

ǿƛǘƘ ōŜƛƴƎ ŀŎǘƛǾŜ ƭƻƴƎ ōŜŦƻǊŜ άǊǳƴƴƛƴƎέ ōŜŎƻƳŜǎ ŀ ŦƻǊƳŀƭ ǎƪƛƭƭΦ tŀǊŜƴǘǎ ŀƭǎƻ ƎǊŀǾƛǘŀǘŜ ǘƻǿŀǊŘǎ 

routines that are simple, safe and easy to follow at home or in school settings. Content that gives 

families a quick, upbeat way to move together fits naturally into everyday life, making activity feel 

like shared moments rather than arduous tasks.

Why it matters
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